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TV Nets Find 
Relief Sponsors 
Are Hard to Find 


DeSoto, Pharmaceuticals, 
Lever Bros. Are Among 
Exit-Seeking Advertisers 


New York, Jan. 23—Relief- 
seeking network tv sponsors con- 
tinue to have no luck in finding 
somebody to take unwanted televi- 
sion shows off their hands. 

Still among the searchers are: 


e@ DeSoto, which is committed to 
alternate weeks on the Groucho 
Marx show on NBC until Septem- 
ber, has asked the network to try 
to find another advertiser to pick 
up this $109,000 every-other-week 
tab. The auto makcr is in the mood 
to cut back on its television outlay 
and would like relief as soon as 
possible. 


e Pharmaceuticals Inc.’s new 
“End of the Rainbow” program had 
just barely hit the airwaves when 
the sponsor put in a request for an 
alternating relief sponsor. The 
drug company’s contract on this 
30-minute Ralph Edwards produc- 
tion runs through Oct. 4. This tele- 
cast, which started Jan. 11 as a re- 
placement for the ill-fated “What’s 
It For?” finds an unfortunate fam- 
ily which needs something badly 
and spends half an hour giving it 
to them. Complete, of course, with 
very full credits for the companies 
that have supplied the handouts. 


e Lever Bros. reportedly would 
like to unload part of “Life of Ri- 
ley” (NBC) and probably would 
not object to getting some help on 
the “Eve Arden Show” (CBS), 
which already has been canceled 
as of March 25. 

In addition there are the adver- 
tisers like Johnson & Johnson 
(“Adventures of Robin Hood,” 
CBS) and Warner-Lambert 
(“Restless Gun,” NBC) who have 
been scouting for relief for some 
time. 


s There is one example of a situa- 
(Continued on Page 8) 


THE NATIONAL NEWSPAPER OF MARKETING 


PANTRY PARTY—Coca-Cola Co. will run this four-color spread during 
April in Life, The American Weekly, This Week Magazine and 27 
independent Sunday supplements as “A party from your pantry” 
promotion aimed at bringing sales to a variety of grocery depart- 
ments. McCann-Erickson, New York, is the Coke agency. 


Sudden Resignation of 
Lincoln Account Frees 
Agency for Buick Bid 


Derroir, Jan. 24—On the heels 
of its “surprise” resignation last 
Friday of the $5,000,000 Lincoln 
automobile account, Young & Ru- 


MPA ‘Can’t Back’ 
ARF Magazine 
Study, Carr Says 


SiG N OF GOON TASTE a 


fas 


Include Area Data 
in ABC Reporting, 
ANA Urges Dailies 


New York, Jan. 24—The Assn. 
of National Advertisers has sent 
letters to some 285 newspaper 
publishers in 197 standard US. 
metropolitan areas, urging them 
to include metropolitan area total 
circulation in their ABC reports. 

Anton Bondy, print media man- 
ager at Lever Bros. Co. and head 
of the ANA’s newspaper commit- 
tee, told ADVERTISING AGE he has 
received about 40 replies so far, 
with about half the publishers 
agreeing to comply and the rest 
saying only that they would take 
the matter under consideration. 
The letters were sent early this 
month. 

ABC rules were amended in 
1956 to give newspapers the op- 
tion of showing metropolitan area 
circulations in their audit reports. 
An ANA statement released today 
says only 14 publishers have ex- 
ercised the option so far. 


= “It has become the practice of 
many advertisers to use the met- 
ropolitan area because so much 
pertinent data is available on that 
(Continued on Page 106) 


Good News! Average Adman’s Age at 


Death Rose to 63 in ‘57-Up 8.8% 


AA Survey Shows Admen 
Gained 5.1 Years; 60.5% 
Attained Age 61 or More 


Cuicaco, Jan. 23—Advertising 
people may, as statistics have indi- 
cated, die at an earlier age than 
those in other professions, but the 
gap is closing fast, according to a 
study of obituaries which appeared 
in ADVERTISING AGE in 1957. 

The average age at death in 1957 
for admen was 63—5.1 years be- 
yond the 57.9-year span reported 
“on..1956 and 4.1 years older than 
the 58.9 reported for 1955. 

The adman’s average age at 
death for earlier years was 61.5 in 
1954, 58.8 in 1953, 61.3 in 1952, 
57.3 in 1951, 57.5 in 1950 and 62 in 
1949, according to AA’s studies. 


The average age at death for per- 
sons in businesses allied with ad- 
vertising was 65.5; last year it was 
65. Persons in other businesses, ac- 
cording to AA obituaries, averaged 
66.1 at death; in '56 the figure was 
69.5. The over-all average reflected 
in the obituaries in '57 was 64.8. 

For comparison, according to fig- 
ures compiled by the American 
Medical Assn.’s bureau of medical 
economic research, the average age 
at death for physicians for the 
years 1949 to 1951 was 68.6; the 
median age was 70.8. The average 
white male, the AMA says, died at 
the average age of 68.4 with a me- 
dian age of 71. 

American Dental Assn. studies 
compiled for the year 1955 showed 
that dentists’ average age at death 


(Continued on Page 106) 


He Cites Legal Doubt, 
Publisher Dissension; 
ARF Resumes Fund Push 


New York, Jan. 24—The Maga- 
zine Publishers Assn. has told the 
Advertising Research Foundation 
that it cannot support the founda- 
tion’s proposed consumer magazine 
audience study. 

As a result, ARF will announce 
Monday that it is resuming fund- 


Principals of New raising operations on the contro- 
versial project. According to ARF, 


Agency and Babbitt Top approximately $370,000 already has 
Execs Are Colgate Alumni | een subscribed; the goal is $800,- 
000. 
MPA’s Magazine Advertising Bu- 
(Continued on Page 103) 


$2,000,000 Account... 


Old Colgate Ties 
Moved Babbitt to 
Brown & Butcher 


NEw York, Jan. 24—B. T. Bab- 
bitt Inc.—which underwent a 
thorough housecleaning barely six 


Y&R Looms in Buick 
Picture, AA Is Told 


bicam is believed to be a strong 
contender for the $20,000,000-plus 
Buick account. 

A great deal of confusion fol- 
lowed the disclosure that Y&R was 
leaving Lincoln. No official state- 
ment of the action was issued by 
either the agency or the company. 
When the news leaked out, Lincoln 
merely confirmed that the agency 
was dropping the account. 

Although Lincoln and the agen- 
cy declined official comment, Ap- 
VERTISING AGE came up with the 
following versions of what prompt- 
ed the resignation: 


e A highly placed Lincoln execu- 
tive said that Lincoln asked Y&R 
to resign because it learned that 
the agency was flirting with Buick. 
He also said Lincoln was unhappy 
with the advertising Y&R was do- 
ing for it. 

He added that there was a “gen- 
tlemen’s agreement” with Y&R to 
say nothing about the resignation 
until Lincoln had selected a suc- 
cessor. He was surprised that news 
of the resignation got out and 
blamed Y&R for the leak. 


e On the other hand, other 
sources said that Y&R asked Lin- 
coln to resign so that it could com- 
pete for Buick. There also report- 
edly were strained relations be- 
tween James J. Nance, president 
of the newly established Mercury- 
Edsel-Lincoln division (AA, Jan. 
20), and Sigurd Larmon, president 
(Continued on Page 107) 


months ago—has the big broom out 
again. 
The company this week ap- 


At NAEA Convention... 


inti! now known at tne car's. Lpscomb Hits TV Cost Figures as 


Brown Co.—to handle all its ad- 
vertising, with the exception of 


Chemicals Inc, a West coast ai-| Meaningless to Specific Advertiser 


Bowl cleaner, Cameo copper clean- 


er, Am-O instant powdered am- ‘N.Y. News’ Presentation 


monia and Connecticut Chemical ° 
from Donahue & Coe, and Glim Backs BofA Exec; Shows 
liquid detergent from Doyle Dane| TV Up300%, Dailies 16% 


Bernbach. 
Garfield Advertising, San Fran-| Cxuicaco, Jan. 2l1—The two most 
cisco, is the agency for Chemicals|popular subjects with newspaper 
Inc. advertising executives—(1) why 
The Butcher in the new Brown |newspapers are the best advertis- 
(Continued on Page 103) ing medium and (2) what is wrong 


Last Minute News Flashes 
Renault Shifts to Needham, Louis from Mann-Ellis 


New York, Jan. 24—Needham, Louis & Brorby’s New York office 
has been appointed to handle advertising for Renault Inc., effective 
April 1. The account, which billed about $400,000 last year (AA, Dec. 
9), is expected to become considerably more active. Mann-Ellis, New 
York, is the previous agency. 


McCarthy Joins Kelly, Nason; White Rock Next? 


New YorK, Jan. 24—Cal J. McCarthy Jr. has resigned as vp of 
MacManus, John & Adams to become exec vp of Kelly, Nason, effective 
Jan. 27. White Rock Corp. officials said no decision has yet been made 
on switching their account from MacManus to Kelly, Nason. Mr. Mc- 
Carthy handled White Rock while he was at Ruthrauff & Ryan, and 
the account followed him from there to Ellington & Co., to David J. 
Mahoney Inc. and then to MacManus. 


Minneapolis Moline Names BBDO 


Hopkins, Minn., Jan. 24—Minneapolis Moline Co., manufacturer of 
farm machinery, has named Batten, Barton, Durstine & Osborn, Min- 
neapolis, to handle its advertising, effective Feb. 1. The company has 
been with Graves & Associates, Minneapolis. 


(Additional News Flashes on Page 107) 


with television—were discussed 
thoroughly at the 80th meeting of 
Newspaper Advertising Executives 
Assn. 

The most serious problem in 
selling national newspaper adver- 
tising, according to Charles T. 


| Lipscomb Jr., president of Bureau 


of Advertising, American News- 
paper Publishers Assn., is that 
many agencies and national adver- 
tisers today believe that newspaper 
advertising is more expensive than 
television, radio, magazines or 
newspaper supplements. 

The biggest selling job confront- 
ing newspapers is to convince ad- 
vertisers and agencies that news- 
paper advertising does not cost 
more to reach people and sell goods, 
he said. 


s To sell more national advertis- 
ing, newspapers, he said, need (1) 
more research on audience char- 
acteristics, readership and per- 
formance and (2) well-document- 
ed figures proving that newspapers 
are competitive in cost. 

“Electronic media have been 
getting by with murder in their 
cost claims,” Mr. Lipscomb said. 
“But the honeymoon is about over, 
and many advertisers and agen- 
cies are beginning to realize that 
even a correct average cost-per- 
1,000 for advertising messages on 

(Continued on Page 106) 
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Advertising International, New Shop, 


Is ‘Born’ with 12 E 


Akers Heads Agency, 
Charges Many Accounts 
Are Mishandled Abroad 


NEw YorK, Jan. 23—Advertising 
International Inc.—one of the most 
ambitious advertising agency un- 
dertakings in many a year—has 
been organized by an American 
millionaire. 

Lynn R. Akers, who has made a 
fortune from the Akers hair and 
scalp clinics, is the founder, sole 
owner and guiding spirit of the 
new agency, which already has 12 
offices throughout Europe. No oth- 
er agency has that many offices in 
Europe at this time. 

Headquartered in Monte Carlo, 
AI has established what it calls 
“full-blown agencies” in London, 
Leeds, Paris, Milan, Rome, Vienna, 
Copenhagen, Stockholm, Frankfurt, 
Brussels and Antwerp. 


es Mr. Akers, who was in New 
York this week taking care of his 


Professor Charges 
‘Distortions, Lies’ 
in Medical TV Ads 


Newark, N. J., Jan. 23—Dr. 
Morton J. Rodman of Rutgers 


University’s college of pharmacy | 


this week lashed out against tv 
advertising of medical products in 
an appearance on WATV. 

Speaking on the “Report from 
Rutgers” program, the professor 
of pharmacology charged some 
pharmacal companies with using 
“distortions or outright lies” in 
their television commercials. 

“The use of some of these prod- 
ucts, which claim to relieve acid 
stomach or ‘tired blood,’ for ex- 
ample, may lull a seriously sick 
person into a false sense of secur- 
ity and delay his going to a doc- 
tor,” he warned. “This may pre- 
vent early diagnosis of ulcers, 
cancer, tuberculosis or other ail- 
ments, which, if treated properly, 
can be cured.” 

As a cure for what ails tv medi- 
cal advertising, Dr. Rodman called 
for strict regulation of medical 
tv commercials, which he termed 
“potentially as dangerous as a 
loaded gun.” 


® He criticized specifically two 
commercials, one of which used a 


doctor “impersonation” and an- 
other which he labeled “dishon- 
est.” 


At one point in the program Dr. 
Rodman ridiculed the “not-so-sub- 
tle’ white coat gimmick used in 
tv commercials to make people 
think an actor is a physician. He 
then took some _ concentrated 
stomach acid and poured it over 
a cloth. Just before the end of the 
program he showed there was no 
hole in the cloth as a tv commer- 
cial said there would be. (Ro- 
laids has been using this demon- 
stration in its commercials for 
some time.) 

A second commercial singled 
out for Dr. Rodman’s displeasure 
was an Arrid spot which shows 
a woman in a steam cabinet who 
doesn’t perspire after having the 
anti-perspirant rubbed on her 
forehead. He said no chemical ap- 
plied in this fashion could stop 
perspiration. “This commercial,” 
he said, “just is not factual.” # 


Lawler Elected Chairman 

Arthur P. Lawler, vp and secre- 
tary, Street & Smith Publications, 
New York, has been elected chair- 
man of the board of Select Maga- 
zines, national distributor of mag- 
azines and small books. 


| 
uropean Offices 


|manifold business activities and| 
|pitching for new business for the | 
agency, gave the details of his op- 
eration to ADVERTISING AGE, in an 
exclusive interview. 

He said that he has already spent 
$500,000 getting Advertising In- 
ternational started. He boldly pre- 
dicted that in the 12 months be- 
ginning next June his agency will 
bill approximately $15,000,000, a 
volume that would put it in the 
ranks of the top 10 in Europe. 

The impetus for the new agency, 
Mr. Akers said, came (1) from his 
feeling that European advertising 
jis old fashioned and (2) from his 
| belief that the European Common 
Market holds tremendous market- 
ing potentialities for alert compa- 
| nies. (The Common Market, a plan 
| for the economic unification of Eu- 
|rope, went into the first stage of its 
operation Jan. 1.) 

Mr. Akers expects AI to have a 
lstaff of 175. This will be aug- 
|mented, he said, by 125 persons 
| who will staff another network of 
companies bearing the name, Mar- 
keting Ltd. 


|@ The Marketing Ltd. companies, 
he explained, will complement the 
|AI offices by offering a full range 
of services in market research, 
sales management, sales promo- 
tion, legal advice and management 
| consultation. 

In other words, Mr. Akers pro- 
poses to offer any company selling 
in Europe a complete marketing 
package. 

“We have a package that I don’t 
think any company would not find 
| interesting,” he said. 

International advertising veter- 
ans who have heard of Mr. Akers’ 
(Continued on Page 82) 


‘Cone Gets Awards 
for Public Service 


Cuicaco, Jan. 21—Fairfax M. 
;Cone, chairman of the executive 
|committee of Foote, Cone & Beld- 
ing, today accepted honors and 
high praise for his many volunteer 
contributions to the nation and to 
Chicago. 

At a luncheon meeting of the 
Chicago chapter, Public Relations 
Society of America, he was 
awarded the second annual PRSA 
Community Service Citation and 
a special citation from the U. S. 
Treasury Department. 

The PRSA award is made in 
recognition of volunteer public re- 
lations activity which has “signif- 
icantly enhanced the reputation 
and prestige of the community, 


| 


(Continued on Page 108) 


Howe Stern 


PRELUDE—Park & Tilford Distillers Corp.’s new scotch whisky import, 
Scottish Majesty, will get a pre-campaign advertising fillip when 
music stores use the brand-featuring display, held by Larry Rosen- 
thal, brand ad manager. It is part of a twa-way promotion inspired 
by concurrent introduction of the whisky and two RCA-Victor Scot- 
tish record albums. Advertising for Scottish Majesty, to break in the 
spring in newspapers and magazines, is now being readied by Emil 
Mogul Co. 


Small Town Consumer Is Grist for 
‘Grit’; Circulation Nears 1,000,000 


National Weekly Is 75; 
59% of Towns It Hits Are 
in 2,500-People Bracket 


WILLIAMSPorT, Pa., Jan. 22— 
Grit, the weekly newspaper for 
rural America, almost fell 73 years 
short of being able to celebrate 
its 75th anniversary this year. 

On Dec. 16, 1882, a 23-year-old 
compositor named Dietrick La- 
made was working for an evening 
paper here when Grit was born as 
a Saturday edition. 

By the end of the paper’s second 
year, the publishers were ready to 
drop it. Young Dietrick gathered 
together two friends and $1,000 
cash, bought the equipment of a 
defunct weekly paper and the 
good will of Grit, and began pub- 
lishing it as an independent Sun- 
day newspaper. Circulation was 
1,500. 

This spring Grit’s circulation is 
expected to pass the 1,000,000 
mark. 

What has gone on in the inter- 
vening 73 years has primarily 
been strict adherence to the origi- 
nal theory of Mr. Lamade about 
small town business and small 
town advertising. 


s Advertisers, Grit’s management 
says, have found that “small town 
merchants are not interested in 


Cone Baird 


DOUBLE HONORS—Congratulating Fairfax M. Cone, who received two 

awards for public service, are Stewart S. Howe, president of the 

Chicago chapter, PRSA; Gardner H. Stern, president, Hillman’s 
Inc., and Julian B. Baird, Under Secretary of the Treasury. 


high-voltage, cut-price operations; 
they are solid supporters of tradi- 
tional distribution patterns and 
traditional mark-ups. 

“These merchants are the bul- 
warks of a rich and profitable 
market for manufacturers of con- 
sumer goods. Grit advertisers 
know that small town families are 
gainfully employed; that they are 

(Continued on Page 105) 


Phillies to Be 2nd 
N.Y. Team (on Air) 


New York, Jan. 22—New York 
baseball viewers, resigned to the 
lone Yankee Stadium entry in 
their baseball sweepstakes, fol- 
lowing the Giants’ and Dodgers’ 
departure for the Coast, have a 
fresh out-of-town contender to 
hypo schedules, with the signing 
by WOR-TV of the Philadelphia 
Phillies. The agreement to televise 
78 Phillies games on WOR-TV 
starts with the April 15 opening 
in Cincinnati with the Redlegs. 

WOR-TV formerly was the out- 
let for the Brooklyn Dodgers, 
which, since their trek to Los An- 
geles, are expected to limit them- 
selves to radio coverage. The 
Dodgers’ 1958 radio sponsor is 
Eastside Old Tap beer, through 
Young & Rubicam. 

Tv may get into the Los Angeles 
ball.park eventually, but only on 
a pay television basis, unless the 
Brooklyn club management has a 
change of heart. 


® Meanwhile, WPIX has wrapped 
up the New York area tv rights 
to the Yankee games for an esti- 
mated $1,000,000, an alltime high 
figure for baseball tv rights in this 
city. Sponsors again this year will 
be P. Ballantine & Sons and 
R. J. Reynolds Tobacco Co., both 
through William Esty Co. 

All 77 home games and approx- 
imately 63 road games will be 
shown on WPIX. On the radio end, 
the full Yankee schedule will be 
heard over WMGM, under the 
same sponsorship. 

In Baltimore, WJZ-TV, West- 
inghouse broadcasting outlet, will 
carry the entire Orioles tv sched- 
ule during the 1958 season. The 
Orioles tv coverage was split three 
ways by the Baltimore stations 
during prior seasons. Gunther 
Brewing Co. will sponsor the en- 
tire schedule, which includes a 
total of more than 50 televised 
road games. Lennen & Newell is 
the agency for Gunther. + 


Advertising Age, January 27, 


Congress Likely 
to Pigeonhole 
Pay TV: Wilson 


Congressman (Ex-Adman) 
Tells Ad Assn. of West 
Plan Faces Heavy Going 


1958 


CoRONADO, CAL., Jan. 21—En- 
abling legislation for pay tv will 
meet strong opposition in Con- 
gress, Rep. R. C. Wilson (R., Cal.) 
told the annual mid-winter con- 
ference of the Advertising Assn. 
of the West this week. 

Mr. Wilson addressed more than 
200 advertising executives from 11 
western states, Hawaii and British 
Columbia. Theme of the confer- 
ence was “Advertising in an Age 
of Astronautics.” Other principal 
speakers were John Hoefer, of 
Hoefer, Dieterich & Brown Inc., 
San Francisco, president of AAW; 
and S. R. Bernstein, editorial di- 
rector of ADVERTISING AGE. 

“I don’t expect Congress to take 
any action on pay tv this year,” 
Mr. Wilson said. “Of course there 
is a possibility that the Federal 
Communications Commission will 
go ahead with its announced plans 
to conduct some tests, but I frank- 
ly think that pay tv will have a 
tougher row to hoe than statehood 
for Alaska and Hawaii and a few 
other perennial bills that keep 
ending up in a pigeonhole.” 

Before entering politics, Rep. 
Wilson was associated with the 
San Diego agency of Champ, Wil- 
son & Slocum. He retains an inter- 
est in the agency. Following are 
other legislative issues he sum- 
marized: 


s Subliminal projection—“Many 
professional politicians and do- 
gooders profess to be concerned 
about this new technique. There 
are many who advocate the tech- 
nique should be rigidly controlled 
(Continued on Page 108) 


Ingram Shave 
Cream Returns 
Under New Aegis 


Once Nation’s No. 3 
Seller at Bristol-Myers, 
Brand Has New Owner 


New York, Jan. 22—Ingram 
shaving cream, one of the oldest 
brand names and once (in the ’30s), 
the No. 3 dollar seller in the shav- 
ing business, is on the comeback 
road. 

A new company, the Ingram 
Menthol Co., (1) already has 
achieved distribution in more than 
100 markets, (2) has named Fuller 
& Smith & Ross to handle its ad- 
vertising and (3) will break its 
first campaign in early spring, us- 
ing color pages in Sunday news- 
paper sections. 

Heading up the operation is 34- 
year-old James A. Field, a former 
brand manager at J. B. Williams 
and Warner- 
Lambert Phar- 
maceutical 
Co. and an ex- 
copywriter 
at Batten, Barton, 
Durstine & Os- 
born and Young 
& Rubicam. 

Mr. Field ac- 
quired the Ie 
gram name and 
good will—on 
which millions of 
dollars in advertising money had 

(Continued on Page 34) 
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Advertising Age, January 27, 1958 


‘Good Time to Get the Hell Out’... 


Ellis Sells Stock to 


Kudner Execs, 


Retires After 39 Years with Agency 


Rohrabaugh Is Named 
President; Hook Is Exec 
VP; Millard Is Secretary 


New York, Jan. 22—James Her- 
vey Stewart Ellis ended a 39-year 
career in the agency business yes- 
terday when the Kudner Agency 
management agreed to buy his 
stock—possibly 38% of the out- 
standing shares. Mr. Ellis immedi- 
ately resigned, and the board ac- 
cepted his resignation. 


“It’s a good time to get the hell | 
out of the agency business,” he| 


told ADVERTISING AGE today in an 
interview. “Too many things are 
happening in it; 15% is wonderful, 
but I’ve been getting awfully tired 
of having to argue about it.” 

Mr. Ellis, who has now been suc- 
ceeded as Kudner president by 
C. M. Rohrabaugh, disclosed that 


C. M. Rohrabaugh 


J. H. S. Ellis 


prior to his departure from the 
agency yesterday he made a cam- 
paign presentation to Buick—the 
$20,000,000 account whose decision 
last month to look for a new agen- 


Canadians Brood 
Over Subject of 
Subliminal Pitch 


CBC Makes Cliff-Hanger 
of Test by Withholding 
Contents Until Jan. 26 


OTTawa, Jan. 22—Apparently 
none of the viewers exposed last 
Sunday to the first network tv 
subliminal test message were able 
to figure out what the message 
was. No one reported any notable 
variation from regular habits. 

The main reaction here report- 
edly was, “Now I know how to 
pronounce ‘subliminal’.” 

The test was carried out by the 
Subliminal Projection Co., New 
York, on the Canadian Broadcast- 
ing Corp. tv network. Within a 30- 
minute period during a program 
called “Close-Up,” a message of 
some sort was flashed on the 


screen. The audience was told of | 


the test and asked to watch for un- 
usual behavior, but viewers were 
not told what the message was. 


s No viewers checked the follow- 
ing day would say they had been 
exposed to any message. The list of 
those checked included ad agency 
personnel, CBC technicians and 
employes and a wide sample of the 
public. 

Douglas Scott, account executive 
with Burns Advertising Agency 
Ltd., and William Harrison, vp of 
MacLaren Advertising Co., both 
said they were intensely interested 
in the test because of proposed 
plans to try subliminal ads in Can- 
ada and England. 

Mr. Scott said he was conscious 
of nothing. Mr. Harrison said he 
was aware that something was go- 


(Continued on Page 34) 


bed triggered reports that Jim Ellis 
would retire. 

“I worked out a whole new cam- 
paign to help Buick sales,” said 
|Mr. Ellis, “and when they saw it 
|yesterday, they liked it.” He said 
|Buick would run his last creative 
|effort for the car “as soon as possi- 
|ble, probably next month.” He de- 
scribed the campaign as featuring 
Buick’s aluminum brakes. 


s Mr. Ellis said he recalled years 
ago that Buick got into Fisher Body 
because the Chrysler Corp. made 


(Continued on Page 81) 


Bymart-Tintair Buys 
Three TV Spots; Gets 
Full-Sponsor Effect 


New York, Jan. 23—One of Jack 
Paar’s sponsors on “Tonight” 
(NBC-TV) has come up with a 
technique which gives the effect 
of half-hour sponsorship on a par- 
ticipating show. 

Bymart-Tintair has bought all 
available network participations in 
49 markets in the 11:30 to 12 mid- 
night, EST, period on alternate 
Wednesdays. The cosmetics com- 
pany became the sole network ad- 
vertiser in its markets during this 
half hour by buying three one- 
minute inserts. 

Bymart’s stepped-up contract 
started this month and is sched- 
uled to run through June. The 
company, which pioneered the 
home coloring field, also has tv 
spots going in 17 major cities. 
Product Services handles this ac- 
count. 

All of Bymart’s hair products, 
including the new Beauty Set Curl 
Creme, are being featured in the 
commercials. One of the commer- 
cials is a film with a lead-in by 
Mr. Paar; one is a live demonstra- 
tion of a Tintair product by a 
model and one is a special pitch 
handled by Mr. Paar or his fea- 
tured comedienne, Dedy Good- 
man. # 


COLBAN 


Helps relieve 5 


of the worst symptoms 
in just one day ! 


* other tablets you've tried juice” vitamin—is very impor- 
FP coors tated at to Oe tant. You see, many doctors 


first two or three days of your sow believe cold viruses attack 


you by penetrati 
me walle 


ne 
in tiny bent 


[NEW FOR COLDS—Mentholatum Co. 
launched its new cold relief tab- 
lets, Colban, in markets across the 
country last week with ads like 
this in Sunday supplements plus 
daytime tv. J. Walter Thompson 
Co., New York, is the agency. 


‘ : a. ; 


oo ~” “aes 
Pace 


Swanson 


Scofield 


Young 


lord Lemons 


NAEA OFFICERS—New officers of the Newspaper Advertising Execu- 
tives Assn. for 1958-59 are Charles B. Lord, Indianapolis Star and 
News, president; George Lemons, News and Record, Greensboro, N.C., 
exec vp; Russell W. Young, Seattle Times, 1st vp; Russell E. Sco- 
field, Herald-Leader, Lexington, Ky., 2nd vp, and Robert G. Pace, 
Danville, Ill., secretary-treasurer. 

Review and Spokane Daily Chronicle, is the retiring president. 


Gilbert P. Swanson, Spokesman- 


Ad Copy Should Speak of Home Life, Cheer, | 


Say Dichter (of Whisky), Fitz-Gibbon (of Beer) 


New York, Jan. 22—It ain’t no 
sin to drink gin, according to Dr. 
Ernest Dichter, president of the 
Institute for Motivational Re- 


industry lunch sponsored by Es- 
quire. 

Dr. Dichter’s absolution from 
guilt was extended to all kinds of 
liquor drinking, but he warned the 
liquor experts that drinking today 
“is still often connected with guilt 
feelings” so the “sin complex” 
must be battered down with ad- 
vertising assurances “about the 
high standing of the brand and of 
the company” making it. 

He called for “a revolutionary 
reappraisal of liquor advertising, 
merchandising and promotion,” 
and listed ten things “you could do 

(Continued on Page 78) 


Puerto Rico Rum 
Institute Adopts 
Ad Ethics Code 


New York, Jan. 21—A new ad- 


|vertising code of ethics has been 


adopted by the Puerto Rico Rum 
Institute. The institute is composed 
of distillers and rectifiers of Puer- 
to Rican rum. Their products are 
handled and distributed in the U.S. 


with Rums of Puerto Rico, a divi- 


velopment Administration, a gov- 
ernment agency of the common- 
wealth. 

The new advertising code, adopt- 
ed last month in Puerto Rico, ap- 
plies to advertising within the 
commonwealth only. 


prefaces the code, it is noted that 


merchandising activities shall con- 
form to the highest principles of 
advertising conduct and thus con- 
tribute to maintain the rum indus- 
try in its historical position in the 
local industrial complex as an es- 
sential factor to the maximum de- 
velopment of the commonwealth’s 
economy.” 


® The code lists five “principles of 
advertising conduct.” 
1. The producers, their advertis- 


(Continued on Page 105) 


search, who spoke today at a liquor | 


by individual companies affiliated | 


sion of Puerto Rico’s Economic De- | 


In a statement of motives, which 


“the Puerto Rico Rum _ Institute | 
_| voluntarily wishes to regulate the | 

advertising and promotion of dis- | 
tilled spirits, in order that these | 


MIAMI, Jan. 22—A vision of beer 
as “a mild mellower, a_ gentle 
loosener of the tongue” that “brings 
a magical sense of communication 


depicted before the U.S. Brewers 
Foundation today. 
The vision was painted by Ber- 


nice Fitz-Gibbon, New York retail | 


advertising consultant, who told 


the brewers’ convention here that} 


beer sales will soar if American 


beer as a household staple, as the 
French think of wine. 

Expounding her theories about 
beer’s role in family life, Miss Fitz~ 
Gibbon said, “Beer, the beverage of 
moderation, has a mellifluous ef- 
fect without muddying up the 
drinker’s clear-headedness. With 
beer, the mind has both the inclina- 
tion and the ability to soar and 
explore, to debate and declaim, to 
|sharpen its wits and produce gold- 
en aphorisms, felicitous phrases 
and bons mots.” 


|@ A good reason for having beer 
on the family dinner table, she 
went on, is “the salutary effect this 
|fun-filled evening hour will have 
}on the psychic health of the house- 
jhold. In many a family, personal 
contacts have fallen into disrepair. 
|Beer, and the climate it creates, is 
‘a nourisher of self-esteem. It brings 
jinner assurance and security. It 
|inflates deflated egos. 

“When your product can help 


(Continued on Page 78) 


a 

| BEAUTY—This is the second ad in 

Pittsburgh Plate Glass Co.’s new 

corporate series. It runs in The Sat- 

urday Evening Post Feb. 15. The 

opening page appears in the Jan, 25 
issue. 


and intimacy” to family living was | 


;women can be made to think of| 


3 
At NAEA Convention... 


Jones Calls 
‘Mass Man’ Ad 
Idea ‘Balderdash’ 


Mass Ads Won't Induce 
Mass Family to Swamp 
Mass Dealer, Says Exec 


Cuicaco, Jan. 21—The theory of 
an “average man” or “mass man” 
was blasted yesterday by Ernest 
A. Jones, president of MacManus, 
John & Adams. 

In a lively talk at the 80th meet- 
ing of the Newspaper Advertising 
Executives Assn., Mr. Jones la- 
beled the “mass man” concept 
“sheer balderdash” and added that 
he has been unable to find such a 
person after 20 years in the ad- 
vertising business. 

“The illusion is so pleasant that 
many are led to it,” Mr. Jones said. 
“Mediocre or completely useless 
advertising and wasted client mon- 
ey are the shocking result. And 
| never before in the history of busi- 


|ness has it been our clearer duty 
to provide on-target advertising 
and to squeeze the last energy- 


ERNEST A. JONES, president of Mac- 

Manus, John & Adams, blasts de- 

tractors of advertising at the NAEA 
convention. 


atom from every advertising dol- 
lar. 

“But, oh, what a pleasant illu- 
sion and what an insidious invita- 
tion to the fearful, the lazy, the 
incompetent in our profession. 

“Picture, if you will, the Mass 
Man, sitting in his Mass Home, 
with his Mass Wife and his Mass 

(Continued on Page 30) 


Pittsburgh Plate 
Glass Ads to Show 
Company Versatility 


PITTSBURGH, Jan. 21—In its first 
corporate campaign, Pittsburgh 
Plate Glass Co. will picture “out- 
standing showplaces” in America 
to prove that “So much of beauty 
starts at PPG.” 

Planned for the first nine 
months of 58, the campaign in- 


cludes eight color pages in The 


New Yorker, The Saturday Eve- 
ning Post and Time, plus four 
spreads in Reader’s Digest. 

The first ad will picture Lam- 
bert Airport, St. Louis, with the 
headline: “PPG opens new hori- 
zons in this golden age for build- 
ing things.” Other showplaces to 
be featured in subsequent ads in- 
clude the Connecticut General 
Life Insurance Bldg., Bloomfield, 
Conn., and the S. S. United States. 

Copy will read in part: “Prog- 
ress all around us—and practically 
everything we see and use keeps 
up to date with glass or paint 


(Continued on Page 105) 
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Public Has a Right 
to Ads as Well as 
News, Says ANPA 


New York, Jan. 23—The pub- 
lic’s right to know includes adver- 
tising as well as news, the Ameri- 
can Newspaper Publishers Assn. 
stresses in a series of bulletins just 
released to its members. 

Contending that no government 
agency has a right to prohibit or 
restrict truthful advertising of any 
product or service it is legal to sell, 
ANPA cites instances where pri- 
vate organizations have induced 
federal, state and local govern- 
ment agencies to adopt regulations 
prohibiting dissemination of truth- 
ful information through advertis- 
ing on grounds it is either ‘“uneth- 
ical” or “unprofessional.” 

One ANPA bulletin, under the 


title “Truthful Advertising Is Not} 


Unethical,” cites efforts of op- 
tometrists and funeral directors to 
secure adoption of laws or regula- 


“are being used to deprive a citi- | seems repugnant to them. 


Wes of his right to enhance his 


| business through advertising.” 


x The bulletin points out that| paid advertising abridges the right 
those who seek enactment of laws | of those individuals to disseminate 


hi regulations to restrict or pro-|trythful information about them- 


hibit advertising under the guise 
of ‘professional ethics’ are vulner- 
lable. What they seek is not in the 
public interest, 


of information it wants and needs.” 


| 


for their efforts|;® “Advertising is not on the de- 
would deprive the individual of the | fensive and needs no apology,” the 
\right to disseminate truthful in-| bulletin says. “It is a clean and 
formation and deprive the public | honest 


Adoption of Canon 27 of the| 


American Bar Assn. by govern- 
|ment agencies to forbid advertising 
jon grounds of “ethics” is cited by 
|ANPA in another bulletin as an 
example of rules of a private or- 
ganization adopted by government 
agencies and having the force of 
law without going through the 
legislative process. 

Distaste for advertising on the 
part of some groups, ANA says, “is 
not altruistic,” as “no one of these 
groups refuses publicity if it is 


| 

“Any law prohibiting any per-| 
son from conveying a message to) 
the public either through news or | 


selves, or availability 
wares or services. 


of goods, 


force, like newspapers, 
which has made this country the 
great world economic leader. The 
efforts of the uninformed and the 
prejudiced to hamper and hinder 
this economic force in our growth 
are at least short-sighted and can 
become disastrous.” 

In its bulletin “Government 
Takes A Hand More and More in 
Advertising Matters,” the ANPA 
lists recent attempts by states and 
municipalities to tax advertising, 
and propaganda attacks on various 
types of advertising such as out- 
door, institutional and professional 


tions which, the association says, free. It is paid advertising which | advertising. + 


If ever a newspaper man got around, he’s 
one of The Sunpapers trio above. Find a spot 
he hasn’t covered—and Rand McNally will 
tell you it hasn’t been discovered. If you can 
stand the pace, these facts may help track 
him down. 


1. His itinerant bent began with the cradle. 
Born in Massachusetts—schooled in Florida 
and California—one month after graduation 
found him in Osaka, Japan, for a series of Far 
East reportorial assignments over a seven- 
year span. Even this was punctuated by a 
world tour, stretching from Egypt to Hawaii 
and touching all points in between. 


2. From the land of the Rising Sun to Balti- 
more’s Evening Sun in 1940, where three 
relatively sedentary years were spent scop- 
ping up stateside journalistic savvy as staffer, 
behind-the-news editor, picture editor, Wash- 
ington correspondent, foreign editor. Plus 
marriage and the first of three offspring. 


3. To the Southwest Pacific in 1943 for 
close-up war coverage, terminated by a Jap- 
inflicted injury at Guam. Reassigned to the 
Italian campaign, he scooped the world by 


Massachusetts to Moscow 
-with Pulitzer on the way 


being first to find the body and report the 
death of Benito Mussolini. His grim, graphic 
words: ‘I stood on his chest and counted the 
bullet holes.”’ 


4. In 1947, back on The Sun, his series of 
articles on the evils of Maryland’s unem- 
ployment compensation system won the 
Pulitzer Prize for meritorious public service 
—and effected wholesale reforms. Again in 
1949 he scored with a devastating expose of 
conditions in Maryland’s mental hospitals, 
arousing readers to such a sense of shame 
that wrongs were soon righted. 


5. In 1956 he hit the road again—this time 
to open the Sun’s new Moscow bureau. 
There he works today—the Free World’s 
current best bet to move as fast and as far 
as Khrushchev’s satellite. 


As you might expect, he’s the “‘man in the 
middle”’ even when it comes to photos— 
Howard M. Norton. On the right is A. D. 
Emmart, editorial writer of The Sunpapers; 
and on the left Sydney Porter, national 
advertising representative. Sydney Porter 
—that was O. Henry’s straight name. Our 
Porter's got an interesting story for you, too. 


The Baltimore Sunpapers 


Combined Morning and Evening circulation 411,663—Sunday 317,648 


National Representatives: Cresmer & Woodward, Inc.—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott— Chicago, Detroit 


| 
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Highlights of This Week's Issue 


Average adman’s age at death rose to 63 
in 1957—up 8.8%, Advertising Age finds 
in its annual obituary study ........Page 1 


The Assn. of National Advertisers urges 
newspapers to include metropolitan area 
total circulation in their ABC re- 
SED cinmnuinnienss ll 


Newspapers’ most serious problem in sell- 
ing national newspaper advertising is 
that advertisers and agencies believe 
newspaper ads are more expensive than 
other media, Lipscomb tells 80th meet- 
ing of Newspaper Advertising Executives 
Re Sree Page 1 


Advertising International Inc., new agency 
with 12 offices in Europe, has been 
organized by millionaire Lynn R. 
SERIES . dcintmumneinenaaneel Page 2 


Medical ads on television are “distortions 
or outright lies,”” Dr. Morton J. Rodman, 
of Rutgers’ college of pharmacy, says 
Gh OU GD tiicteensitns igiediad oeePage 2 


Congress will oppose subscription televi- 
sion, Rep. R. C. Wilson (R., Cal.) tells 
annual mid-winter conference of the 
Advertising Assn. of the West ........Page 2 


Ingram shave cream, once the No 3 seller 
in the field under Bristol-Myers, is now 
returning to the race under the aegis of 
a new company, and with a new agency, 
Fuller & Smith & R88 2.0... Page 2 


Grit, the weekly newspaper for the small- 
town consumer, celebrates its 75th an- 
niversary with a circulation close to 
RTA thistentsntemnintinnenenis Page 2 


J. H. S. Ellis ends a 39-year career in the 
agency business by selling his stock in 
KRUG? ABeNney .......-.cccceceeseocsereeee Page 3 


Gin ain’t no sin, and beer is for cheer, 
Dr. Dichter and Bernice Fitz-Gibbon say 
in separate speeches on how to overcome 
consumer resistance to potables .Page 3 


The “Mass Man” idea is pure balderdash, 
MacManus, John & Adams’ president 
tells 80th meeting of the Newspaper Ad- 
vertising Executives Assn. ............. Page 3 


Subliminal ad test on Canadian Broadcast- 
ing Co. tv net leaves viewers without 
any mysterious urges 


Puerto Rico Rum Institute adopts a new 
advertising code of ethics ................ Page 3 


Public's right to know includes advertising 
as well as news, American Newspaper 
Publishers Assn. says, rapping profes- 
sional groups that would curtail ads for 
“ethical” reasons ..... 5 Page 4 


New postal restrictions on business reply 
envelopes are likely if Post Office offi- 
cials succeed in whipping interest in a 
new bill when they go before the House 
post office committee .. Page 6 


Florida has by far the largest state pro- 
motional advertising budget, W. H. Long 
reports peed ‘ . Page 14 


Adirondack ski resorts are chilled by ski 
resort ads on Garroway’s ‘“Today” show, 
which they say give the impression of 
impartial skiing weather reports Page 16 


“Middle East bazaar’ state of buying and 
selling today is due to weakening of 
fair trade, National Assn. of Retail 
Druggists’ Dargavel says ............ Page 18 


E. J. Korvette Inc. is bringing the su- 
permarket concept into the non- 
food retailing field, Bernard Waltzer 
tells American Marketing Assn. chap- 
COP. ae Page 19 


Sales must rise 50% in 10 years to keep up 
with the expanding economy, JWT's 
Arno Johnson tells luncheon ........ Page 20 


Canada is looking into possibility of high- 
er postal rates for publications Page 21 


Promotion of foreign cars will increase, 
The New Yorker's Conrad says ..Page 24 


Advertising imparts new values to prod- 
ucts, Martin Mayer writes in February 
gE ee Page 38 


Too much sex in current market research 
deplored by research ..........cccc Page 44 


Ad mat service campaign for electric 
companies celebrates its 16th birthday 
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Maltex Co. hikes ad budget from $500,000 
to nearly $1,000,000 as result of success 
of tv cartoon commercials ............. Page 58 


Nestle spends a year testing new product, 
Nescreme, in order to be sure it will be 
accepted by supermarket chains Page 60 


The man with the eyepatch is going out 
of style, Macy’s Frances Corey says. 
The space man is replacing him Page 66 


Non-food items are getting increasing at- 
tention from grocers, as they ponder 
ways to merchandise them ............Page 68 


Paul Smith, versatile adman at Calkins & 
Holden, has racked up many feats, most- 
ly scientific, and swings a mean jazz 
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showing uses for a second car for the 
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Irwin Joins Rosenbloom 

Richard Irwin has joined Irving 
J. Rosenbloom & Associates, Chi- 
cago, as a member of the plans 


board and an associate. Mr. Irwin 
previously was a vp of Ruthrauff & 
Ryan, and was associated with R&R 
'13 years prior to the merger. 
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growth marketplace— 


a growth adverusing medium 


Look at all this one magazine can do for you—and with you—in 1958! 


To every advertiser looking for a growth situation in 
1958— 


One area of the American market that is continuing 
to grow is the world of sports and recreation. You need 
look no farther than the sweep of our cars, the pleasant 
surroundings and furnishings of our homes, the easy 
informality of our clothes, to see that this is rapidly 
becoming America’s favorite way of life. 


And not unnaturally, the one quality maga- 
zine of this world has had the biggest page 
growth in American publishing during 1957 
—among a wide variety of classifications. 


But the opportunities you will find in the market- 
place of sport and SPORTS ILLUSTRATED don't 
stop there—not by a long shot. 

As one of our friends recently said, after a recent pro- 
motion of his product with SPORTS ILLUSTRATED: 
“Selling with sport’ is the greatest thing that’s happened 
in marketing since the discovery of the pretty girl.” 

One reason that the sports market is a growth market 
is that sport has every attribute of a successful market- 
ing personality: color, action, variety, famous names, 
timeliness, fun. “Sell with sport” at your opening sales 
meeting of the year; continue with it right on down the 
sales stream of regional meetings, your distributor and 
retail and point-of-sale promotion. Your selling program 
never lacks freshness, good looks, high spirits. 

And here’s what SPORTS ILLUSTRATED is doing 
for and with its advertisers this year. (This may take a 
few moments more to read than you had planned, so sit 
back—this could be like money in the bank): 


SPORTS FESTIVALS 

During the first six months of 1958, four major regional 
shopping center Sports Festivals are scheduled — the 
kind that made merchandising history last year at Old 
Orchard, Chicago — Northland, Detroit — and Cross 
County, Westchester. 

One, Jordan Marsh’s “Sports . . . Illustrated” in 
Miami, is taking place from February 10th to February 
15th, with guest stars such as Ted Williams, Pat McCor- 
mick, Jinx Falkenburg, Red Grange, “Crazylegs” Hirsch, 
and the skin-diving Pinder brothers—with such adver- 
tisers as McGregor, Shulton, Jantzen, Sportsman, RCA, 
Ford Motor Co. participating. 

As warm weather arrives, this will be followed by 
three other festivals, one on the West Coast, one in the 
Mid-West, and one in the metropolitan New York area. 


Circulation now more than 800,000 families 
—and what a setting for selling! 


SPRING SPORTS AND VACATION 
CARNIVALS 

Then in each of the ten largest cities of the U.S., one 
major retailer will, with the help of SPORTS ILLUS- 
TRATED’s “Dream World of Sport” promotion, fea- 
ture spring and summer merchandise of all kinds. Such 
stores as Wanamaker’s, Philadelphia; Higbee’s, Cleve- 
land; The Emporium, San Francisco; Famous Barr, St. 
Louis, and Kaufmann’s, Pittsburgh, are already signed 
for this promotion—the kind of merchants who shape 
the pattern of retailing in the entire nation, and influ- 
ence every area of trade. 


AUTUMN IN THE OUTDOORS 

... And then will follow another 10-major-city promo- 
tion in the Fall, in the same kind of stores, designed 
around the color and exhilaration of hunting, motoring, 
football weather. 


“SELLING WITH SPORT" 

BOTH SPRING AND FALL 

At the same time, limited editions of the above- 
mentioned promotions will also take place in principal 
outlets in the next 20 market areas: Atlanta, Baltimore, 
Dallas, Houston, Hartford, Milwaukee, Denver, Indian- 
apolis, Washington, Cincinnati, New Orleans, Miami, 
Akron, Louisville, Minneapolis, Buffalo, Rochester, 
Seattle, Portland. 


SPECIAL ISSUES AND 

SPECIAL EVENTS 

SPORTS ILLUSTRATED ’s five campus representa- 
tives are already busy among the retailers in their 
college communities: Princeton, Michigan, Stan- 
ford, Smith, Southern Methodist—an ideal corps to 
help you test a new product, display, or merchan- 
dising idea. 

The Art of Race Riding—Robert Riger’s original litho- 
graphs for the Eddie Arcaro story, accompanied by 
an exhibition of jockey silks from leading stables, 
are already on tour of the top fashion stores in each 
major city when the important local track opens. 

The Winter Sportorama, a traveling show of winter 
sports memorabilia and fine photographs is also 
making its rounds before the spring thaw, when it 
will return to New York. 

Baseball Opening has been the occasion for more than 
100 leading men’s apparel stores to herald a new 
selling season, and this years’s Baseball Issue 
promises more dramatic tie-in possibilities than 
any of its predecessors. 


The American Sportswear Design Awards. Begun by 
SPORTS ILLUSTRATED two years ago, this 
event has become known as the World Series of the 
Fashion Industry—offers opportunities to any re- 
sourceful advertiser to start his product off at the 
top of the market. 


SPORTS ILLUSTRATED-NSGA Spring Promotion. 
And for the fourth consecutive year, SI and its 
sporting goods advertisers join in helping 
America’s major sports equipment dealers, about 
700 in all, outfit their best customers for summer 
and vacation fun. 


4 Chicago Fitness Programs. Sponsored by Sol Polk, the 


country’s leading home appliance retailer, and ap- 
pearing on WBKB-TV, Chicago, one hour each 
month, SPORTS ILLUSTRATED is producing 
six programs on the vital subject of personal physi- 
cal fitness for everyone in the family. Few subjects 
could or should be closer to the nation’s vital inter- 
ests than this—another chance for an alert adver- 
tiser to engineer a striking tie-in. Anyone for 
fitness? 
* % * 

These “selling with sport” programs reveal only that 
part of the iceberg that’s above water — they make no 
mention at all, of course, of the great multitude of sales 
promotion activities that SPORTS ILLUSTRATED'’s 
advertisers themselves have embarked upon, many with 
astonishing and gratifying results. 

And it’s also an odds-on chance that the year’s most 
effective and dramatic instance of “selling with sport” 
hasn’t been indicated at all in this announcement — for 
the simple reason that it hasn't even been thought of yet. 
(It may be thought of by you, or someone on your staff.) 

It’s no secret that selling is going to be no picnic in 
1958. But some avenues will get you to your sales goals 
faster than others. We submit that with its steady and 
in some ways, amazing growth, the world of sport and 
its favorite magazine, SPORTS ILLUSTRATED, point 
out one such highway to predictable sales success, 
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This Week in Washington... 


New P.O. Bill Would Crack Down on 
‘Abuse’ of Business Reply Envelopes 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Jan. 23—New re- 
strictions on the use of business 
reply envelopes. That’s the likeli- 
hood if post office officials are suc- 
cessful next Tuesday when they go 
before a House post office subcom- 
mittee to whip up interest in H.R. 
7909. 

This bill limits the weight of a 
business reply envelope to 1 oz. Its 
purpose, according to postal offi- 
cials, is to see that reply envelopes 
are used solely for reply purposes 
and not for any of a half dozen dif- 
ferent dodges which have been de- 
veloped in recent years. 

The “abuses” which postal offi- 
cials want to stop include use of 


|business reply privileges as a 
means of prepaying postage for the 
return of merchandise. In some in- 
stances, reply envelopes are dis- 
tributed with catalogs, with the 
suggestion that the catalog be 
mailed back if it is not wanted. 
| There are examples involving Ko- 
dak film, false teeth and baby shoes 
|—all being mailed in business re- 
|ply envelopes. 

Some companies provide sales- 
men with reply envelopes so they 
|can send in samples or orders with- 
out shopping for stamps. 


s The final straw, according to one 
official, was soap companies’ dis- 
tribution of business reply enve- 
lopes to grocers. When envelopes 
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stuffed with coupons began filter- | the name of the magazine on the|bers of Congress find themselves 
ing into the post office at one soap| pages of the insert, just as it is|bored beyond the breaking point. 
company headquarters city, the lo- | printed on other pages of the mag- Two years ago witnesses droned on 


cal postmaster took matters into 
his own hands. He simply refused 
to accept them. 


‘Insert’ Ads cials insist they 
Draw P.O. Fire are ready to ask 
Congress for 
elimination of some of the red tape 
which frequently ensnares maga- 
zine publishers, there is a definite 
determination to hold the line on 
inserts which advertisers are plac- 
ing in magazines. 
Some of the men who are enforc- 
ing the regulations say publishers 


|can avoid trouble if they follow 


this rule of thumb: There is no 
such thing as an insert. 

One way of showing that an “in- 
sert’’ is really part of the magazine 
is to make sure it is permanently 


|stapled to other pages. A second 
safeguard is to number the pages! 


|consecutively with other pages of 


the magazine. A third is to print 


While postal offi- | 


azine. 


incessantly while the “chair” was 


| The basic idea is that nagtsiané entiaahed by a Senate committee 


| must not be used as a means of dis- | 
|tributing merchandise or direct 
mail advertising at low second 
class rates. As postal officials put 
it: “Advertisers have gone too far 
on these inserts. We have to draw 
a line somewhere and stick to it.” 


Senate interstate 
Dry Hearing and foreign com- 
on Liquor Ads merce committee 
faced the political 
realities and decided this week that | 
it is time for another set of hear- 
ings on legislation banning liquor 
advertising. Similar hearings have 
been held periodically in the past 
10 years, and on several occasions 
drys have come within one vote of 
forcing a bill to the house or senate 
floor. 
The same tired old arguments are 
| trotted out by a long succession of 
| witnesses, so that even the mem- 


Hometown paper 
for the whole state 
of Iowa... 


because of its pioneering 
in pictures? Well, that’s part of the 


answer. The Register 


winning news-photo staff were pioneers 
in picture stories, developed unusual 
and widely-copied techniques for 
covering football action, and have won 


photo-journalism’s 


Pulitzer Prize. The Register and Tribune 
points its lenses in all directions and clicks 


its shutters more 


year to give outstanding photo-coverage 
for perhaps the most unusual circulation in 
America. Its papers are read by 70% 

of the whole state of lowa! 


Des MOINES 
REGISTER ann TRIBUNE 


350,000 COMBINED DAILY + 500,000 SUNDAY 


Gardner Cowles, President 


7 
wh: 


and Tribune’s prize- 


highest award, The 


than 35,000 times a 


GEORGE YATES, chief photographer of 


The Register and 


Tribune and originator of many photo-journalism techniques. 


| on, 


staff member, after it proved im- 
possible to lure a single committee 
member into the room. 


Deputy Attorney 
General Law- 
rence E. Walsh 
reports that the 
Justice Department’s investigation 
of television networks is still going 
“although the availability of 
|manpower is limited.” It seems to 
have settled down at this point to a 
review of information collected by 
FCC’s network study group. 
“While the FCC staff later de- 
cided not to include a formal study 
of network tie-in sales of time and 
shows in its report,” Mr. Walsh 
wrote the Senate committee on in- 
terstate and foreign commerce, 
“the staff is said to have assembled 
a considerable body of information 
on programming, including mate- 
rial relating to the effect of net- 
work program selection on com- 


Justice Scans 
FCC Report 


petition with independent pro- 
grams.” 

. . Many members 
Slot Machine’ of Congress ap- 
TV Has Foe parently sense 


that opposition to 
pay tv will sit well with their con- 
stituents. But few are as candid 
about it as Rep. William H. Ayres 
(R., O.), who stepped into the 
hearing of the House interstate 
and foreign commerce committee 
the other day to register his oppo- 
sition to pay tv tests. 

“I’m against this slot machine 
tv,” he explained, “mainly because 
I have found the great majority of 
the people of my district are 
against it.” 


No wonder 
the home build- 
ers are begging 
Congress to step 
in and put some new life into the 
GI housing program. Figures re- 
leased by the Veterans Administra- 
| tion this week show the number of 
|VA-insured housing starts dwin- 
‘dled to 4,638 in December. That 
|compares with 14,987 in December, 
1956, and 21,611 in December, 1955. 


VA Housing 
Down 69% 


,, Securities & Ex- 
Stamps Aren't change Commis- 
| Securities: SEC sion says it is not 
interested in reg- 
|ulating trading stamps, at least not 
the trading stamps which are re- 
|deemable in merchandise. 

| A proposal that SEC control the 
Stamp companies had been submit- 
|ted by Food Industry Alliance, 
|which contended the stamps are 
/evidence of “indebtedness” within 
|\the meaning of the SEC Act. In 
rejecting the idea, the commission 
|said the same argument could be 
japplied to streetcar tokens, meal 
tickets, Christmas gift certificates, 
boxtops or railroad or theater tick- 
ets. 

If stamps were redeemable in 
securities, a different situation 
would be presented, SEC warns, 
since such stamps would constitute 
a warrant or right to subscribe to 
or purchase a security. 


Did you know 
that lamb isn’t 
stocked in most 
meat markets? 
That’s the lesson in a study on 
availability of lamb just published 
by the Department of Agriculture 
on the basis of a nationwide study 
carried out in 1955. It shows only 
39% of retail stores handling red 
meat sold lamb. Percentage was 
highest in the Northeast, where 
73% had lamb, lowest in the South, 
where lamb was available in only 
17% of the meat departments. 
Lamb was found most frequently 
in stores in large cities, and in 
chains or large stores. + 


Lamb Is 
‘Rara Avis’ 
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The Saturday Evening 


POST ff INFLUENTIALS 
-they tell the others! 


= 


. Comes the Post and in it word 
Recipe. about a new kind of cake mix! 
(Biggest food promotion ever ran in the Post last 
year—will be repeated in ’58!) 


. She shops. She stops. She decides 
Ingredients. to try that cake mix! (Post 


readers say they like Post advertisements; be- 
lieve what they read; buy what they believe in.) 


Mixer. 


Most important for you, the Post-Influential passes 
the word along with each piece of cake. (Politz 
proved that Post readers recommend and talk about 
things they read in the Post!) 


c ak e W alk! Suddenly everyone’s buying that cake mix! Friends of the Post-Influential. Neighbors. Members of her bridge club. (Post influence moves 
* sideways—and the Post reaches Influentials on every income level!) The happy Post advertiser is eating it up! Could be you, you know. 
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WASHINGTON, Jan. 


23—Mem- 


bers of the House committee on in- 


terstate and foreign commerce will 
try to decide next week whether 
to block a public test of toll tv. 

While there have been forecasts 
that the committee will adopt a 
resolution calling on the Federal 
Communications Commission to 
suspend its plan for toll tv experi- 
ments, Rep. Oren Harris (D., Ark.), 
the committee chairman, refused 
to predict today the decision, if 
any, that his committee will reach 
when it meets in executive session 
next Thursday. 

Network presidents ran into un- 
expectedly sharp questioning when 
they went before the committee 
this week to argue that the intro- 
duction of pay tv would subvert 
free television, and force their net- 
works to adopt the toll system. 


® NBC President Robert Sarnoff, 
the first of the network trio to ap- 
pear, was bombarded Tuesday 
with questions by committee mem- 
bers who seemed to be arguing (1) 
that free tv isn’t free because the 
cost of advertising is included in 
almost everything the public buys; 
and (2) it is a bit presumptuous for 
networks to assume they couldn’t 
develop enough good free pro- 
gramming to remain in business 
even if pay tv lured away some of 
today’s top programs. 

ABC President Leonard Golden- 
son, who was lead-off witness 
Wednesday, got off unscathed 
while CBS President Frank Stan- 
ton, fielding hostile questions with 
skill acquired from many appear- 
ances before congressional com- 
mittees, pointed out that the entire 
$1.3 billion spent by advertisers 
to support the existing system of 
television amounts to less 
1.6¢ per home per hour of tv 
viewing. 


® As two weeks of hearings on the 
toll tv problem came to a close this 
noon, Rep. Harris adroitly avoided 


any statement on the course of ac- | 


tion he will recommend. When it 
was pointed out that leaders from 
both parties had made it a point 
to come before the committee to re- 
cord opposition to toll tv, he com- 
mented, “It is one thing to make a 
statement before a committee. It 
is quite another thing to cast a 
vote.” 

He said one basic principle in- 
volved which many committee 


than | 


TV Net Heads Field Hostile Questions 
in Congressional Probe of Pay TV Test 


called pay-television experiment 
which is proposed will have im- 
mediate effect upon 15,000,000 tel- 
evision families.” 


# Currently before the committee 
is a resolution calling on FCC to 
suspend further processing of ap- 
plications for toll tv tests. While 
approval of the entire Congress 
would be required to force FCC 
to suspend the impending test, 
Chairman Harris pointed out the 
commission in the past has re- 
spected resolutions adopted by 
congressional committees which 
have jurisdiction over the com- 
mission’s activities. 

Questioning of NBC President 
Sarnoff got under way with a jolt 
from Rep. John W. Heselton (R., 
Mass.). In his prepared text, the 
NEC president stressed tv’s impor- 
tance as a means of promoting 
sales. But the congressman 
snapped, “I was not aware that 
the expenditure of $1.3 billion in 
tv last year resulted in lower costs 
to the consuming public.” 


s When Mr. Sarnoff replied that 
advertising has helped maintain 
the mass market, and resulted in 
lower cost per unit, the congress- 
man demanded, “Give me an ex- 
ample.” 

Mr. Sarnoff cited tv sets, but 
Rep. Heselton continued to prod. 
“What about Arrid?” the congress- 
man asked. 

“Arrid?” asked the NBC presi- 
dent. 

“Yes,” said the congressman. 

“T am not so familiar with the 
costs involved,” said Mr. Sarnoff, 
“but I would imagine that most 
products of that kind come as low 
priced as they are because of a 
mass market which has been cre- 


| ated by advertising.” 


“How about the pills and drugs 
that are supposed to make you feel 
a lot better,” countered the con- 


| gressman. “Have they increased in 


cost?” 

Mr. Sarnoff replied, “I think it 
is a general principle that every- 
thing that is bought in large quan- 
tities by the consumer, where the 
market has been created by adver- 
tising, is obviously cheaper than it 
would be if it was a limited mar- 
ket. It is almost axiomatic that in- 
creased production reduces cost 
per unit.” 

“That’s a nice theory,” snapped 
Rep. Heselton. “What I would like 


members respect is that Congress|to do is have you document the 
should not take any step which | statements you make and give us| 
prevents the development of a new | a few examples of things that have 
invention. While he said he is un-| lessened in cost in the last year be- | “Wagon Train” as a partial sustain- 
willing to reveal his own feelings,|cause of the fact that they have |er all season, got some slight help 


he said he is inclined to regard toll 
tv as an economic development, 
rather than a technical one. 


s Mr. Goldenson commented that 
proponents disarmingly argue that 
it is in the best American tradition 
to give pay tv a test. 

“To permit such a test is equiva- 
lent to starting an epidemic to test 
a new vaccine,” he quipped. “Once 
the epidemic has been started, it 
cannot be controlled.” 

CBS President Stanton com- 
plained, “An attempt to pass 
judgment on the ultimate pro- 
gramming of pay television on the 
basis of a trial is like attempting to 
write a book on child behavior 
based on the actions of children 
during the week before Christmas. 

“But here,” he said, “the stakes 
are not a tricycle or a doll—they 
are $6 billion a year.” 

Summing up his views he ex- 
claimed, “Launching an explosive 
missile from Cape Carnaveral 
over the lonely wastes of the ocean 
is an experiment. To drop that mis- 
sile on Pennsylvania Ave. is not an 
experiment. The impact of the so- 


been advertised on tv.” 


® Several committee members, in- 
cluding Rep. Alvin R. Bush (R., 
Pa.), compared network opposition 
to toll tv with opposition by news- 
papers to radio, or by railroads to 
airlines. But Mr. Sarnoff hammered 
back, “We do not object to com- 
petition. No business is more com- 
petitive than ours. But you are 
talking about a service that is not 
competitive, which can only be- 
come established by devouring the 
substance of the very thing that is 
now operating.” 

Rep. Alvin Bush (R., Pa.) fo- 
cused on the question of whether 
tv is “free.” When Mr. Sarnoff ex- 
plained, “The advertiser pays for 
it,” the congressman commented, 
“It is passed on indirectly so you 
do not know anything about it, 
but yet the viewers are paying for 
it.” 

Mr. Sarnoff met the point by 
commenting, “There is practically 
nothing that does not cost some- 
thing. Under the circumstances, 
free broadcasting is as ‘free’ as 
anything can be.” + 


Put the blame on Mister Burry ! 


( Him and his chocolate chip cookies) 


BLAMELESS—“Put the blame an Mis- 
ter Burry! (Him and his chocolate 
chip cookies)” says the cookie-jar 
rabber pictured in a new series 
starting Feb. § in metropolitan New 
York newspapers. Weightman Inc., 
Philadelphia, is the agency for 
Burry Biscuit Corp. 


TV Nets Find 
Relief Sponsors 
Are Hard to Find 


(Continued from Page 1) 


tion analogous to the relief pitcher 
who was relieved before he threw 
a single pitch. The relief-relief 
sponsor is Mutual of Omaha, which 
bought the Jan. 12 and Jan. 26 tele- 
casts of “What’s My Line?” (CBS). 
The insurance company came in 
as a hurried replacement for the 
weather-struck Florida Citrus 
Commission, which was permitted 
to “sell off” part of the relief seg- 
ments of the panel show it had 
bought from Remington Rand. 
CBS has nobody yet for the second 
Sunday in February. 

At press time agencies also were 
being offered half of three Bob 
Hope shows for February, March 
and April. Johnson Motors is set 
as co-sponsor. Plymouth bought a 
November and January show, but 
the auto maker had not succumbed 
to NBC’s salesmanship on the oth- 
er three shows. One of the sales- 
men’s problems undoubtedly has 
been the fact that Mr. Hope’s hour 
of comedy normally costs about 
$400,000. 


's NBC, which has been pulling 


from Pall Mall cigarets, which 
bought half of the one-hour west- 
| ern for two weeks. 

The bad news department at 
CBS this week included cancela- 
tions from Purex for its alternate- 
| week hour of “Perry Mason” as of 
the end of the first 26-week cycle 
\in March, and from Kellogg for its 
|alternate-week half-hour on “The 
|Big Record,” also effective in 
| March. 
| On the same network, Bristol- 
| Myers, which recently bought an 
|alternate-week half-hour on “Per- 
ry Mason,” is cutting back from an 
alternate hour to an alternate half- 
hour on “Playhouse 90.” # 


IGA Sets Up Five Ad Zones 

IGA Food Stores has grouped its 
5,000 food stores into five adver- 
|tising zones to allow each area to 
advertise and merchandise accord- 
ing to local conditions. Ad man- 
agers within the zones will meet 
periodically to map their own cam- 
paigns. Zone 1 meeting place is 
| Boston; Zone 2 is Cleveland; Zone 
|3 is Mobile, Ala.; Zone 4 is Chica- 
| go, and Zone 5 is Salt Lake City. 


ABC Radio Plans 
Cutback of Program 
Expenditures 


New York, Jan. 24—The top 
management of American Broad- 
casting-Paramount Theaters re- 
portedly has ordered a sharp cut- 
back in programming expenditures 
for ABC Radio. 

To effect the necessary econo- 
mies the network is planning to 
scuttle practically all of its new 
live musical lineup which started 
with great fanfare last fall. Only 
one of the six programs set by the 
network’s new president, Robert 
Eastman, is expected to survive 
the cutback. The survivor—the 
“Jim Backus Show’—will be 
moved to 10 a.m., EST, to follow 


program, the “Breakfast Club.” 


s ABC has been spending about 
$75,000 a week to program musical 
shows built around Herb Oscar 
Anderson, Jim Backus, Jim 
Reeves, Johnny Pearson, Mervin 
Griffin and Bill Kemp. Except for 
Mr. Backus, who has done fairly 
well with sponsors, none of the 
newcomers has proved to be much 
of a draw for advertising. 

First casualty was Bill Kemp, 
whose program was absorbed by 
the Mervin Griffin broadcast; 
shortly afterwards Johnny Pear- 
son lost his Saturday cast and 
started playing records. It is ex- 
pected that the 1 to 3 p.m. and 7 to 
9 p.m., EST, Monday through Fri- 
day periods will be filled by disc 
jockey stanzas when the over-all 
program revision becomes effec- 
tive. Some of the name personal- 
ities from the musical shows are 
to be retained to play the records. 


= Mr. Anderson, a midwestern 
import, who came in as a wake-up 
man for WABC, also has been 
quietly dropped from that assign- 
ment. 

Coincident with the news of 
the curtailment came the resig- 
nation of Stephen Labunski as vp 
in charge of programs. Mr. Labun- 
ski is a former Storz group execu- 
tive whom Mr. Eastman brought 
to New York several months ago 
to head the network’s program- 
ming activities. + 


Gordon Hurt 


Hurt Takes Over 
Norge Ad Direction 
as Stroben Departs 


Cuicaco, Jan. 23—Gordon G. 
Hurt, national merchandising man- 
ager for Norge division of Borg- 
Warner Corp., has assumed direc- 
tion of Norge home appliance ad- 
vertising, replacing William D. 
Stroben. 

Mr. Stroben, who joined Norge 
as director of advertising in Au- 
gust, reportedly left because of dif- 
ficulty in relocating his family. He 
had been with Einson-Freeman 
Co. and McCann-Erickson in New 
York as account executive. 

Mr. Hurt will be in charge of 
merchandising and home appliance 
advertising for Norge. He joined 
the company last October from 
Maxon Inc., Detroit. + 


ABC’s best-selling working day} - 


4 aments ow eh oat = 
MOET 8 RET eh eee Sen ty wine pene 


‘YODELING GOOD’—This heart-be- 
decked ad features Square Swiss 
Pie, the first recipe in a collection, 
in Borden Co.’s 1958 advertising for 
Starlac. This color page runs in 
February and March issues of nine 
magazines. Young & Rubicam is the 
agency. 


Supreme Court Rule 
Blunts Teeth of 
Robinson-Patman 


WASHINGTON, Jan. 23—The Su- 
preme Court today blunted some 
of the teeth in the Robinson-Pat- 
man Act by curtailing the right of 
private parties to secure triple 
damages from discriminatory prac- 
tices. 

According to a 5-4 decision of the 
court, the right to secure damages 
is confined to action under Section 
1 of the Act, which prohibits sup- 
pliers from giving one customer 
more favorable prices or allow- 
ances than it gives others. The 
court threw out two damage ac- 
tions under Section 3 of the Act 
where companies sought to collect 
triple damages from competitors 
who sold below cost. 


s The position of the majority is 
that only Section 1 of the Robin- 
son-Patman Act will be regarded 
as part of the Clayton Act, which 
includes provision for triple dam- 
jage action. Other sections of the 
| Robinson-Patman Act were termed 
| by the court to be outside the dam- 
lage section of the Clayton Act, and 
| enforceable only by restraining ac- 
tion on the part of the Department 
of Justice or the Federal Trade 
Commission. 

One of today’s cases involved 
Nashville Milk Co. vs. Carnation 
Co., while the other involved Har- 
ry V. Vance vs. Safeway. + 


"|General Mills Denies 


FTC Charge That It 
Gave Ad Allowances 


WASHINGTON, Jan. 23—General 
Mills Inc. today denied a Federal 
Trade Commission complaint that 
it gave discriminatory advertising 
allowances to Grand Union Corp. 

According to the complaint, pay- 
ments to Grand Union occurred 
when the General Mills O-Cel-O 
division took space on a spectacular 
sign used by Grand Union in Times 
Sq. in New York. 

General Mills said it does not 
make payments to some customers 
without making like payments 
available to all. # 


‘Baby Talk’ Raises Rates 


Baby Talk, New York, will boost 
its circulation guarantee to 550,000 
with the July, 1958, issue. The pre- 
sent guarantee is 500,000. Ad rates 
for b&w will be hiked $315—to $3,- 
465. For two-color the new rate of 
$4,157 will represent a $377 in- 
crease. 
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OUTDOOR GIVES ADMIRAL 
“MAXIMUM IMPACT! 


Eyes 


{ Outdoor Advertising } F ia 
— A: Tae 


“IMPACT is an essential ingredient of resultful 
advertising! ADMIRAL finds that massive, 
colorful OUTDOOR ADVERTISING, with its strong 


repetition factor, its proximity to the point-of-sale... 


Mr. Edmond Eger 


Vice President in charge of advertising, 
Admiral Corporation, says: its exposure right in the markets where our product 


is distributed... provides maximum impact 


at an extremely favorable cost-per-reader impression!” 


8 out of 10 people remember Outdoor posters!’ 


OA! 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*Urban Poster Readers —Starch Continuing Study of Outdoor Advertising 
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Whether you sell her shoe polish or throat 
lozenges or room deodorants — any prod- 
uct she doesn’t use or think of every day 
— strong advertising frequency is the 
way to insure her memory. And CBS 
Radio daytime drama offers the statistics 
you need: radio’s biggest audiences, high 
frequency of impression, efficient costs. 
But more than this, CBS Radio delivers 
a most attentive audience (as strikingly 
revealed by a six-city study of the quali- 
tative differences in listener attitudes 
toward stations). Here, you talk to mil- 


lions of your best customers while they 


really listen! CBS RADIO NETWORK 


and Pine-Sol Room Deodorant 


This is why 

products like 
Shinola 

(Best Foods, Inc.), 

Candettes 


(Chas. Pfizer & Co., Inc.) 


(Dumas Milner Corp.) 
are now being sold by 
CBS Radio daytime drama. 
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The Editorial Viewpoint ... 


Tools for Automotive Jungle 


In the Dec. 30 issue, ADVERTISING AGE said editorially that the big- 
gest marketing problem of 1958 is how, rather than how many, auto- 
mobiles are sold. We said that the marketing of automobiles has now 
reached a condition approximately like “the economic jungle of a 
Middle East bazaar, in which everything, including price, is a mys- 
tery.” 

The editorial apparently hit a re- 
sponsive chord. It has been reprinted 
by a couple of newspaper financial 
columnists, and commented upon by 
several editorial writers. Its appear- 
ance has also resulted in a couple of 
very interesting pieces of mail reach- 
ing us, which bear out our original 
assertion that buying a car now forces 
Americans to become “traders and 
bargainers, pitting their puny knowl- 
edge and their skills against the ex- 
perts.” One of these pieces of mail is 
reproduced here. For $5 Jadar will 
get the puzzled buyer four quotations 
on a car, thus saving the buyer a bit 
of the slogging from dealer to dealer 
which otherwise is involved. 


NOW! 


Buy Your NEW Car 
In Complete Confidence 


Let us do your shopping for you and 
secure for you, in writing, four (4) com- 
petitive quot from authorized new 
car dealers. 


Write or call today for more information 
and the order form. 


State your preference on the form and 
return it back to us We will then solicit, 
by mail, four (4) quotes for you on the 
model of your choice. 


INTRODUCTORY OFFER 
FEE $5.00 


JADAR 
Quot-A-Car Service 


1134 S. Mayfield Ave, Chicago 44, i. 
AUstin 7-6477 


The other is a classified ad from a 
New York paper, in which Auto Costs 
Publications offers the puzzled auto 
shopper a book which “gives you the 
prices of 1958 cars and 
equipment,” so that the buyer can 
“get in the driver’s seat and save hun- 
dreds $$$$’’ when he buys a new car. 

This is utterly and completely ridiculous. What kind of economy do 
we live in where such tools as these are hopefully offered to shoppers 
as protection against lack of elemental price knowledge? We suggested 
originally, and we suggest again, that the public has a right to know 
what new cars are supposed to cost, and what is standard equipment 
and what is not—and that manufacturers have a clear-cut obligation 
to tell them. 

They are not living up to that obligation now, but they ought to be. 
The public ought to be given a sensibly close approximation of prices 
on all models and all gadgets, and the ridiculous price advertising and 
silly wheeling and dealing—much of it based on phony prices to start 
with—of dealers ought to be stopped, or curtailed. 

Letting the public in on the secret of what the cars ought to cost is 
the logical and most important first step on the road to marketing 


It's Still True 


Rummaging through a ten-year-old copy of ADVERTISING AGE the 
other day, we came across a report of a speech to the Assn. of National 
Advertisers that seems worth recalling. 

The speech was made by Bryan Houston, who was then executive 


wholesale 
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—Alan Sinauer, Porter Henry Co., New York. 
“He may give you that ‘beat generation’ bit—but he’s mostly War- 
ing-mixed.” 


you say.” 


Good Salesmen Are Result 
of Good Training 

If 1958 will be the year of the 
salesman, then we should go a lit- 
tle further and say it will be the 
year of sales management. My ex- 
perience in my line—automobiles 
—has always proven to me that 
the type, the ability, and the pro- 
ductiveness of salesmen is depend- 
ent on the quality of the sales man- 
agement they are receiving... 

There is always that outstanding 
exception among salesmen, that 
seems to need no one’s assistance, 
but generally good salesmen are 
|the result of good training, good 
day-to-day direction, and good in- 
|spiration by a sales manager. 
| From a speech by B. J. Nichols, 


general manager, Chrysler Motors 
Corp., at the Detroit Adcraft Club. 


Save Santa 

Open letter to tv advertisers and 
producers—Next Christmas, please 
stop this trend of sophistication! 
| During recent days, there has been 
| innocent debunking of Santa Claus. 
|Some producers haven't realized 
jthat by telling about professional 
| Santa Clauses (“What's My Line”) 
or showing actors putting on or re- 
moving Santa Claus suits, they 
cause young kiddies to disbelieve 
Santa Claus. The belief in their 
symbol of Christmas provides the 
greatest moments of memory in 
their young lives. Let’s not break 


this beautiful tradition by too 


bod = 


vice-president of Pepsi-Cola Co. What he said was this: 

“We aim to make our ads distinctive enough to pay off with very 
little reading. We have no sympathy with advertisers who think it is 
important to disguise their ads, hoping that the reader will be induced 
to read them before they discover whose ads they are. 

“Don’t, for heaven’s sake, be afraid of recognition. If people dislike 
you or your product so much that they won’t read your ads just be- 
cause they’re yours, you're wasting time advertising, no matter what 


+ 


What They're Saying .. . 


much realism. Make it an unwrit- 
ten law of showdom! 


— “Bott Shots,"’ issued by Leo P. Bott 
dr., Advertising, Chicago. 


Keep Packages Up to Date 

Don’t be afraid to eliminate tra- 
dition in your packaging. Tradi- 
tional packages are often costly 
without reason. Put your budget to 
better use with carton features that 
actually sell merchandise. 

We recently analyzed Interwov- 
en’s stocking carton when re- 
searchers questioned the hand-tied 
string around the box. A dealer 
survey was made. The result: 73% 
said the string was of no value. 

More often than not, costly tra- 
ditional practices are not demanded 
by retailers. Packaging must 
change with the times. 

—Harper Brown, sales manager, Con- 
tainer Corp. of America, in a recent 
talk before the Sales Promotion Exec- 


utives Assn., Delaware Valley chap- 
ter, Philadelphia. 


Creative? Not Half! 

Creative drive, one must admit, 
is concentrated in younger men 
capable of sustained concentration 
and effort. It gives us pleasure, 
therefore, to announce that the 
number of children born to mem- 
bers of our staff recently has been 
at an all-time record. The proof of 
sustained effort is shown in the 
fact that an additional four are 
expected shortly. 


—News bulletin issued by Smee’s 
Advertising, London, England. 


Advertising Age, January 27, 1958 


That test of subliminal advertis- 
ing staged for the FCC presented 
the message, “Eat popcorn,” so far 
below the threshold of awareness 
that no one present developed the 
prescribed yearning. 

. 

The President’s suggestion to 
Congress that maybe the first class 
postal rate should be 5¢ may make 
it easier for the Post Office to per- 
suade the lawmakers that 4¢ is 
really only a modest increase. 

7 

Jim Woolf quotes the wife of an 
agency man, herself a former copy- 
writer, as doubting that there are 
women foolish enough to believe 
the more miraculous promises of 
the cosmetics ads. 

Fortunately for advertisers, hope 
springs eternal. 

~ 

D. C. McDermand bemoans the 
fact that appliance dealers want 
mats from manufacturers which 
provide ads that are “blatant, 
| brawling and bawling.” 

In the wheeling and dealing of 
today’s market place, the still, 
small voice doesn’t get through. 


~ 

“Awards don’t mean anything in 
this business,” remarks McCann- 
Erickson of the 83 it won in ’57, 
“but they make you feel good.” 

And also confirm the good judg- 
ment of the clients who okayed the 
ads in the first place. 

* 

Frank Braucher, with 50 years of 
experience behind him, is threat- 
ening to set himself up as a “mis- 
take consultant.” 

Only trouble is that most people 
won't want to submit their mis- 
takes before they make them. 

. 

David Cort, who used to be with 
a magazine, tells Nation readers 
that publications can’t serve their 
readers and the advertisers too. 

He doesn’t seem to know that if 
the readers aren’t well served, the 
advertisers are very likely to walk 
out on the show. 

. 

A building material advertiser 
looking for a promotion man sug- 
gests that applicants submit de- 
tailed resumés, including salary re- 
quirements. 

Should they mention the salary 
needed, expected or desired? 

Ford is sending billets doux to 
owners of °54 and °55 Plymouths 
and Chevrolets telling what a ter- 
rific buy the Ford Custom 300 is. 

Only question in the mind of the 
reader left unanswered is, “What 
am I offered?” 

. 

“Holiday puts readers in holiday 
mood, survey shows.” 

The idea is that the advertiser 
catches the reader with his sales 
resistance down. 

. 

Mayor George Christopher, of 
San Francisco, is against municipal 
taxes on advertising, such as those 
set up in Baltimore, and it isn’t 
just because he’s running this year 
for the U. S. Senate, either. 

e 

Lockheed Aircraft pays tribute 
to the capital of Georgia as “beau- 
tiful Atlanta, sophisticated city.” 

Meaning it’s one of the few great 
centers of the Southland without a 
post-season bowl football game? 

Copy Cus. 
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Living with Success 


a With salaries soaring and executive jobs 
b 2 multiplying, millions of Americans are dis- 
Pe od covering for the first time the problems of 
ot being happy in spite of financial success. Never 
‘ has it been more vital for every husband and 
: wife to know how to meet tensions, make 


a 
v eos 


How Much Education Do You Need? 


Liberal arts or a business degree? Should 
you skip college entirely and let your com- 
pany educate you? A man’s entire career 
depends on how wisely he considers these 
important questions. 


Help Your Husband Get Ahead 


The wives of 4,000 highest-pay-bracket 
executives tell what they have done — and 
not done—to help their husbands scale the 
rocky road of corporation success. 


Skills That Pay Best 


Because of a remarkable and unmistak- 
able transition in the American economy, 
our middle class has changed its white 
collars for blue ones. 
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decisions, and solve conflicts. 
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A Time for Decision 


Knowing when to demand a raise or pro- 
motion... and when to switch jobs is as 
important as knowing how to do a job well. 
Almost as vital: the ability to weather the 
years between 36 and 42. 


How to Invest 


Want to multiply those extra dollars? 
Here’s an assortment of investment. tips 
for the cautious or courageous... involv- 
ing little effort and lots of common sense. 


The Second Income 


Housewives are matching their husbands’ 
income with “spare-time jobs.” Second 
jobs are even becoming some families’ 
chief income today. 


COSMOPOLITAN 


...edited in depth to create attitudes 


A HEARST PUBLICATION 57th Street and 8th Avenue, New York 19 « COlumbus 5-7300 


By one of America’s great magazine publishers. Also publishers of GOOD HOUSEKEEPING +* HARPER’S BAZAAR « HOUSE 
BEAUTIFUL « SPORTS AFIELD * TOWN & COUNTRY « BRIDE AND HOME « MOTOR * MOTOR BOATING « AMERICAN DRUGGIST 


COSMOPOLITAN 
is really rolling! 
Circulation now 
s 994,000" 


...a 10% gain! | 
- (Last 6 mos. 1957 
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SELLING AT THE POINT OF IMPRESSION 
That’s the job a good engraving should do. 


SELLING AT THE POINT OF IMPRESSION 
That’s the job an H&M engraving always does. 


Hutchings & Meliville, inc. 
Distinguished Photoengraving 


4043 N. Ravenswood Ave., Chicago 13. EAstgate 7-9220 


pLus—Kroger Co. in Chicago added this coupon promotion to its 
trading stamp operations which started last fall (AA, Sept. 23). 
Faithful-to-plate 4 color wet proofing The $2.51 coupon offer is a ane-shot push running in Chicago news- 
papers with spreads like this. Campbell-Ewald Co., Detroit, is the 


agency. 


7 ADAM YOUNG INC. 
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THE BALABAN RADIO STATIONS 


ADAM YOUNG INC. 


New York * Chicago * St. Louis * Los Angeles * San Francisco * Atlanta * Boston 
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Florida Is Leading 
Advertiser Among 
States, Long Finds 


MILWAUKEE, Jan. 21—Florida has 
by far the largest promotional ad- 
vertising budget of any state, ac- 
cording to a detailed report issued 
by W. H. Long, titled “1957 Nation- 
al Report on State Industrial De- 
velopment and Tourist Travel (Re- 
creational) Advertising Accounts.” 

Florida spent $1,300,000 for tour- 
ist travel advertising and $900,000 
in industrial development adver- 
tising in ’57, the report said. All but 
seven states have advertising pro- 
grams of some sort, it indicated. 

Mr. Long, exec vp of Hoffman & 
York, Milwaukee, reported that 
Arkansas was runner-up in state 
industrial development advertising 
with a $195,000 budget. On a per 
capita basis, Nevada led the pack, 
spending about 27¢ per person (to- 
tal $68,750). 


® Oregon held second place last 
year (behind Florida) in tourist 
travel budgets, allotting $314,365. 
Tennessee, with a $300,000 budget, 
was third. South Dakota led the 
states in per capita spending for 
tourist advertising, with about 36¢ 
per person (total $250,000). 

The report, said to be the first 
compilation of such material, also 
listed officials of state development 
bureaus and commissions, agencies 
handling state development ac- 
counts, and principal media used 
|by the state governments for ad- 
vertising. 

The work is available from W. H. 
Long, 5347 Santa Monica Blvd., 
Whitefish Bay, Wis. A first copy is 
$15. Second copies are $7.50 apiece 
and succeeding copies are $6 
each, # 


Call for Hall of Fame Names 

Deadline has been set for April 
15 by the Advertising Federation 
of America for nominations for its 
Advertising Hall of Fame. Elon G. 
Borton is chairman of the AFA 
committee, and honorary chair- 
man is Gilbert T. Hodges of the 
Wall Street Journal. Purpose of the 
annual award is to honor posthu- 
mously men and women in adver- 
tising who have rendered special 
service to the business. Each can- 
didate must have been deceased 
two years at time of election. Nom- 
ination forms may be obtained by 
any person or organization from 
Advertising Federation of America, 
250 W. 57th St., New York. 


Dell Sets Rates 


B&w page rates for six Dell 
Publishing Co. sports magazines 
have been set at $3,600. The books 
include Pro Football, a new Dell 
publication. The other five, with 
|previous b&w rate of $3,125, in- 
| clude Baseball Annual, Baseball 
Stars, Who’s Who In The Big 
| Leagues, Football and Basketball. 
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Theres nothing so 


Once you start feeding practical ideas to men and women who are 
already eager for advice and information about how to have a better 
home and a richer family life, there’s just no limit to what can happen! 
And that’s the story of Better Homes & Gardens and why it grows. 

BH&G makes the reality of everyday living so exciting, makes 
dreams of better living so obtainable that the millions of families who 
read and re-read this famous idea magazine every month really “‘live 
by the book”. And “the book” is BH&G. Living—in the Better 


Many a family’s vacation begins in the pages of BH&G! 


owertul as an idea | 


Homes & Gardens sense of the word—covers a wide range of family 
interests. All the way from ‘‘What shall we have for dinner tonight?” 
to ‘““‘Where sha!l we go on our next vacation?’’. 

The sales climate Better Homes & Gardens creates for advertisers 
is unique among all of the major media. Because millions of BH&G 
readers bent on putting ideas into action are in the mood to buy! 
Meredith of Des Moines... America’s biggest publisher of ideas for 
today’s living and tomorrow’s plans 


ot America reads BHal; the family idea magazine 


4,350,000 COPIES MONTHLY 
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M/M is an interdenominational magazine edited for 
a 
gelicals or conservatives. 100,000 BUY it because they 
WANT it—and that's why M/M provides such an 
ideal setting for the advertiser's message. Average net 
paid UP 60% in last 5 years 


ADVERTISERS SELLING THE 
CHURCH MARKET 


are taking a closer look at... 


specific group of Protestant readers known as evan 


ously media and research director 
St of Larrabee & Associates, Washing- 
“\ton, was named to succeed Mr. 
Wiethaupt as chief space buyer. 


Gardner Appoints Three 
Gardner Advertising Co., 
Louis, has made three appoint- 
ments in its marketing department. 
Warren B. Wiethaupt, formerly 
chief space buyer, has been ad- 
| vanced to a media group super- 
|visor, and Daniel C. Roberts has 
been advanced to research group 
supervisor with principal responsi- 
bility for the agency’s farm group 
accounts. Donald W. Osten, previ- 


| 
Sullivan Co. Appoints Two 
Daniel F. Sullivan Co., Boston, 
has appointed Walter K. Munroe, 
media and research director. He is 
succeeded as copy 
Claude A. Higgins, who joined the 
|agency’s creative staff last fall. 


...8Xciting content of any International Magazine in Latin America 


Brilliant news coverage in the Latin American idiom is one reason 
for the amazing success of O Cruzeiro International. 

OCI reporters and photographers cover important world events from 
Antarctica to Cape Canaveral. Recent issues include “Cocaina™ (the 
narcotic traffic in Bolivia), the exposé of the “Conspiracién Peron- 
ista”, and an exclusive interview with Ernest Hemingway at his 
Cuban villa. 

But news is only one part of the publication's editorial coverage. 
Alone, of all Latin American international publications, O Cruzeiro 


BY AND FOR LATIN AMERICANS 


U.S. REPRESENTATIVE: ROBERT T. KENYON CO..527 MADISON AVE 


offers many colorful features on fashion, food, humor, plus one sec- 
tion of serialized fiction per issue. O Cruzeiro International is a 
family magazine with tested appeal. 


Advertisers wishing to reach consumers throughout Latin America 
should investigate this significant new publication. 


Guaranteed Circulation: 200,000 (Dec. 16th issue: 307,000) 
Basic B&W Page: Cr $66,000 4-color: Cr $112,200° 


“Current exchange rate (Janvory 3, 1958) 88.5 Cruzeiros to the U.S. dollar. An 
actual cost per thousond of less thon $2.75! 


CRUZEIRO 


INTERNATIONAL 


NEW YORK 22. N.Y PHONE PLAZA 5-1282 


Sadie 2 Sees, 


director by | 


Advertising Age, January 27, 1958 


Hidden’ Ski Resort 
Ads on ‘Today’ Chill 
Non-Participators 


SARANAC LAKE, N. Y., Jan. 21— 
| Adirondack ski resorts have com- 
|plained to the Federal Communi- 
cations Commission that coast-to- 
coast television is freezing them 
out of business. 

The co-editor of the Adirondack 
Daily Enterprise, in an informal 
|protest to the FCC, charged that 
|Dave Garroway’s “Today” on NBC- 
TV is using ski reports for various 
resorts around the East without 
revealing that the reports were 
|paid for by the individual resort. 

The result, the complaint 
charged, was that the viewer in- 
ferred the reports were impartial 
news-weather reports, whereas in 
|reality the resort paid up to $5,000 
for the advertisement. The Adiron- 
dack area, which includes Lake 
|Placid and Saranac Lake, has not 
paid for such advertising and has 
not been mentioned on “Today.” 


® The ski reports are gathered and 
sold to the program by Teleweather 
Inc. A resort can get on the map 
|for $500; additional plugs cost $2,- 
500 and $5,000. 
| Teleweather argued that the map 
bore its name quite plainly and the 
| reports themselves included the 
|fact that Teleweather had supplied 
the information. 
| J. Loeb, in an article in his pa- 
|per, countered that this gave the 
|impression that Teleweather was a 
|kind of news service. Besides, he 
added, “ski condition reports are 
\like football games, and no college 
| has to pay for advance publicity on 
| its games or the weather conditions 
|}under which they must be played.” 
Editorially, the paper agreed that 
Teleweather should be paid for its 
services by those ski centers that 
|could afford it. But it suggested 
that the map either include all the 
major ski regions or clearly indi- 
cate that it is not all inclusive. # 


|\‘American Salesman’ Reports 
54% Circulation Increase 

American Salesman, New York, 
recently purchased by Popular Sci- 
ence Publishing Co. and editorially 
revamped, has pushed circulation 
up 54%. The January number was 
said to be reaching 31,600 people 
as against 15,400 for the Novem- 
ber issue. 

The digest-size monthly, 
launched in September, 1955, and 
purchased by Popular Science last 
October, “has no plans for accept- 
ing advertising now.” However, 
George Ramel, business manager, 
said that “when we get a circula- 
tion base of something like 100,000 
—which we expect to achieve in 
18 months or less—we’ll get into 
the advertising picture.” He said 
the Salesman had declined 12 ad- 
vertising contracts in the past two 
months. Five foreign editions of 
Salesman are published. These are 
in Sweden, Italy, England, Japan 
land Germany. Only the German 
— now accepts advertising. 


Bloch Agency Becomes Bloch 
_Inc.; Names Thomas 

H. George Bloch Advertising Co., 
St. Louis, has changed its name to 
H. George Bloch Inc., emphasizing 
that the agency also has “exten- 
sive operations in the field of mar- 
|keting and merchandising.” 
| Bloch, which has moved to larg- 
er quarters in the new Meramec 
|Bldg. in suburban Clayton, has 
|named Harold A. Thomas, market- 
ing and advertising specialist, vp 
jin charge of marketing, merchan- 
dising and product development. 


Tveter Joins Martin 

Thomas N. Tveter, son of T. 
Norman Tveter, account executive 
of St. Georges & Keyes, has joined 
|W. J. Martin & Co., New York, as 
‘an advertising space salesman. 
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HE HOUSTON CHRONICLE... 


HAS THE LARGEST 
CITY HOME DELIVERED 


iT 


@ and in Houston 


the CHRONICLE has... 
16,206 


MORE THAN THE POST 


62,999 


MORE THAN THE PRESS 
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AND on Sundays the Houston Chronicle has 
the LARGEST CITY ZONE CIRCULATION in Texas 
... with 28,041* MORE THAN HOUSTON’S 


OTHER SUNDAY NEWSPAPER! 


THE HOUSTON CHRONICLE 


JOHN T. JONES, JR., President 

R. W. McCARTHY, Advertising Director 

M. J. GIBBONS, General Advertising Mgr. 

THE BRANHAM COMPANY — National Representatives 


Based on a comparison of 
Publishers’ Statements to 
the ABC for period ending 
Sept. 30, 1957. 
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Weakening of Fair 
Trade Led to ‘Bazaar’ 
Selling: Dargavel 


New YorK, Jan. 21—Growing 
concern on the part of manufactur- 
ers and business analysts that the 
U. S. market “is being turned into 
a Middle East bazaar” are reflect- 
ed in two current attacks on “price 
chiselry,” according to Dr. John W. 
Dargavel of the Bureau of Educa- 
tion on Fair Trade and executive 
secretary of the National Assn. of 
Retail Druggists. 

He cited an ADVERTISING AGE edi- 
torial of Dec. 30 viewing consumers 
as “traders and bargainers, pitting 
their puny knowledge and their 
buying skills against the experts, 
in a game (automobile marketing) 


which is rapidly discarding all 
semblance of rules.” He also point- | 
ed to an advertisement headlined 
“The age of chiselry,” published 
by Beacon Plastics, Newton, Mass. | 

The “bazaar” aspects of the} 
market, said Dr. Dargavel in a 
statement issued last week, “have 
resulted in part from the weaken- 
ing of fair trade by adverse court 
decisions. An effective fair trade 
law would contribute substantially 
to the return of an orderly market- 
place.” 


® In its ad, run in the Jan. 5 New 
York Times, Beacon Plastics des- 
cribed “the age of chiselry” as “the 
age of the glorified discount and 
the drastic markdown, when every 
consumer becomes a seasoned pur- 
chasing agency scanning the mar- 
ket for low bids....” 

It referred to “raucous adver- 
tising” offering “bigger and better 
discounts” but held that Beacon 
“does not believe we are destined 
to become a nation of comparison 


shoppers. 
“There are still many other 
manufacturers, who, like our- 


selves,” the ad continued, “believe 
in quality and value. They, too, 
price their lines fairly and abide 
by their list prices.” # 


N. W. Ayer Advances 
Pullen, Slifer; Adds Three 

John J. Pullen has been elected a 
vp of N. W. Ayer & Son, Philadel- 
phia, and has been named manag- 
ing director of the copy depart- 
ment. He has been with Ayer since 
1948. Kenneth W. Slifer, who has 
been vp in charge of the copy de- 
partment, moves up to the new 
post of executive director of the 
department. 

In Ayer’s New York office, W. 
Keith Hafer has been appointed a 
member of the business develop- 
ment staff, and Herbert J. Jacobs 
has joined the art staff of the ra- 
dio-tv department. Mr. Hafer for- 
merly was an advertising analyst 
and director of administration of 
Gallup & Robinson, Princeton, N.J. 
Mr. Jacobs previously was tv art 
director of Young & Rubicam. 
James Eysler, previously copy 
chief of Peck Advertising Agency, 
New York, also has joined the copy 
department in Philadelphia. 


‘Playboy’ Names Knorr 

Thomas H. Knorr, formerly man- 
aging director of Chicago’s State 
Street Council, has been named a 
member of the western advertising 
sales department of Playboy, Chi- 
cago. 


Mathes Names Two VPs 
Leonard Marshall, head of the 
international department, and Don- 
ald D. Halstead, account executive, 
have been named vps at J. M. 
Mathes Inc., New York. 


Dunlop Names Baldwin, Bowers 

Dunlop Tire & Rubber Corp., 
Buffalo, has appointed Baldwin, 
Bowers & Strachan, Buffalo divi- 
sion of the Rumrill Co., as its 
agency, replacing Comstock & Co. 
John P. Waters, agency vp, will 
be the agency’s account executive 
on Dunlop. The company’s 1958 
ad plans include network radio 
and newspapers for tire products, 


and sports magazines for Dunlop’s | dustrial department of the Min-| 


sporting goods. 


| was with the Frigidaire and Delco 


Knox Reeves Adds Two Ross Roy Names Wheeler A.E. 

William Olsen has joined Knox| Ross Roy Inc., Detroit, has ap- 
Reeves Advertising, Minneapolis,| pointed John T. Wheeler an ac- 
as media controller. He formerly |count executive on the Chrysler 
division account. Formerly with a 
divisions of General Motors in ac- | Dodge truck dealer as manager of 
counting, inventory control, sales | fleet sales and leasing, Mr. Wheel- 


and warehouse supervision. The ¢€r also recently was with the Ed- | 


agency also added Ted Springer to Sel division of Ford Motor Co. 
its research department. He had | 
been assistant director of the in- | Two Join McCarty Co. 

Jim Lennon, formerly with Ben- 


neapolis Chamber of Commerce. ! ton & Bowles, has joined the copy 
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department of McCarty Co., New 
York. Richard Tobey, formerly 
with Frederick A. Richardson Ad- 
vertising, has joined the McCarty 


|art department. 


Alcon Names Jordan, Sieber 
Alcon Laboratories, Fort Worth, 
has appointed Jordan, Sieber & 


|Corbett, Chicago pharmaceutical 


agency, to handle its advertising. 


| Alcon makes ophthalmic and nasal 


preparations. 
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Korvette Brings Supermart Concept into 
Department Store Marketing, Waltzer Says 


PHILADELPHIA, Jan. 


new concept in department store | American Marketing Assn. 


selling” practiced by E. J. Kor- 
vette Inc. “is bringing to non-food 
retailing the low-cost distribu- 
tion and high-volume consumption 


The company operates 13 de- 
partment stores and smaller stores 
jin states on the East Coast, as 
supermarkets in two 


21—*The |before the local chapter of the | 


other in this city. Its present an- 


vette has “difficulty obtaining the 


nual sales rate is near $125,000,-|miost desirable merchandise from 


000. 


® Korvette should not, however, 
still be considered in terms of the 
early discount house, Mr. Waltzer 
advised, since it has “evolved ex- 
clusively into a department store 


‘leading manufacturers.” To elim- 
jinate 


these “artificial barriers, 
which are in essence unfair trade, 
and contrary to free and open 
competition, Korvette has some 


things in its favor: Economic re- 
lalities, experiences of the past and 


certain federal laws,”’ such as the 


19 


wall ... When enough consumers 
have learned that Korvette offers 
comparable items at greatly re- 
duced prices—whether branded or 
unbranded, with the manufactur- 
er’s label or without it, from a 
leading manufacturer or a small 
manufacturer—then all suppliers 
will have become aware of the 
need for adjustments in present 


on Sia ete 


|well as food chain. Pricing policy is about all ; 
which the supermarket has brought ‘ef its suburban locations. It will|that remains of the original dis- Robinson-Patman Act, he said. 

to food retailing,’ Bernard Walt-|also open two more stores in New |count store.” “More and more manufacturers 
zer, assistant treasurer, declared | York state this summer and an- | Mr. Waltzer admitted that Kor-|\are seeing the handwriting on the 


day marketing.” 

Mr. Waltzer would not comment 
on fair trade laws. His chain has 
been sued by a number of compa- 
nies for selling below fair trade 
price. # 


Beck Named Marketing VP 

A. W. Beck, formerly sales man- 
ager of the Grayson controls divi- 
sion of Robertshaw-Fulton Controls 
Co., Richmond, Va., has been ap- 
pointed to the new position of vp 
of marketing of the parent com- 
pany, which manufactures automa- 
tic control devices used in home 
appliances, industry and for ord- 
nance items. 


WHEELING 
37m TV 
MARKET 


*Television Magazine 8/1/57 


THE HARDEST 
MAGAZINE 


One Station Sells 
Big and Booming 
Upper Ohio Valley 


[fi OF A SERIE a 
STEEL me 


“Been a Wheeling Steel man for 12 
years. Proud of my job, earn good 
money, buy what we want. To relax, 
I watch WTRF-TV. The wife and son 
are part of our family picture, too.” 


WHEELING STEEL CORPORATION 


Operates eleven plants producing over two 
million net tons of steel ingots processed into 
pipe, tin and black plote, steel sheets and 
many by-products. Fifteen thousand earn in 
excess of 90 million dollars annually. In 
1958, the culmination of a 250 million dollar 
expansion program. 


Wheeling Steel—another dynamic factor in 
this spiraling market where nearly two million 
people spend over two-and-a-half billion 
dollars annually. WTRF-TV infivences these 
425,196 TV homes with penetrating impact! 
WTRF-TV can sell for you! 


For availabilities, call Bob 
Ferguson, VP and Gen. Mgr., 

or Needham Smith, Soles Manager, 
ot CEder 2-7777. 


National Rep., George P. Hollingbery Company 


wirf:- tw 


ewe 


216,000 wos NBC, Tom 
—- * 


1958 WOMAN S DAY. INC 


PICKS UP HERSELF! 


of living. (In the February issue, you'll find a new approach to Entertaining and Hospitality) 


Woman's Day, the magazine 
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S ] M B, Red Head to MacDonald-Cook | policies, will add diversification in 'Paper-Mate Appoints 3 saben was promoted to merchandis- 

a es ust 18é | Red Head Brand Co., Chicago,|manufacturing and will increase | Paper-Mate Co., Chicago sub-|ing manager, variety and food } 

/manufacturer of hunting clothes | advertising, merchandising and | sidiary of Gillette Co., has appoint- | sales. 

. |and marine safety equipment, has | Sales promotion,” Clarke Hine, Red|ed three men to new executive 

50% In 10 Years |appointed MacDonald-Cook Co.,| Head president, said. |positions. Ellis Dodson, formerly | Frank Joins ‘Family Weekly’ 
‘ |Chicago, to handle its advertising, western regional manager in San Morton Frank, for the past 11 

|effective March 1. The account has| Changes to Canada Dry Corp. Francisco, has been advanced to|years editor and publisher of | 

Johnson Warns | been with Cruttenden & Eger 47 | Canada Dry Ginger Ale Inc. has | merchandising manager of the|the Economist and Stark County } 

years. MacDonald-Cook also will|changed its name to Canada Dry | wholesale and retail division; Bert | Times, Canton, O., has joined Fam- 

/handle Red Head’s Drybak divi-|Corp. The old name was adopted |M. McCabe, previously Los Ange-|ily Weekly, Chicago, to represent 

JWT VP Tells Girard prnchig- en one has com-|in 1922 when ginger ale was the |les district manager, was named |the magazine in publisher relations. 

" ° pletely “reappraised and strength-|company’s only product. The line |merchandising manager, chain| Mr. Frank will retain residence in 

Trust Session Spending ened its management and sales | now includes a variety of soft|drug division, and Jack Houston,|Canton but will travel throughout 
for Ads Must Double — will inaugurate new sales|drinks and alcoholic beverages. |formerly manager of syndicate|the country for the magazine. 
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: PHILADELPHIA, Jan. 14—A _ re- 
is examination of markets, methods, 
sales organization and ad budgets 
to keep up an expanding economy 
was called for by Arno H. Johnson. 
vp of J. Walter Thompson Co., at) 
the forecasting luncheon sponsored 
by the Girard Trust Corn Ex- 


arenes National Analysts’ personal-interview study shows 


o 


services to consumers must in- 
crease over 50% within the next 
decade if the country is to keep 
pace with its increasing productive 
ability. 

“By 1968 total production of 
goods and services in the U. S. 
should grow to over $650 billion in 
terms of 1957 prices, compared 
with $436 billion in 1957,” he said. 


® The slowdown in consumption 
growth experienced last year, he 


ag said, started late in 1955 with an) é 
ss accumulated deficit in growth in a : A REPORT BY 
; the past two years now totalin 
$16 billion. ‘| a NATIONAL ANALYSTS, INC. 
aS “An additional $12 billion should ee READERSHIP AND PERCEPTION 
if be added to bring the country back oe Suh m OF 
in line by 1958-59,” he said, adding ae NATION'S BUSINESS 
that there is an urgent need to ex- foe reat i rae 
pand consumption by $28 billion, - oe ai 1949-1957 


or 10% over present levels. 

The magnitude in the job to be) 
done in changing consumer habits 
suggests the need for “raising our 
sights” in the whole marketing 
area, Mr. Johnson declared. | 


® Mr. Johnson told ADVERTISING 
AGE at a press conference preced- 
ing the conference that advertis- 
ing expenditures in the next 10 
years will have to be doubled to 
about $20 billion, as compared 
with the present $10 billion being | 
spent for advertising and promo- | 
tion. He said these additional 
funds would be needed to support 
the movement of additional goods 
that will be produced. + 


Pennsy!vania Milk Control 
Unit Drops Ad Ban Order 

The Pennsylvania Milk Control 
Commission has rescinded its or- 
der banning advertising allow- 
ances by milk dealers to retailers. 
The commission scrapped the or- | 
der after Dauphin County court) 
ordered that it not be applied to. 
two dealers—Sealtest Supplee, a 
division of National Dairy Products | 
Corp., Philadelphia, and Rieck 
Dairy, Pittsburgh—which took the 
order to court. The two dealers) 
claimed they had $325,000 invested | 
in store signs to advertise their) 
products. | 


Alliance New K.C. Agency 

Alliance Marketing Consultants, | 
a new advertising agency, has set | 
up offices at 705 E. Linwood Blvd., 


‘sce Ation in Business 


Later Kno, Semete eeee results when you advertise in 


ore ® and Marvin Fremerman, who was. 
fs editor and publisher of Teen II- 
ogg ange Ron pg J erg A Since 1949, the editors of Nation’s Business have Of Nation’s Business’ 780,000 circulation, 550,000 
teenies - ete ras Fgh ~o mba retained National Analysts, Inc., prominent Phila- copies go direct to presidents, owners and partners 
recorded disc jockey shows, com- delphia research organization, to study the reader- of business firms engaged in manufacturing, banking, 
plete with spot announcements, to ship patterns of its subscribers. This continuing series wholesaling, retailing, construction and transporta- 
drive-in theater operators. of face-to-face, personal interviews these past 8 years tion. These are the real “heads of the firms”—the top 
; has enabled the editors to keep pace with the reader’s men with the authority to buy your business goods or 
si : 4 needs; to regularly check on their evaluation of the services. You reach more of these top-level executives 
Advertise By the Mile! editorial material; and to learn how they use Nation’s through Nation’s Business than the next two business 
ANTRUCKShave a Business in the conduct of their own businesses. magazines combined—and at lower cost per 1000, 
. F ke the 
TWO Big Jobs!.. | cons joven. 
Changeable Poster Cards make product promotion flex. 
ible. Change-Ad Frames for Truck, Bus & Taxi Advertisin 
UF. ‘AN 
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Walden Leads Publications 


Canada to Look into 
Alfred S. Walden, formerly exec 
vp, has been elected president of 


vp, ‘Inadequate’ Postal 
alden, Sons & Mott, Oradell, N.J., ® ° 
to succeed Stanton Mott, who be. Rates on Publications 


comes vice-chairman of the board. | Orrawa, JAN. 21—Shudders ran 
Charles C. Walden Jr., formerly | through many sectors of Canadian 
vice-chairman, has been named |pysiness last week with an an- 
chairman succeeding Tom Walden | nouncement by Auditor General 
Sr., who is now honorary chairman. | Watson Sellar suggesting that Par- 
The company publishes business |liament should have a new look at 
magazines in the paper and print-| post office mailing rates on news- 
ing fields. papers and periodicals. 


Mr. Sellar said postal revenue 
\from newspapers and periodicals 
laverages about $6,000,000 annual- 
‘ly. The post office estimated the 
cost of handling is about $24,000,- 
000. 


“Whether the $18,000,000 esti- 
mated difference between revenue 
and cost now benefits in particular 
the publisher, advertiser or sub- 
scriber, is an imponderable,” he 
said. 

He suggested the section of the 
|post office act dealing with the 
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\rates, which he termed “to a ma-|per campaign was tested in 1957 
terial degree legislation of the 19th | through Feigenbaum & Wermen 
century,” be reexamined. # Advertising Agency, Philadelphia, 
in 136 newspapers in 66 markets. 
Bayuk Plans Newspaper Push, | Bayuk plans to continue to spon- 
Continues Radio and TV sor specific local sports on radio 
Bayuk Cigars Inc. will spend an |and tv. The company will also ex- 
estimated $1,000,000 on newspaper |pand its newspaper campaigns in 
space alone during 1958 with a| the Midwest and South for its John 
campaign appearing initially in 57 Ruskin brand, which is handled 
newspapers in 32 markets. The | through Greenhaw & Rush, Mem- 
schedule will be expanded during | Phis. 
the year to cover twice as many | 
markets. The company’s newspa- | Book Tells ‘How to Develop 


READERS PER COPY 


DERS 


48% of the respondents indicated that they 
circulated their copy of Nation's Business 
within their firm after they had read it. 
Survey shows 4.8 average readers per copy. 
In 10% of the companies, more than 11 
people were on route lists. 


Nation’s Business 


iness 


17% GAIN IN ADVERTISING LINAGE in 1957 


While other magazines reach “down-the-line” 
management men, Nation's Business is edited 
particularly for business owners and corporate 
officials. This makes it a more selective and effec- 
tive selling medium for advertisers of business 


goods and services. tee | 


Se 
Nations Bt 


HOME AND OFFICE 


" do 
Where oat The response sho 


Nation's Busi 


subscriptions and 


-——— Commerce. 


ADVERTISING HEADQUARTERS 
711 Third Ave. at 44th St., New York 17, N.Y. 


780,000 PAID CIRCULATION, includ- 
ing 700,000 ownership-motivated bus- 
iness executives who have personal 


members of the National Chamber of 


‘Successful Salesmen’ 

| “How to Develop Successful 
|\Salesmen,” by Kenneth B. Haas, 
|has been published by McGraw- 
Hill Publishing Co., New York. Mr. 
Haas is chairman of the depart- 
}ment of marketing of Loyola Uni- 
versity, Chicago. 

The book aims to advise sales 
supervisors of small or medium- 
|size companies and explains how 
'‘o use new techniques of human 
|relations to motivate low and av- 
|erage producers up to peak per- 
‘formance. Price of the 304-page 
book is $6. 


CHANSATIONAL! 


CH 
( 
a Al 
SMASH RATINGS 


all over the country! NEW 
CHARLIE CHAN improves 
ratings, betters time periods 
everywhere! 


In Philadelphia, on WCAU- 
TV it improved the Friday 
7:00-7:30 time period on its 
very first rating by more 
than 17% to immediately 
become one of the highest- 
rated syndicated pro- 
grams in the market on any 
station, any day, any time, 
with a 41.9% share of audi- 
ence. (Videodex 11/57). 


READERSHIP 


usvally read or 


Captures the big share of 
audiences in Chicago, Los 
Angeles, Atlanta, Baltimore, 
Columbus, Detroit, New 
Orleans, Pittsburgh, Dallas- 
Ft. Worth and in key market 
after market! 


HIT 
OF 
THE 

SEASON, 
CALL 


80,000 business- 


| TELEVISION PROGRAMS OF AMERICA, INC. 


| 488 MADISON « N.Y. 22 + PLaza 5-2100 
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Dawson, MacLeod & Stivers |owner of Bywords, Creative & Ad-|zen soups, will be sent to consum- 
Opens Consultant Shop in D.C. vertising Consultants, now merged ers in return for panels from three 
Dawson, MacLeod & Stivers, with the new company, John Mac- packages of Swanson chicken parts 
communications consultant spe- Leod, formerly president of Mac- | or fryers. Tatham-Laird, Chicago, 
cializing in business, industry and Leod, Sanders, Noe & Kirwan Inc., | is the agency for the Swanson line; 
trade association accounts, has and R. E. Stivers, formerly owner | Leo Burnett Co. handles Camp- 
opened offices at 1523 L St. N. w,, |of Promotion Service. | bell’s frozen soups. 
Washington, D. C. The organiza- 
tion will handle advertising, de- 
sign and art, pr, direct mail, sales 
promotion and training. The com- 
pany describes itself as a “creative 
and planning group designed to 
serve far beyond the usual limits 


Washington ‘Post’ Goes to 10¢ 
The Washington Post & Times 
Herald has raised the newsstand 
price of daily editions from a nickel 
to 10¢. Home delivery and Sunday 


Swanson Offers $1 Coupon 

Campbell Soup Co., Camden, 
N.J., will use a color page in the 
March 3 Life to announce a $1 cou- 
pon offer to stimulate consumer 
trial of its Swanson frozen chicken | paper rates will not be affected. 
of an advertising agency...” parts and fryers. The $1 coupon,| Higher newsprint cost was given 

Principals of the new organiza- | good on purchases of any Swanson | as a major reason for the price 
tion are James Dawson, formerly |frozen foods or Campbell’s fro-' hike. 


The three sides to sell in 
RADIO AND ELECTRONICS 


Proceedings of the IRE (ABC) 
Reaches over 52,000 engineers with your 


product promotion. 


IRE Directory—year-round selling by product 


reference. 


Radio Engineering Show (March), for reaching 
53,000 engineer visitors with product pres- 


entation. 


Proceedings of the IRE 


INSTITUTE OF RADIO ENGINEERS 


Adv. Dept. 72 W. 45th St., New York 36, N. Y. » MU 2-6606 
Chicago * Cleveland + Los Angeles + 


THE 


San Francisco 


. 


YOU MIGHT DRAW A ROYAL FLUSH *— 


BUT «++ YOU NEED WKZO-TV 
AMERICAN RESEARCH BUREAU TO GET THE JACKPOT IN 
ny fh per) KALAMAZOO-GRAND RAPIDS! 


GRAND RAPIDS-KALAMAZOO 


TIME PERIODS wenn ingher Rates” For the winning hand in Kalamazoo-Grand Rapids 

oe TV | Station B you need the market dominance of WKZO-TV! Look 

MONDAY THRU 4 al - at the facts: ARB shows WKZO.-TV is first in 267% 

6:00 p.m. to 11:00 p.m. 94 6 more quarter hours than the next-best station—327 
= 00 2m to 19:00 p.m. a 1° for WKZO-TV, 89 for Station B! 

9:00 a.m. to 11:00 p. 40 16 WKZO.-TV telecasts from Channel 3 with 100,000 


watts from 1000’ tower. It is the Official Basic CBS 


, :§8 s ling in the follow- 
NOES: Survey based on semeng oe) Kale Television Outlet for Kalamazoo-Grand Rapids— 


ing proportions—Grand Rapids (42.8%), Kala- 


mazoo (18.9%), Muskegon (19.8%), Battle serves over 600,000 television homes in one of Ameri- 
Creek (18.5%). ca’s top-20 TV markets! 
per TY Ay 


The Felyer. lations 


WKZO-TV 


100,000 WATTS © CHANNEL 3 © 1000’ TOWER 


Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 


Avery-Knodel, Inc., Exclusive National Representatives 


* Odds against it—649,739 to 1! 
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Getting Personal 


Marilyn Stockhaus of the transportation department of Fuller 
& Smith & Ross was Miss Graphic Arts for Cleveland, and reigned 
during Printing Week (Jan. 12-18)... 

An office romance at Wilson, Haight, Welch & Grover, Hart- 
ford, Conn., has culminated in the engagement of Joyce Cooksley, 
assistant to the media director, and Joe George, vp and marketing 
director... 

King-size fisherman Sam Krupnick, prexy of Krupnick & As- 
sociates, St. Louis, is back from Miami with two cracked ribs— 
the result, he says, of having his six-foot-four frame thrust against 
the side of a fishing boat while engaged in a mighty struggle with 
the one that got away... 

Judith Maxen, on the sales promotion-advertising staff of Con- 
necticut Mutual Life Insurance Company, Hartford, is engaged to 
Robert Katz, a chemist at the Connecticut Atomic Nuclear En- 
ergy Laboratory division, Pratt & Whitney, East Hartford... Mar- 
ried in Fairfield, Conn., a couple of weeks ago were John D, Walker, 
with Fletcher D. Richards Inc., New York, and Susan Bray of 
Fairfield. The couple left on a honeymoon trip to Barbados, B.W.I.. . 

After 20 years in the advertising business—the last 12 with True 
Story Women’s Group—C, Tracy Smelzer is giving up space sell- 
ing. He’s bought “one of the world’s finest’? fresh-water fishing 
resorts called Stumpps, Picciola Rd., Route 1, Leesburg, Fla... 


TIME MARCHES ON—Louis F. Hanke (left), vp and exec art director 

of Monroe F. Dreher Inc., New York, recently was feted by the 

agency’s entire staff on qualifying for the Dreher Ten-Year Club. 
Here he receives a gold pencil from Monroe Dreher, president. 


Richard O’Connell, exec director of Sombrero Network, San 
Antonio, awarded a ten-day trip to Mexico to Rose Marie Vitanza, 
time buyer at Carl S. Brown Agency—first prize winner in a 
contest in which entrants justified the use of the network by a 
client. Second prize was won by Jeremy D. Sprague of Cunning- 
ham & Walsh; third prize by Joan Rutman of Grey Advertising. 
Runners up: Jack Sinnott of Ted Bates & Co.; Ray. Healey of Car! 
S. Brown Co.; Vera Brennan of Sullivan, Stauffer, Colwell & 
Bayles; Jack Bray of Cunningham & Walsh; Grace Porterfield of 
Benton & Bowles; and Lee Gaynor of Dancer-Fitzgerald-Sample... 

Col. Harry M. Ayers, publisher of the Daily Star, Anniston, Ala., 
will serve as chairman for Alabama of the Brotherhood Week ob- 
servance, Feb. 16-23... 

At a Chicago luncheon Jan. 21, Fairfax M. Cone, president of 
Foote, Cone & Belding, received two honors: one, a citation from the 
Treasury Department for his eight years’ volunteer service on the 
savings bond program, and the other, the annual Community Serv- 
ice citation, from the Chicago chapter of the Public Relations So- 
ciety of America... 

For the fifth straight year, Mrs. William Paley, wife of CBS’ 
board chairman, heads the list of the world’s best dressed women. 
Placing sixth in the New York Dress Institute’s annual poll is Mrs. 
Henry Ford Il... 

From 1888 to 1958—that’s the record of Henry Lord, McGraw-Hill 
director and founder member of ABP who on Jan. 1 started his 
70th year in business paper publishing . . . Another record setter 
is Charlie Breskin, head of Breskin Publishing, who recently made 
his 98th (!) hop over the Atlantic. . . 

On Jan. 25, Virginia Lee Vaughan was married to Thomas 
Cadwallader Thomas II, son of Wilbur L. Thomas, senior partner of 
Thomas & Douglas, New York agency . .. Mary Anne Cantrell and 
Nicholas Leland Ludington of Benton & Bowles have announced 
their engagement. . . 

Roy Koch, a copywriter in the sales development department 
of Look, is $14,000 richer after a lucrative stint on Tic-Tac-Dough 
(NBC-TV)... 

For Douglas Loth and Leo E. Lowe Jr., account executives with 
the David Pollock Agency, Seattle, a quiet luncheon at the Olympic 
Hotel grill turned into a deadly serious game of cops and robbers. 
The two men were seated near the cashier’s cage talking shop. A 
dark man with moustache stepped to the cashier, flashed a rifle 
under his overcoat, and demanded the paper money. The cashier 
squealed, catching the ear of the admen. The robber grabbed the 
money and ran, with Messrs. Loth and Lowe in pursuit. Mr. Loth 
set off on foot, Mr. Lowe commandeered a telephone company 
truck. Three blocks away the robber abandoned his car, which had 
just been stolen. When the admen arrived, the car was empty and 
the robber gone. . . 

Telephone bells turned into wedding bells on New Year’s eve 
for Elaine Widrig, a member of the advertising department of 
Pacific Telephone & Telegraph Co., Seattle, and Robert O. Lee, 
formerly with Pacific Telephone, Seattle, and now advertising 
manager of Georgia-Pacific Corp., Portland, Ore. . . 
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“Threescore and ten” is a generous lifespan — for the aver- 
age citizen. But to The National Geographic (which has 
just entered its 7]st year), this is merely another milestone 
of maturity in a remarkable quest. It began quietly on the 
evening of January 13, 1888 in Washington’s Cosmos Club, 
where 33 men had been invited to weigh “the advisability 
of organizing a society for the increase and diffusion of 
geographic knowledge”. 


Through seven ensuing decades, their decision has im- 
measurably enriched human knowledge of the world we 
inhabit. It has seen the emblem of The National 
Geographic Society soar 13 miles above—and descend 
more than a half-mile below — our planetary sea level. It 
has pursued the exploration will-o’-wisp across unmapped 
areas from pole to pole... effaced formidable frontiers 
... turned strangers into friends... found new wonders, 
resources and potentials . . . helped inquisitive minds 
widen their understanding of much once hidden beyond 
the horizon. 


The first issue of The National Geographic Magazine - 
in 1888 — went to 165 people. The current issue reaches 
more than 2,000,000 families. But such figures fail to 
gauge the continuing enthusiasm and loyalty that make 
The National Geographic audience more than “readers.” 
Few (if any other) major magazines can report a 13-year 
median length of readership. None can point to the array 
of scientific expeditions, research, educational, carto- 
graphic and pictorial services made possible by the 
support of those who follow its pages so avidly. 


How old does a magazine feel? The National Geographic 
has never been so full of life... appealed to so many 


intelligent, high-income families ...nor faced such a 
future of immediate promise. Light up your own adver- 
tising candle and help yourself to a profitably nourishing 
slice of our 70th birthday cake. 


IONAL GEOGRAPHIC MAGAZINE 


Washington 6, D. C. 
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That’s What Advertisers Reach in 


She Sporting News 


280,000 Copies Weekly 
With 98% Male Readership 


Largest Newsstand Sele of Any Sports Weekly 


Masland Buys Two-Hour Show the network. Included in these 81 Una Industries Introduces 
i f such|N P Cli 
on CBS May 4 to Show Rugs ‘ements are portions of s ew Paper Clipper 
| rd 9° | broadcasts as “Amos ’n’ Andy,” the Una Industries, Chicago, has in- 
| C. H. Masland & Sons, Carlisle, | “Rusty Draper Show,” the “Mitch| troduced a new paper clipper 
“Robert Q.| which is designed especially for 
| people who spend a lot of time 


Pa., has bought a two-hour extrav- | yiller Show” and the 
aganza on CBS Radio on Sunday,)| Lewis Show.” 


rugs and carpets. The all-star vari- to make one of the biggest ever on tific articles and other editorial 
ety show, which is still being cast, |radio, will receive heavy on-the- ‘matter. The paper clipper, which 
will be preceded by a four-week |air promotion from the network.) sells for $1.50, works where scis- 


4 
4 
4 
4 
4 
4 
4 
National Baseball Weekly —St. Louis, Mo. 9 | May 4, to introduce its new line of! The program, which CBS hopes clipping ads, technical and scien- 
4 
, 
7 
4 
4 
4 


) Published Weekly Since 1886—70 Continvous Yeors 
2 
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campaign made up of five-minute | Anderson & Cairns is handling the | sors or razor blades are impractical 


aati $|segments of various programs on! campaign. | to use. 


Federated Publications’ 3 Michigan 
Newspapers Serve 33 Michigan Counties 


AND THESE COUNTIES 
ACCOUNT FOR OVER 


41% 


OF OUTSTATE MICHIGAN’S 
TOTAL RETAIL SALES 


The key state of Michigan, 
ranking 7th in the United States 
in Total Retail Sales, offers an 
extremely lucrative field for sales 
promotions. In the vital western 
and central portion of the state, 
are 33 counties which account for 
over 41% of the retail sales of the 
outstate area. Over $1,800,000,000 
total retail sales are credited here 
. . « where able-to-buy families 
live .. . where sales promotions 
are productive. To influence sales 
in this market, you must use 
Federated Publications. 


These Great Newspapers 
Cover the Heart 
of Michigan 


THE GRAND RAPIDS RERALD 
MORNING AND SUNDAY 


THE LANSING STATE JOURNAL 
EVENING AND SUNDAY 


THE BATTLE CREEK ENQUIRERancNEWS 
EVENING AND SUNDAY 


GRAND RAPIDS | LANSING | BATTLE CREEK 
HERALD STATE JOURNAL ENQUIRER ~ NEWS 


REPRESENTED NATIONALLY BY SAWYER-FERGUSON-WALKER COMPANY 
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Advertising Age, January 27, 1958 


‘Foreign Car Ads to 


74 
Grow, ‘New Yorker's 
} * 
Conrad Predicts 
| Detroit, Jan. 21—William J. 
|Conrad, automotive manager of 
|The New Yorker, predicted that 
advertising for foreign cars will in- 
l crease in the near future. 

Speaking here at the annual 
meeting of the Society of Automo- 
tive Engineers, Mr. Conrad pointed 

out that up to now advertising and 
promotion budgets of imported car 
manufacturers “have been small 
|indeed in terms of expenditures 
|for American motor car advertis- 
|ing.” 

They have been small, he said, 
because “their market was con- 
centrated” and they were “able to 
|lay pressure on certain selected 
jareas at a minimum cost.” 

Mr. Conrad noted, however, that 
in 1957 the imported car captured 
more than 3% of the U.S. market, 

| with some 200,000 units sold. 

“Now that their market is ex- 
panding and the competition grow- 
ing more intense,” he said, “they 
will undoubtedly have to raise their 
sights and raise their budgets.” 


= Describing the highly concen- 
trated nature of the foreign car 
market, Mr. Conrad said there are 
today some 2,700 foreign car deal- 
jers in the U.S., 50% of them lo- 
cated in California, New York, 
Massachusetts, New Jersey, and 
Pennsylvania. 

“In 1956,” he added, “nine of the 
10 leading states in imported car 
registrations were the same states 
that led in 1952. Ohio replaced 
Virginia in 1956. 

“The first 10 states in 1952 ac- 
counted for 78% of sales in 1956, 
the first 10 accounted for 74% of 
sales. Clearly, a sales pattern has 
developed that has remained fairly 
constant—the market has deepened 
rather than widened each year.” 

Mr. Conrad said, though, that 
this market may be widened in the 
future by the visibility the import- 
ed cars will get from American 
families taking trips in them. + 


Foster & Kleiser Names Lawler 
Exec VP in Promotion Series 

N. F. (Shad) Lawler has been 
named an exec vp of Foster & 
Kleiser Co., San 
Francisco, a divi- 
sion of W. R. 
Grace & Co. Mr. 
Lawler, formerly 
vp of sales, will 
continue to direct 
the entire Foster 
& Kleiser sales 
organization. 

Other execu- 
tive appoint- 
ments include 
Charles C. Dana, 
formerly manager of the San 
Francisco branch, vp in charge of 
branch operations; Merritt F. An- 
derson, previously director of sales 
promotion and merchandising, vp 
|of western sales development; Rob- 
lert E. Leonard, formerly director 
jof national sales development, vp 
of eastern sales development; Wil- 
liam Treganowen, formerly nation- 
al sales manager, northern divi- 
sion, vp and manager of the New 
| York office, and Mark J. Nielsen, 
\former national sales manager, 
|southern division, vp and manager 
of the Chicago office. Mr. Tregan- 
owen succeeds Thomas J. Nokes, 
who has resigned, and Mr. Nielsen 
succeeds A. A. Hayden, who re- 
‘ires March 1. Paul Hanson Jr., 
»~reviously sales promotion man- 
yger of Standish-Barnes Co., has 
been named director of sales pro- 
motion succeeding Mr. Anderson. 


N. F. Lawler 


Publicis Corp. Opens in N.Y. 

Publicis Corp., new U. S. sub- 
sidiary of the French advertising 
agency of the same name (AA, 
Dec. 2), has opened its offices at 
|610 Fifth Ave., New York. 
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TPerwyased’ 


What the men 


who build America read... 


Construction is a billion-dollar-a-week business — the nation’s largest. 

It is not only huge . . . it is complex, sprawling, quick moving and 

quick changing. To keep up with it requires the largest of editorial staffs, the 
vast McGraw-Hill services and the timeliness of weekly printing. 
Engineering News-Record, alone, has these facilities and many more. 
That’s why it’s depended upon by the largest, most powerful audience of 
construction men ever assembled by a magazine. That’s why it 

publishes over 3 million more copies a year than the industry's next largest 
publication. And that’s why it’s the place to sell the men who build America! 


ENGINEERING NEWS-RECORD ABP ABC A MCGRAW-HILL PUBLICATION 330 WeEesT 


42N0 STREET 


NEW YORK 36 
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The Capita! or Journal is read by practically 
everyone in metropolitan Topeka and by 56% 
of the people in the 21-county drive-in trade area. 


TOPEKA; 


REPRESENTED NATIONALLY BY JANN AND KELLEY 


BOOSTING SALES WITH NEWSPAPER 
ADVERTISING A 78 YEAR OLD 
HABIT FOR TOPEKA FIRM 


Back in 1880 the management was warned by some 
fellow merchants that our firm would go broke for spend- 
ing so much money on newspaper advertising. 


Now, six generations later, we are still maintaining our 
advertising pace in the Topeka Capital-Journal . . . and 
this policy has contributed to the:growth of our company. 


J. S. KRITSER, JR., PRES. 
w 


EMAHIZER-SPIELMAN FURNITURE CO. 
Topeka, Kansas 
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Fe RE Si ga ee 


Harold (Buzz) Davis, 
Radio Sales Veteran, 
Is Dead at 52 


| New York, Jan. 21—Harold 
| (Buzz) Davis, 52, account execu- 
| tive for the radio spot sales division 
jof CBS, died Jan. 16 of a heart 
attack in Manhattan General Hos- 
|pital. Born in Philadelphia, Mr. 
|\Davis was graduated from the 
| Wharton school of business admin- 
istration, University of Pennsyl- 
vania, then joined the Philadelphia 
Bank, for which he did a weekly 
radio show on WDAS, Philadelph- 
}ia. He joined the radio station in 
1932 and originated a program idea, 
\“Radio Discoveries,” an amateur 
| hour, two years before the famous 
|Major Bowes program went on the 
air. In 1943, Mr. Davis joined 
WCAJU, also in Philadelphia, and 
was named assistant commercial 
|manager of the station’s New York 
office. He joined CBS in 1949 as an 
| account executive in the network’s 
| radio spot sales division. 
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has on kids! 


NBC 


ett Ge 
Pioneering 
Color TV 


_.about the fantastic hold WKY-TV’s 
He'll tell you how 


Represented by the Katz Agency 


» ad 


ee 


“3-D Danny” 


for five years 


Oklahoma’s small fry have been tuning Channel 4 
every day for rocketing interplanetary adven- 
tures with personable Danny Williams! 

Proof? Danny was host to a huge throng of 
75,000 kids and parents at Oklahoma City’s annual 
Kids’ Day promotion! Drawing power like this is 


reflected in a remarkable coverage and audience 


story. Ask your Katz man! 
ves ga ow be 
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OKLAHOMA CITY 


Channel 4 


THE WKY TELEVISION SYSTEM, INC. 


WKY OKLAHOMA CITY 
WTVT TAMPA - ST. PETERSBURG 
WSFA-TV MONTGOMERY 
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Advertising Age, January 27, 1958 


JAMES H. WALLIS 

NEw YorK, Jan. 21—James H. 
Wallis, 72, author and former 
newspaper publisher, died Jan. 13 
of a stroke at his home in Scarsdale, 
oe # 

Born in Dubuque, Ia., Mr. Wallis 
was graduated from Yale Univer- 
sity in 1906. He returned to Du- 
buque as a reporter on the Du- 
buque Times-Journal, and later 
served as its editor for several 
years. Subsequently, he bought the 
Dubuque Daily News and was its 
editor and publisher until shortly 
after World War I, when he left 
the newspaper business to conduct 
surveys in Europe for the Ameri- 
can relief administration. Later he 
was a special assistant to Herbert 
Hoover, when the former President 
was Secretary of Commerce. 

After 1928, Mr. Wallis devoted 
all of his time to writing. He was 
the author of 15 published books, 
three in verse, eight collections of 
mystery stories, and four novels. 
Two of his novels were made into 
motion pictures. 


RICHARD RUSK 

ALLENTOWN, Pa., Jan. 21—Rich- 
ard Rusk, 69, general manager of 
Lehigh Advertising Co., a division 
of United Advertising Corp., New- 
ark, N. J., outdoor advertising op- 
erator, died Jan. 12 at his home in 
Easton, Pa., after a long illness. He 
had been manager of Lehigh since 
July, 1932, and was honored last 


| July by his associates on his 25th 


anniversary with the company. 

Born in Canada, Mr. Rusk went 
to Detroit in his youth and became 
associated with R. E. Olds, founder 
of the Oldsmobile Co. About 40 
years ago he moved to Easton, 
where he established an auto tire 
business and also operated a silk 
manufacturing plant. 

Later he sold both enterprises 
and then launched and operated a 
chain of gasoline service stations, 
which he sold in 1932 to Socony 
Vacuum Oil Co. During the past 25 
years he was an active member of 
both the Pennsylvania and New 
Jersey outdoor advertising associ- 
ations. 


EDWARD J. TERAN 

Boston, Jan. 21—Edward J. Ter- 
an, 51, vp in charge of public rela- 
tions of Reilly, Brown & Tapley, 
Boston, died Jan. 8 at Massachu- 
setts General Hospital, following a 
heart attack. 

He was a former employe of the 
New Bedford Standard-Times and 
the now defunct Boston Post. Ac- 
tive in political circles, he had per- 
formed publicity work for former 
Massachusetts governors Robert 
Bradford and Christian A. Herter. 


CHARLES DORR 


Boston, Jan. 21—Charles Dorr, 
81, New England representative of 
Sunset Magazine, Menlo Park, Cal., 
died Jan. 13. Mr. Dorr had repre- 
sented the magazine continuously 
since 1912, when Sunset was pub- 
lished by the Southern Pacific 
Railroad. 

One of the senior publishing rep- 
resentatives in the country, he had 
been in the field five decades with 
Dorr Associates, Boston. 


REGINALD PIERCE 


New York, Jan. 21—Reginald F. 
Pierce, 53, an account executive in 
the merchandising department of 
Young & Rubicam, died Jan. 10 of 
a heart attack while playing pad- 
dle tennis at the Meadow Tennis 
Club, Scarsdale, N. Y. 

After his graduation from Syra- 
cuse University in 1922, Mr. Pierce 
joined Firestone Tire & Rubber 
Co. as a salesman. Five years later 
he joined the sales staff of General 


Tire & Rubber Co., and in 1930 he 
became a salesman for the Maga- 
zine Repeating Razor Co., later 


|merged with the Schick Razor Co., 
‘of which he became sales manag- 

a er. In 1948, he became a member 
|of the merchandising department 
‘of Y&R. 
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For the answer to her world-shaking tragedy, this modern 


teenager turned to “Polly,” editor of FARM JOURNAL’sS 
“Up In Polly’s Room.” Perplexed and bewildered she 


might have written to many other publications—but, 


she didn’t. She confided in FARM JOURNAL because she 
is a member of a farm family. And FARM JOURNAL gives 
farm families everywhere what they want ... need... 


and can’t get anywhere else. 


In a field where accurate, timely news can mean the 
difference between profit and loss, FARM JOURNAL has 
no equal. But, it is more than just the leading farm news 
magazine. FARM JOURNAL is a family service magazine, 


the magazine farm families depend on. 


That is why, in selling country teenagers, their mothers 
and dads, FARM JOURNAL can really do a job for you. 
That is why advertisers invest nearly twice as many dol- 
lars in FARM JOURNAL as in any other farm magazine— 


more than the next two combined. 


| Ta See | - laa 
MPERM JOURNAL is one of the nine great magazines that average 
more than $1,000,000 in advertising revenue per issue: 
BETTER HOMES and GARDENS - FARM JOURNAL - GOOD HOUSEKEEPING 
LADIES HOME JOURNAL ~ LIFE - LOOK - McCALL'S 


a | READER'S DIGEST - SATURDAY EVENING POST 


FARM 


JOURNAL 


One of the nation’s truly great service magazines 


Read by most of the best farm families 


Graham Patterson Richard J. Babcock 
Publisher President 
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Jones Calls 
‘Mass Man’ Ad 
Idea ‘Balderdash’ 


(Continued from Page 3) 
Children—thinking Mass thoughts 
about various Mass subjects. 

“Prepare a Mass advertisement 
which is guaranteed a Mass reac- 
tion—and then stand back, broth- 
ers—while the Mass family, well- 
trained automatons they, their 
pockets stuffed with Mass dollars, 
break down the doors of your Mass 
Dealer. 


a “What sheer balderdash. Would 
any man in this room consider him- 
self average? You are wearing dif- 
ferent clothes; you were educated 
in different schools. And your in- 
tellectual reaction is shaped by | 
your heredity, your environment, 
yes, even by the state of your di- 
gestion on any given day.” 

Hitler’s “big lie” technique has 
been turned loose against the ad- 
vertising business and is damag- 
ing the profession and its practi- 
tioners in the public mind, Mr. | 
Jones charged. 

He strongly criticized the flood | 
of novels, plays, motion pictures | 
and articles in magazines and 
newspapers that portray advertis- | 
ing people as “Martini-swilling, | 
sex-crazy screwballs, always in| 
bad taste and often operating be-— 
yond the bounds of the law.” 

He asserted that the adman’s or- 
deal started more than ten years) 
ago with the novel, “The Huck- | 
sters.” 


e “I am not thin-skinned, but 
-«ghere are times when I feel that if, 
; }ead or hear the phrase ‘Madison | 
Aye. type’ just once more I will) 
pmoye our New York offices off | 
Madison to somewhere up in the) 
Bronx,” Mr. Jones said. ‘““Who are 
these advertising ‘types’ that 
threaten to become the public im-_ 
age of all advertising people?” 
Mr. Jones said he knows none of | 
the “types,” but he said he is ac-| 
quainted with many “hard-work- 
ing, clean-living men who have | 
made advertising their profession | 
and who love that profession and | 
hope their sons will enter it.” He 
urged his audience to stop the “big | 
lie” about advertising before it de- 
stroys the profession. 


® The touchy subject of frequency 
and discount rates for national ad- | 
vertisers was brought up by Frank- 
lin J. Lunding, board chairman of | 
Jewel Tea Co., who spoke at the) 
luncheon yesterday. National ad- 
vertisers feel that compared with 
other media, “it costs too much to 
do a sustained, constant job of ad- | 
vertising in daily newspapers,” Mr. 
Lunding said. 

Referring to the differentials 
between national and local linage 
rates, Mr. Lunding said he does not 
believe the nature of the rate dif- 
ferential is nearly as important 
to national advertisers as the com- 
parative value. 

“This does not have to do with) 
the rate, but it has to do with the) 
fact that they feel the absence of 
inducements in the form of dis- 


counts geared to encourage na- 


tional or brand advertisers to think | through in fulfillment of promises | day that a page ad appeared in the 
in terms of consistent campaigns,” | 


he said. 
“At the risk of offending, but so 


| “If your advertising and follow- | 


made to the public do not deliver 
|the satisfactions needed and want-| 
ed by enough customers, then pro- 
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Review and Spokane Daily Chron- 
| icle. Mr. Lord served as exec vp 
| of the organization this past year. 

| Other new officers of the group 
Schlitz | include George Lemons, News and 


homes in seven hours on the same 
Indianapolis Star, Mr. Welch said. 
® NAEA honored Jos. 


as not to dodge the issue, it may|motions such as trading stamps| Brewing Co. and its agency, J. Record, Greensboro, N.C., exec vp; 


be that many daily newspapers are 
sitting on their hands when there 
are great opportunities to be 


grasped. Here, in my opinion, is|# Robert V. Welch, vp and sales| ing 1957. 


one of your great challenges. 


| may be the short term answer,” 
| he said. 


| 
| | 
| | 


|manager of DeCamp Realty Co., | 
| Indianapolis, told the convention 


Walter Thompson Co., for their) Russell W. Young, Seattle Times, 
“stimulating ideas and creative” | Ist vp, and Russell E. Scofield, 
use of newspaper advertising dur- | Herald-Leader, Lexington, Ky., 2nd 
|vp. Robert C. Pace, Danville, II1., 

Charles T. Lipscomb Jr., pres-|was reappointed secretary-treas- 
ident of the Bureau of Advertising, | urer. 


® “Newspapers should find the/that his company sold $13,000,000| American Newspaper Publishers | 


way and the inducements that will| worth of new homes in the last| Assn., presented a bronze plaque | 
make it possible for the national three years. Newspaper ads were|to Erwin C. Uihlein, Schlitz pres- | 


brand advertiser to use newspapers 
for more than announcement and 
promotion messages. They should 


stop thinking in terms of column| section on a Sunday morning in| try.” 


inches or single pages and go after 


‘largely responsible for this sales 
success, he said. 
DeCamp ran a 14-page special 


|the Indianapolis Star advertising | 


|DAILIES FOUND BEST 

ident, which cites the brewer “for FOR MOVIES’ ADS 

opening a new world of creative) New York, Jan. 22—Newspapers 
advertising in the brewing indus- | are the best local medium to pro- 
|mote movies. 

JWT received a “certificate of | So says-Opinion Research Corp., 


the $25,000,000 and $50,000,000 ad- | 400 homes in the $12,000 to $14,000 |achievement” for the agency’s cre-| Princeton, N.J., in releasing a 


vertising budgets,” Mr. Lunding| bracket. Despite the fact that the| ative work in developing the cam- 


said. 
In taking a swipe at trading 
stamps, the grocery chain head 


a substitute for better values and 
thoughtful services provided by 
stores. 


ad ran in January (a poor real es- | 
tate month) and the market Sor 


|this type of home was weak, 156 


| charged that trading stamps are a|homes were sold within seven days 
|costly means of promotion, used as|after the ad ran, and the entire|# Charles B. Lord, of the Indian- 


‘development was sold out in 60) 


| days, Mr. Welch said. 
Last year, DeCamp sold 60 new 


| study of the motion picture busi- 


paign. “We consider this campaign | ness through the Motion Picture 
to be a milestone in brewing ad-| Assn. of America, made last June 
vertising,” Mr. Lipscomb said. jand July. 

The survey reports that news- 
|paper movie advertising was re- 
apolis Star and News, was elected | called by 59% of those questioned; 
president of NAEA, succeeding|television by 40%; theater signs, 
Gilbert P. Swanson, Spokesman-|32%; magazine ads, 30%; theater 


in each of these major markets . .. more radios 


MINNEAPOLIS-ST. PAUL... 


WDGY is first 


All-day average. Proof: 
See Blair or General Manager 


Jack Thayer. 


Sr aes 
‘ 


4 


Pulse. 


KANSAS CITY... 


WHB is first 


All-day. Proof: Metro Pulse, Nielsen, 
Trendex, Hooper; Area Nielsen, Pulse. 
All-day averages as high as 48.5% 
(Nielsen). See Blair or General Manager 
George W. Armstrong. 
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NEW ORLEANS... 


WTIX. is first 


All-day Proof: Hooper (WTIX 29.2%, 
twice the next two stations combined.) 
.. . Pulse. See Adam Young or 
General Manager Fred Berthelson. 
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Schneider Dugan Davis Williams Griffith lord Stackhouse Callender Batterton Elder Parsons 


TAKE TEN—Relaxing after a long day of business at the Newspaper Advertising Execu- Indianapolis Star and News, new president of NAEA; Maude Stackhouse, Mason City 
tives Assn. convention are Don Schneider, Dallas Times Herald; William Dugan, Globe; John Callender, Cedar Rapids Gazette; M. F. Batterton, the Bureau of Adver- 
Cleveland Plain Dealer; Charles Davis Jr., Providence Journal; George Williams, Illi- tising, American Newspaper Publishers Assn.; Matt Elder, Tulsa World and Tribune, 
nois Daily Newspaper Markets; Margaret Griffith, Muscatine Journal; Charles B. Lord, and Fred Parsons, Ward-Griffith Co. 


previews, 25%; radio, 19%, and 
outdoor, 18%. Many respondents 
mentioned more than one medium. 


The survey adds that some 70% |to newspaper space. | than did to advertising for auto-; beer (14%). One quarter of the 
of the estimated $65,000,000 spent More people (40%) ascribed the| mobiles (33%), soaps and deter-| respondents thought movie adver- 
to promote movies yearly goes in-| word “interesting” to movie ads| gents and cigarets (both 15%) and /|tising was “exaggerated.” A simi- 


| 


lar proportion felt that way about 
Se i RS oe. em rf EE eT patel te ; [yy er automobile advertising, 33% about 
ol RE , 3 ‘soaps and detergents, 36% about 
. | tgueete and 21% about beer ads. + 
i 
4 _McCann Names Brown in 


‘Portland, Lewis in L.A. 

Robert A. Brown, account ex- 
|}ecutive of McCann-Erickson, New 
York, will move to the agency’s 
|Portland, Ore., office as account 
executive for Georgia-Pacific 
|Corp., producer of redwood and 
plywood products, which moved 
its account Jan. 1 from Botsford, 
Constantine & Gardner to McCann. 


hetined John T. Coan Jr. will assume Mr. 
J2eSSeesres a |Brown’s responsibilities in New 


1 | York. 
. McCann-Erickson also _ has 
- named Richard Lewis assistant 


oreeess ¥ research director in its Los An- 
{ geles office. He previously was 
with Vernon Kilns, Los Angeles, 
as market research director. 
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. Houston Agency Expands 
“oe fe Oe Oe HOH eH Oe ee SSSRSSSST6Ss eS & eee se SO 2 SE eS & oeeeeeeTe Sad 


‘] Houston Advertising Agency, 
3 Houston, has opened a new office 
in Beverly Hills, Cal., to handle 
: fashion and industrial accounts as 
Ki well as West Coast facilities of ac- 
counts in the Houston office. The 
agency is affiliated with Philip Les- 
5 erman Associates, New York finan- 
cial public relations consultant. 
Later this year the agency expects 
to open another office in Mexico 
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are tuned to the Storz Station than any other. | cenuine ciossy pHoros 


COST AS LITTLE AS 
PLANOGRAPH! 


WHY TAKE LESS? 


Singieweight Quantity 5x7 8x10 

Glossy 25 $2.75 $ 4.00 
Prints - Py -4 4 

MIAMI... | 250 17.50 22.50 

. . oS 1000 55.00 75. 

WQAM is first _ The Storz Stations im 8 TE 

All-day. Proof: Hooper (37.0%) .. . cS TODAY'S RADIO FOR TODAY'S SELLING 

Pulse (410 first place % hours out a. PHOTO 

of 432) ... Area Pulse . . . Trendex. xy TODD STORZ, President 

See Blair . . . or General Manager 59 E. Ilinols $0., Chicage 11, til. 

Jack Sandler. Home Office: Omaha, Nebraska Wiitehall 4-2930 
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‘" Swaps; H-R Head Says 


32 
‘Siren Song’... 


TV Barter Is ‘Blind Buy’: Headley; 
It Sells for Latex, Ezzes Replies 


C&C TV Exec Defends 


They Hurt Reps, Agencies 


New York, Jan. 22—To barter or 
not to barter. 

This was the topic for discussion 
here yesterday, at a meeting of the 
time buying and selling seminar of 
the Radio & Television Executives 
Society. 

Upholding barter as a means of 
doing tv business was E. H. Ezzes, 
vp of C&C Television Corp., whose 
company pioneered the gambit of 
swapping a station film for time 
and then selling the time to an ad- 
vertiser to pay for the film. 

The negative position was pre- 
sented by Frank M. Headley, pres- 
ident of H-R Representatives and | 
head of the Station Representatives | 
Assn. 

Mr. Headley said there has been | 
a good deal more talk about barter | 
than actual barter. He said he knew 
of only one successful national film 
barter arrangement—that was the 
trading by C&C Television of the | 
RKO library for spots that were | 
sold to International Latex. 


® Almost all the other “highly- 
publicized barter negotiations in- 
volving blue chip accounts and! 
leading agencies died quietly at the | 
conference table,” he asserted. | 
While many big agencies have in-| 
vestigated barter, few actually have | 
participated in it, because they 
couldn’t get what they wanted in 
the way of film or time, or because | 
they thought it was bad public re- | 
lations to be associated with such | 
bargain deals, he said. 

Among the arguments he see-| 
sented against barter: | 


e Barter time is run-of-station | 
and will be clustered around the | 
lowest rated adjacencies. 


e Barter deals are blind buys; the | 
buyer can’t be sure what he is get- | 
ting. 
e Flexibility, one of the greatest | 
assets of spot tv, is almost non- 
existent in barter, which requires 
at least a 52-week commitment 
with no option for cancelations or 
renewals. 


e If a barter advertiser does hap- | 
pen to be lucky enough to get some 
good time periods, his spots are 
pre-emptible if a cash customer | 
comes along. 


e Swap contracts discriminate be- 
tween advertisers by granting pref- 
erential rates to some and thereby 
violate the standard Four A’s con- | 
tract. 


e Such bargain deals “undercut 
the station’s own salesmen in the 
sale of its own time.” 


e Most barter film is re-run prod- 
uct that couldn’t bring its price in 
cash and is no bargain at the 
cheaper barter rate. 


e Barter cannot provide an adver- 
tiser with a choice station list, since 
most of the blue chip stations will 
not accept this kind of business. 


® Mr. Ezzes, for his part, main- 
tained that barter with first class 
film product pays off for the sta- 
tion, the advertiser and the dis- 
tributor. He did not mention the 
agency or the representative, who, 
according to Mr. Headley, are by- 
passed by the “siren-singing bar- 
ter boys.” 

He devoted most of his remarks 
to the well-publicized Internation- 
al Latex-C&C deal. There has been, 
he said, no problem with clear- 
ances on this three-year schedule, 


which calls for ten spots a day on 


most stations. 

Mr. Ezzes said International La- 
tex’s bartered spots are running at 
the rate of approximately $15,000,- 


000 a year, which he thinks makes 
the company the No. 1 spot tv user 
in the country. 

The results of this kind of buy- 
ing can be judged from the sales 
report, which show Latex’s sales 
up markedly in tv markets, he said. 
The company’s earnings also went 
up following the start of the tele- 
vision drive, he pointed out. # 


Noxon Staging 4-Market Push 
Noxon Inc., Jersey City, N.J., 
will use 11 newspapers in four 


market areas in the largest spring 
regional campaign ever conducted 
by the metal polish manufacturer. 
Scheduled for papers in Baltimore- 
Washington, New York, Philadel- 
phia and New England, ads will 
feature the new Noxon container 
and the variety of cleaning and 
Polishing uses for the product. 
Rose-Martin, New York, is the 
agency. 


Carter Joins International 
Jack Carter, formerly marketing 
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research manager of Premier Auto- 
ware Inc., Cleveland, has been ap- 
pointed marketing research man- 
ager of International Molded Plas- 
tics Inc., Cleveland. 


Forster Joins June Dairy 

Richard F. Forster, formerly 
advertising and promotion manag- 
er of Rocke International Corp., 
has been appointed to the new post 
of advertising and promotion man- 
ager of June Dairy-Ehlenberger 
Co., Jersey City, NJ. 


nowhere else does one 
medium of communication 


mean so much to sO Many. 
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Warner-Lambert 
Joins Brands in 
Family Products Unit 


Morris Puarns, N. J., Jan. 21— 
Formation of a family products di- 
vision to consolidate all marketing 
operations in the proprietary, cos- 
metic and toiletry lines was an- 
nounced last week by Warner- 
Lambert Pharmaceutical Co. 

Jack Hewitt has been named 


president of the new division, and | 
Irvin W. Hoff has been appointed 
vp and director of advertising. Mr. | 
Hewitt, in addition to his new| 
duties, retains his position as gen- 
eral manager of the Anahist prod- 
ucts line. Mr. Hoff joined the com- 
pany last fall. He was formerly 
advertising manager of Colgate- 
Palmolive Co. 

Product lines coming under the 
direction of the family products 
division include Listerine, Bromo- 
Seltzer, Super Anahist, Richard 


Jack Hewitt 


Irvin Hoff 


|are contemplated at this time, the 
company reports. 


|@ Other executive appointments in 
the new division are: 

Robert G. Urban as exec vp and 
general manager of the Hudnut- 
DuBarry lines; Frank Camp as vp 
and general manager of sales for 
all product lines except DuBarry; 
| William Strawson as vp and gen- 
eral manager of Emerson Drug 


Hudnut, DuBarry and Sportsman.| products; Gerald S. Fowler as vp 
No changes in advertising agencies |and director of marketing of Du- 


(9) 


more Americans 
are buying more 
of today's 
magazines than 
ever before 


ABC circulations 


_~_piovest year in magazine 
~7 —higgest year Mm mae 


of MPA 


azines in 1957 up 


10,000,000 


SKmore advertising 
dollars are being 


Published in the 
by members of the M 


interests of the n 
, Pp 
agazine Pr 


invested in 


magazines than 


ever betore 
Revenues of 19 


measured magaz 


57 PIB- 


ines up 


$50,000,000 


1agazines 


eblishers “ 


of America 
Association 


history 


Barry. 

Matt F. Ruffle has been named 
director of marketing for Richard 
Hudnut toiletries; Robert MacFar- 
lane as manager of marketing of 
all Anahist products and Joe 
Brown as manager of trade pro- 
motion of all Anahist products. 

In making the announcement, 
Alfred E. Driscoll, Warner-Lam- 
bert president, said that the family 
products division represents a con- 
solidation of marketing activities of 
several divisions that previously 
were operated separately, in part 
because of the mergers Warner- 
Lambert has undergone in the past 
few years. 


® In May, 1955, Warner-Hudnut 
and Lambert Pharmacal Co. 
merged; this was followed by a 
merger with Emerson Drug Co. lat- 
er in the year. Last year, Nepera 
Chemical, maker of Anahist, was 
merged into the operation. # 


Crickin’ 
am Around 
KLEEN-STIK 


IDEA NO. 126 


Quick Change for KEYSTONE 


KEYSTONE CAMERA CoO., 
INC., of Boston, sets sales a-rollin’ 
with this ingenious “roll-up” dis- 
lay in gorgeous 8-color litho! AL 
BCALI GI, Dir. of Adv., wanted 
to s-t-r-e-t-c-h the life of the unit 
. . and found the answer in two 
extra bottom panels — equipped with 
KLEEN-STIK Strips for quick 
change by dealers of Keystone field 
men. JERRY KRAMER, V.P. of 
EINSON-FREEMAN CoO., 
N.Y.C., and LEN KARSAKOV, 
Art Director of THE BRESNICK 
CO., Boston, up on the 
top production. 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


Outstanding 


P.O.P. Ideas © 


the World’s Most. 
Versatile Self-Sticking Adhesive! 


IDEA NO. 127 
TV Truck Talkers 


Los Angeles station KTTV uses 
changeable signs of KLEEN-STIK 
Fluorescent —super-brilliant stock 
with all-over adhesive backing. Ele- 
ments of program announcements 
(day, time, name of show) are 
printed big ’n bold on separate pieces 
- . . attached to rear nels of 
ARROWHEAD-PURITAS bever- 
age trucks. To change promotions, 
one or more segments are lifted off 
and replaced by a simple peel-an’- 
press—as many as three applica- 
tions. “Bright” idea conceived by 
KTTV’s JACK O'MARA and 
FRANK HOVORE .. . produced 
by ROSS HINMAN a HERB 
COLBY of COLBY POSTER 
PRINTING, L.A. 


Like to see more business-build- 
ing ideas? Contact your regular 
printer, lithographer., or silk 
screen printer. ..or write for free 
booklet. “101 Stik Triks with 
KLEEN-STIK.”’ 


S-H S-H S"H S*M S"M SN SHS" S"H SH OS" SM SS" S"H SH S"H 


KLEEN-STIK Products, Inc. 
Pioneers in Pressure-Sensitives 

» for Advertising and Labeling __ 

7300 W. Wilson Ave. ® Chicago 31, 
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Ball Buys Building 


bd |sage was. (CBC says it will an- 
Ball Associates, Philadelphia Canadians Brood /nounce this next Sunday.) Ingr am Shave 
agency, has purchased a building at | | Said Mr. Blackburn in his col- 

845 N. Broad St., Philadelphia, and | 


umn: “I for one don’t know wheth- 
will move to the new quarters in 


pms Over Subject of er I got the message or not. If the | Cream Returns 


| message was ‘Go to sleep,’ I got t.| 
I didn’t go to sleep, but there was 


Calver Retires from Institute something about the program that | 


7 ] s 
Homer N. Calver, founder of the Subliminal Pitch 
Public Relations Society of Amer- | 
ica, has retired from Paper Cup & 
Container Institute. 


sage was ‘Get mad,’ I got it. After | 


(Continued from Page 3) waiting half an hour to hear the 


|ing on and detected waves in his 


screen “only because I was looking | Was easy enough to get mad.” 
| for something. Otherwise,” he said, | 


| 


= One CBC executive reported his Dow Names Norman, Craig 
family’s reactions thus: “I felt like 


PHIL-URBIA 


| some cheese and the dog wanted to | mel, New York, to handle advertis- 
for market data write to 


311 €. Lancaster Ave., Ardmore, Pa. 


end of the program what the mes- | products. 


* 
made me feel like it. If the “st Under New Aegis 


(Continued fram Page 2) 
}answer and then not being told, it | been invested by Bristol-Myers Co. 


' : |since 1929—virtually for the tak- 
By using the tune-in-next-week |ing. The name was abandoned by 


along and made Ingram all his. 
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new Ingram comes only in tubes at 
present. There are plans for an 
aerosol lather later in the year. 
The package, retaining substan- 
tially the old blue and white color 
scheme, has a unique display panel 
that rises over the backside length 
of the carton and contains a mes- 
sage: “Ingram—a special formula 
for men who shave up as well as 


PENNSYLVANIA “I wouldn’t have known.” angle, Mr. Blackburn observed,|B-M in January, 1956, reportedly 
Many reported they got up from CBC is providing itself “with both|as a tax consideration in a high- 
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LIQUOR “get something,” but there was no |next week's show, as well as a lot}who had been scanning business ; — P 
MARKET trend in what they got. ‘of word-of-mouth publicity.” # | propositions for some time, came 


ages retailers to position the pack- 
age in the standard price-marker 
moldings located at shelf edges, for 


, ; broadside display. Selli 59¢, 
A UNE Dow Chemical Co., New York,|® While there is now no legal con- |), product’s initial Gahates be 
33° 67,000-+- ,a beer, my wife had an urge for has named Norman, Craig & Kum- |nection between the old and new) girected at drug, food and variety 
ABC CIRCULATION \Ingram companies, relations be-| + 5:6. 
_go outside in the middle of the pro-|ing for its Zefran textile fiber.|tween Mr. Field’s company and 
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tv push is planned for the fall; it 


action — N.E.D. advertisers 


“ite get more every year 
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When solid sales support is an objective of your 
advertising, N.E.D. is the one product paper that 
consistently offers stimulating, action-producing 
inquiries . . . inquiries that are sales leads from men 
with the authority to buy. 


ACTION —a fact book that graphically shows how N.E.D. 
helps convert personal calls into sales—is available on request. 


Ask for your copy today. 


N.E.D. inquiries, with their high rate of conversion 
into sales, continue to increase year after year. Selling 
effectiveness is raised in many areas at one time... 
and N.E.D. helps you keep pace with today’s con- 
tinuously expanding buying influences—reaching 
industry's biggest buying group at 4c per contact. 


A| PENTON | Publication, Penton Bidg., Cleveland 13, Ohio 
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NOW OVER 80,000 COPIES (Total Distribution) IN OVER 43,800 INDUSTRIAL PLANTS 
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|will probably be the first heavy 
consumer push. Advertising is ex- 
pected to stress the use of milk, 
|imported natural menthol and oth- 
jer ingredients in the Ingram for- 
|mula to reduce skin irritations. Ad 
budget figures were not made 
available. 

Those men who knew and used 
Ingram before it disappeared from 
the shelves are the target of the 
initial consumer advertising. An 
annual Ingram Comeback Plaque 
has been created to dramatize the 
company’s renaissance. Public re- 
lations and promotion are being 
handled by Stanley D. Bachrack 
Co. 

Although it is still heavily in- 
volved in the introductory phases 
of reacquainting shavers with the 
Ingram name—a project that has 
been under way for some six 
months now—the company’s ex- 
| pansion plans for 1958 include, be- 
sides the Aerosol lather, an after- 
|shave lotion and other men’s spe- 
cialty items in the toiletry field. 


s Ingram shaving cream was orig- 
inally a product of the old Freder- 
| ick F. Ingram Co., of Detroit, which 
j}had been marketing toiletries and 
|cosmetics since 1885. It was pur- 
|chased in 1929 by Bristol-Myers, 
| which reportedly invested a total of 
close to $4,000,000 in advertising it 
| between that year and 1947. 
| Subsequently the Ingram budget 
|was decreased in favor of other 
| B-M products. When the name and 
| product were abandoned two years 
_ago, Ingram volume, though small, 
was reportedly still profitable. + 


Leather Industries Sets 

Push for Men's Shoes 

| Leather Industries of America, 
16 manufacturers and 3,000 retail- 
ers are joining in a men’s shoe ad- 
vertising-merchandising program 
\this spring. “Spring Ahead—Leath- 
er Afoot” is the theme of the pro- 
motion which will be built around 
a three-page color section in the 
April issue of Esquire and a series 
of tv network fashion shows. 

A point of sale merchandising 
|kit contains a promotion plan for 
ja three-month period. Peck Ad- 
| vertising, New York, is the agency. 


Quiet Consolidates Account 

Quiet Automatic Burner Corp., 
| Newark, N.J., maker of oil burn- 
ers, has appointed Gotham-Vladi- 
|mir Advertising, New York, to 
| handle its account. The account 
Pee previously split between 
Gotham-Vladimir (consumer) and 
‘Felt Advertising, East Orange, N.J. 
(trade). 


Dr. Appleby Changes Agencies 

Dr. Aaron Appleby, formerly 
|with William Douglas McAdams 
|Inc., has joined Burdick, Becker 
& Fitzsimmons, New York, as an 
account executive. 
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This concentration on serving men who 


} . buy more pecause they dom 
dising services to advertisers — has enabled POPULAR ME 


merchan 
mee _ 8th ; contribute importantly to the success of 
POPULAR MECH year in ; manufacturers. For etiam POPULAR MECHANICS carried their 
histery. 1 first national advertising schedules. 
Year after year, POPULAR MECHANICS has shared in and contributed 
ecord of magazines as a 
mance, among all magazines, 
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| : the American way of buying — and selling. : 
: Its traditional influence reflects 4 half-centur iil e 
, . consistent service to millions of men who £ 
: take added pleasure in self aecomplishment—men with a natural i 
; inquisitivenes® concerning the mechanical progress that affects their e 
, e, at work and at play: 4 
standing research and 
CHANICS to : 
rica’ ; = | 
ca’s leading Se | 
fF _—_— ~ - ma " 
Rg he Oe ee rere ope to iets i es a - ee 2 3 | ene gy { ; eet 


Like Wheatcakes 
and Maple Syrup 


..-in Wisconsin the combination is... 


BELOIT NEWS and JANESVILLE GAZETTE 
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@ The Beloit News-Janesville Gazette combination gives you 71.6% coverage 
of 342 counties in Wisconsin and a substantial portion of 3 counties in Illinois. 
Statistically speaking, every family in metropolitan Rock County, the home 


WISCONSIN 


county of Beloit and Janesville, subscribes to one of these two papers. as 
a Se a = 
FOURTH LARGEST CIRCULATION IN WISCONSIN _ 
ON PARADE—This double-page color ad celebrating the 90th an- 
a . T. BREWER GEORGE W. GRESSMAN niversary of Libby, McNeill & Libby, Chicago, will run in the Feb. 
ee BELOIT, WIS. + JANESVILLE, WIS. : ; . : 
p EMerson 5-8811 PLeasant 4-331] 4 issue of Look. Libby promotion in stores will be featured as a 


“Gay ’90s Party.” J. Walter Thompson Co., Chicago, is the Libby 
agency. 


Crucible Steel 
Shifts Ads to 


| ‘ ee Horizontal Books 
5 iN T oO TAL D AILY ro IRCULATI On _ One-Industry Publications 


r _ (Except in Metals) Are 
New leader among Houston newspapers is The Houston Post. Total Read Less, Study Shows 


daily circulation of The Houston Post is now largest of any Texas daily, en, Ra Rear 


morning or evening: 213,198." The best newspaper buy in the South’s wepraney bayles te aa tis tendo 


advertising away from vertical 
bs 4 : . ° e ublications to publications aimed 
Number One market is The Houston Post-first in total daily circulation. ripeness pare 
A.B.C. 9-30-57 ment groups, has revealed its basis 
. for the move—a massive media 
preference study covering the fab- 
|ricator’s entire mailing list of 79- 
| 931. 
| The respondents to Crucible’s 
| questionnaire—executives, pur- 
|chasing agents and technical and 
| shop personnel—were asked to list 
|trade and technical publications 
they read regularly, which they 
'read occasionally and which single 
publication they found most useful. 

Crucible’s mailing list was “a lit- 
tle heavy in the metalworking in- 
dustry,” according to its ad manag- 
er, Michael Stumm. But, he said, 
the list is fairly representative of 
industries “across the board.” 

Of 79,931 questionnaires sent out, 
8,443 (about 11%) were returned. 
A total of 716 publications re- 
ceived ten or more mentions and 
were included in the analysis. 


= 


® The top ten publications, in 
terms of total mentions by all cate- 
gories of respondents, were Iron 
Age, Steel, American Machinist, 
Mill & Factory, Purchasing, Ma- 
chinery, Machine Design, Product 
Engineering, Machine & Taol Blue 
Book and Tooling & Production. 

“Except for publications in the 
metalworking field,” Mr. Stumm 
said, “we will be dropping most of 
the vertical publications we are 
now using. We feel that steel speci- 
fications are so standardized that 
we need use the verticals in the 
other industries only for announc- 
ing new metals.” 

Mr. Stumm noted that Crucible 
had used only samples from its 
mailing list in previous media pref- 
erence studies, but the results were 
felt to be inconclusive. He said the 
latest study, using the whole list, is 
regarded as conclusive enough to 
warrant the company’s media 
change. 

G. M. Basford Co., New York, is 
Crucible’s agency. # 


Weekly Newspaper Rep Adds 2 
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The Juneau Independent, Ju- 
neau, Alaska, and the Leader, El 
Campo, Tex., have appointed 
Weekly 


Newspaper Representa- 
EPRESENTED NATIONA CHMITT tives their national representative. 


Bilin: Be adic ao i a aR tee ti ee eS eens ee ua eee. Ae am en esc ot ell Renee Nae ee re ai os ae es { 
: ick eenemae en fe apg) eae 2 GRRE SSN ee Pers. ight erties - cant eaaet pei rics Neareg eae ore ade, 
ha ae act f ies Mel ares wore Pees sorte : ae fine Rs a Me ras ip eed Pe en Se a gee oot + mae : a A aa Lethe she > 
- ‘ i aia Bee Tos ae Be as ak ss 5 ads Tike f feat ties Stile cele ee ns ta Pps. eee oe: ae ve re ean eee Re ils 
: a * oe. a Soe eerie Liar pete : Be eee Oe a ee Ot ek aed ame aay Rei) oe DER > sd A tile end cata een > 
: + hae F hed gm i, aed Palate ee ae pe aid Me es Tee ° ren ibrar” a : ha. 4 Chee pues Re one a EM BS ae om 31 Sy ae geree Snare naires ls fee ee ae Kee : 5a +e a SM a 
i: eee =~ 
| 
: 36 Advertising Age, January 27, 1958 
; “ae os 3 ; : ~. 
é i > ee Be > ‘ey 
: I i! —- < 4 Be —- tee f 
. q it i hee sgh <i) ae 4 
5 ! — 2 — i . ~~ ah a ad sy 
; } ‘ / — a iw + . riot ™ “ ig - 
ay\ eA3-bu = Bis =o Ff 
: 2 _ - 7 « a Wi : ae 7 ; ae 
are fo ms , sede fo 
| = NE ee | has her th — Nae 
3 _ “-S bs a isn « gee ae 
OO — Sie 
4 soo os i. er — , a 
: fy Oy * ° ‘ eS iat 
t 
‘ ee 2 a ‘ ath | ; 
SERVING AMERICA THE FINEST OF 
j eer : " " n - : . . J S 
me 
: 
iat 
‘ ] 
és ) 
\ 
ig 
re \ 7 : bd - a 
= ; 2? , ; : 
a wy é ee, 
ie et er ’ . . . ‘ rhe | 
¥ 2 "7 * ari’ y * J 
' Boe b= 
; P : * ‘ 3 ¢ ‘ pe F 
; ’ a s ni i aa Pie 4 . 
= 7 Sh - 4 
Z % e EE reas 
< 4 *, yg vg: wii | 
po a * “4 ’ 
“a 7 aa 
» os . | 
: O 
ni t (nr 
: ca pet 
. cs ay 7 - Pa -, pet AO mene 
* 2 “2 j Hows” — sa? 
i* : i » igited Pree: st7* 
I e 
( . os a press U qever® 
a of A” go. one “ 
a 4 4 : Serve? oer® ‘ ~ 
_ - ona ide = : " 
. orton om! 5 xoxo | e 
; : . “ons 
as* AL 
i ' on a ne WED . 
; - paaert oust 
z ad oO ¥ | 
. . Po F 
; . Tie 
- ger ra Ue wERS “ 
R 
a ; > ee ta Bo ee > Oy eee ee ae PRM Fn pratt pee Se ies A, ti edad eb 


Balance 


The New Yorker has found that it serves both its 
readers and its advertisers more effectively if it tries to 
maintain an intelligent balance* between editorial and 
advertising pages and an interesting variety in both. 


*A publishing principle which has guided The New Yorker for thirty-two years, 


THE 


NEW YORKER 


New York, Chicago, London, San Francisco, Los Angeles 
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Finally, “The consumer says | must be reflected across the equa- | ridden and contentious.” 
ro uct ets that he finds differences between | tion mark by increased value,” he | 


| eanieens products which are dif-|says. “The old idea of created|s He also says, “There is only one 
ferently advertised because the| wants is unrealistic, however, be-| civilized cultural judgment on ad- 
advertising has, in fact, made them cause it assumes an unchanged | vertising: A rousing thumbs-down. 
different.” product. In fact, the application of |The great bulk of advertising is 


Mr. Mayer views the theory of | advertising to a product must to/| culturally repulsive to anyone with 


Ads Ma er Sa S added value as a more accurate | some extent change the product|any developed sensitivity. So are 
i y y way of expressing the idea of “cre-|... Realization within the trade|most movies and television shows, 


| ating a want.” |that advertising works on the! most popular music and a surpris- 

“The value of a product to a con- product, rather than working over | ingly high proportion of published 
sumer lies in its fulfillment of a/|the consumer, might make the ad- | books. When you come right down 
particular desire; increased desire|vertising community less guilt-/| to it, there is not a hell of a lot to 


Advertising Imparts 
Differences to Identical 


Advertising Age, January 27, 1958 


be said for most of what appears in 
the magazines.” 

Mr. Mayer’s opinion of why in- 
tellectuals hate advertising: “By 
presenting the intellectual with a 
more or less accurate image of the 
popular culture, advertising earns 
his enmity and calumny. It hits 
him where it hurts worst: in his 
politically liberal and socially gen- 
erous outlook—partly nourished 
on his avoidance of actual contact 
with popular taste.” # 


Products, Writer Says 


New York, Jan. 21—How does 
advertising work? It works by im- 
parting a new value to the product. 

This thesis of “added value” = 
spelled out at length by Martin 
Mayer in the February Harper’s, in 
an article called “What Is Adver-| 
tising’ Good For?” Mr. Mayer, a. 
magazine writer, is also the author | 
of the forthcoming “Madison Ave.,| 
US.A.,” which will be published | 
by Harper & Bros. next month. 

Mr. Mayer says very carefully | 
what advertising cannot do before 
he advances the theory of added | 
value. Advertising cannot, he says, | 
(1) succeed in selling repeat or- 
ders where the product is inferior | 
to competition; (2) push a pack-/| 
aged goods brand much beyond a 
maximum share of market; (3) in- 
crease sales for a product if there 
is an over-all trend against this 
kind of commodity. 

He also makes three observa- 
tions: (1) Some advertising is im- 
mensely effective in selling a prod- 
uct (cited are Marlboro, Winston 
and Viceroy from the cigaret busi- 
ness); (2) most advertising cam- 
paigns are only faintly successful 
and many fail utterly; (3) people 
differentiate between products, | 
even when they are the same. 


® Advertising men, he says, are 
basically salesmen, and in conse- 
quence are enthusiastic and sel-| 
dom critical. He notes that they | 
are “remarkably articulate about 
the details of their work—how 
they planned this specific cam- 
paign or hit upon that inspired 
slogan. 

“But when we discussed the 
fundamental nature of their pro- 
fession, their answers were gener- 
ally fragmentary and disappoint- 
ing,” he writes. “Even the most 
thoughtful of the men I saw were 
too absorbed in the techniques of 
advertising, or too concerned about 
its morality, to look for an under- 
lying rationale for what they were 
doing.” 

He feels his theory will “work 
wonders for the morale of adver- 
tising men themselves, who seem | 
to be haunted by recurring doubts | 
about their value to society.” 

“Successful advertising adds a) 
new value to the product,” Mr. 
Mayer writes, adding, “Whenever a | 
benefit is promised from the use of | 
the product and the promise is be- | 
lieved, then the use of that product 
carries with it a value not neces-| 
sarily inherent in the stuff itself.” | 


s Advertising imparts a small val- 
ue, and thus cannot sell an inferior 
product, or overcome major trends 
in product consumption. The add-| 
ed value differs as to the value 
scales on which people live their 
individual lives, and this accounts 
for the maximum share of market 
many brands encounter. 


Hubert 
does 
it! 


See page 104 


If, of the best prospects 


for I'V sets 
read the Digest 


What yardstick do you use 

to evaluate an advertising 
medium? These measurements 
show why advertisers spent 52% 
more in Reader’s Digest 

last year than in 1956 


Prospects for new sets: Last year, families in 
the higher income groups accounted for the most 
TV set purchases. With TV ownership so nearly 
universal, the second-set and replacement market 
becomes more important every month. Some 75% 
of all additional sets and replacements are pur- 
chased by families earning over $5,000 a year. A 
single issue of the Digest reaches one out of every 
three people in these higher-income families. 


TV ownership: Digest readers own more TV 
sets and form a larger market for new TV sets, 
than any other magazine audience. 


Circulation: With a circulation of 11,500,000, 
the Digest has the country’s largest magazine 
circulation —larger than the next two magazines 
combined. 


me: 


Audience: A single issue of the Digest reaches 
over 32 million Americans, including over 17 mil- 
lion women. It reaches more women, and more 
men, than any other magazine, including those 
edited expressly for women. 


Circulation concentration: 82% of the 
Digest’s circulation is concentrated in the nation’s 
top-quality markets—the best TV areas, and the 
markets where you find 82.7% of the country’s 
buying power. 


And Reader’s Digest offers you the great- 
est extra value of all: The faith of its readers— 
the kind of faith that creates a climate of confidence 
for your advertising message. More and more ad- 
vertisers are discovering that this kind of faith 
leads people to action. 
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Advertising Age, January 27, 1958 


Edward Weiss Names Three 
Edward H. Weiss & Co., Chicago, 
has appointed Lee Patton an ac- 
count executive on the James B. 
Beam Distilling Co. account. Mr. 
Patton formerly was an account 
executive with Maxon Inc., Chi- 
cago. Weiss also has appointed Don 
Chipman to its market analysis 
staff and Virginia Van Cleve to its 
copywriting staff. Mr. 


Cleve previously was on the copy 
staff of Compton Advertising. 


Reach, McClinton Boosts Four 
Walter H. Nelson has been 
named director of publicity of 
Reach, McClinton & Co., New York. 
Mr. Nelson, formerly public rela- 
|tions manager, succeeds Robert W. 
|Robb, who now will work full time 


Chipman | as vp and assistant to the president. | 


director to creative director and 
Al Goldman from copy supervisor 
to copy chief. 


Henoch Joins Graphic Inc. 
Erwin Henoch, formerly of 
Wentzel, Wainwright, Poister & 
Poor, Chicago, has joined A/D 
Graphic Inc., Chicago commercial 
art and design studio, as vp, sales. 
Graphic, formed two years ago, has 


formerly was on the marketing |The agency also has advanced Cur-|moved to new offices at 430 N. 
staff of Leo Burnett Co. Miss Van | tis Berrien, a senior vp, from copy | Michigan Ave. 


British Trawlermen 
Seek Agency: It's 
Dolan’‘s ‘First Loss’ 
Lonpon, Jan. 21—The British 
|account—has ended its association 
Stewart and that agency’s public 


relations division, Patrick Dolan & 
Associates, and is fishing for a new 


17, New York. 


For an analysis of how Reader’s Digest covers 
your best prospects call the Digest office nearest 
you. In New York, call MUrray Hill 4-7000; in 
Chicago, WHitehall 4-2544; in Detroit, TRinity 
5-9600; in Los Angeles, OLive 3-0380; in San 
Francisco, EXbrook 2- 
Reader’s Digest, 230 Park Avenue, New York 


3057. Or write to: 


Digest readers, among the first to buy 
TV sets originally, form the best market 


for new models. 


People have faith in 


fReaders Digest 


Largest magazine circulation in the U. S. 
over 11,500,000 copies bought monthly 


Trawler Federation—an $800,000 | 


with Dolan, Ducker, Whitcombe & | 


{agency. Out with the account went 
| Patrick Dolan’s proud boast, which 
has held for six years, “We have 
yet to lose an account” (AA, Dec. 
9). 

Among the agencies contacted by 
the trawler group are W. S. Craw- 
ford Ltd.; Foote, Cone & Belding; 
|Erwin Wasey, Ruthrauff & Ryan; 
Mather & Crowther; McCann- 
Erickson, and J. Walter Thompson 
Ltd. 


8 In its three years with DDWS, 
the trawler organization grew 
from an annual billing of $70,000 
to $800,000. The now-dead 1958 
campaign drawn up by DDWS en- 
visaged an expenditure of $840,000. 


Mockett Joins Beneficial Board 
Alfred E. Mockett, advertising 
director, has been elected a director 
of Beneficial Management Corp., 
Morristown, N.J. The corporation 
is part of the Beneficial Finance 
System, which operates more than 
1,000 affiliated loan and finance 
offices in the U.S. and Canada. 


_ Would You Use 


THIS? 
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It’s full coverage you need to keep 
sales booming in this dynamic 
“buying area.” 

San Bernardino, California, is the 
major market in California’s 4th, 
the Pacific Coast’s 6th and the 
Nation’s 29th largest Metropoli- 
tan Area. 

San Bernardino is a rich, profit- 
able, rapidly growing and inde- 
pendent market, more than 60 
miles from Los Angeles. It is 
reached by only .0066% of the 
total circulation of the Los 
Angeles dailies. 

The San Bernardino Sun-Tele- 
gram is the only daily and Sunday 
| newspaper in this outstanding 
market. You'll find it profitable 
because it gives you the coverage 
you need. West-Holliday will give 
you the interesting information or 
write or wire. 


t*/SAN BERNARDINO 
SUN and TELEGRAM 
San Bernardino, California 


Represented nationally 
by West-Holliday Co., Inc. 
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How “U.S.News & World 
6 out of 8 key people 
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RESEARCH FACT 


Average number of executives | on “decision team" (ina all i manufacturing corporations) 


Average number who see the salesmen 


Now more than 1,000,000 net paid circulation 


Three out of four subscribers hold managerial positions in 
business, industry, government, finance and the professions— 
a market not duplicated by any other magazine in the field. 
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Report” helps sell the 


our salesmen never see 


ow can you sell these 6 out of 8 im- 
H portant decision makers your salesmen 
do not get in to see? Add more salesmen? 
Perhaps. But costs of sales calls are high, 
and these 6 key people just do not see 
salesmen. 

The answer is in the next best thing to a call 
by a good salesman—good advertising. You 
can be sure you are increasing your sales 
efforts among all the “‘buying decision team”’ 
executives when you put your advertising in 
“U.S.News & WorLD REPORT.” 

Three out of four subscribers hold man- 
agerial positions. 

“U.S.News & WorLp REporT’”’ enjoys the 
confidence and respect of the people on to- 
day’s business and industrial decision teams. 

No other magazine so consistently receives 
the most votes as the magazine most useful to 
these key people in their work and the maga- 
zine in which they place the most confidence. 
We know this fact from survey after survey 
among leaders in all phases of business, 
industry, finance, government and the pro- 
fessions. The current surveys are available 
to you for the asking. 


THE 


Aue COMPLETE 
& — Report NEWS MAGALINE 


Alongside the news these key people 
find so useful and in which they place so 
much confidence, your advertising has the 
best chance to be seen and read by the right 
people, and to get results. Advertising in 
“U.S.News & WorLD REpor?’’ is available 
at lower per-thousand costs than in any news 
magazine or any management magazine. 


WHO IS ON THE BUYING 
“DECISION TEAM” 


(From pages 48 and 51 of your copy of 
“How Business Buys’’) 


NUMBER OF EXECUTIVES 
All manufacturing corporations 


tunes evga cca shé0sbseseoandec saan 49 
, 4 SIC re? Er Sry 2.5 
Marketing and Distribution Management.................... 8 
EE ee er ea S 
Average number of executives... .............ccececeeeeees 8.7 
AVERAGE NUMBER CONTACTED BY SALESMEN........... 2.4 


“HOW BUSINESS BUYS,” a project jointly conducted by Mar- 
keting Division, Advertising Department, ‘““U.S.News & WorLp 
Report,” the Marketing Services Company of Dun & Bradstreet, 
Inc., and Benson & Benson, Princeton, N. J. 


*Top management includes Chairman of the Board, President, Executive Vice 
President, Vice Presidents, General Manager, Secretary and Treasurer. 


ericas Class News Magazine 


Advertising offices at 45 Rockefeller Plaza, New York 20, N. Y. Other 
advertising offices in Boston, Philadelphia, Cleveland, Detroit, Chicago, 
St. Louis, San Francisco, Los Angeles, Washington, and London. 
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guuee banish OUT-of-STOCKS 


spurt retail dealer sales and turnover! 


Our agency developed automatic stock re- 
placement systems for nation’s largest 
chains. We create imaginative marketing 
plans that integrate sales, merchandising, 
advertising; secure more shelf-frontage; 
move goods profitably via print, TV, radio, 
POP. Want free analysis your marketing 
problem? Write at once to 


M.N. LEVEY advertising—222 St. Clair St. 
Tolede 4, Ohio (Recognized by ANPA) 


Trading Stamp Listing Out 


The second revised edition of 
“National Directory of Trading 
Stamp Houses” has been published 
by Gale Research Co., 1116 Book 
Tower, Detroit 26, and is available 
for $15 a copy. The directory lists 
75 trading stamp companies new 
in business since the first edition 


came out two years ago. Also in-| 


status of the trading stamp industry 
by F. G. Ruffner Jr., Gale presi- 
dent. 


Weissman Adds Two Accounts 

Robert E. Weissman Associates, 
New York, has been appointed to 
handle advertising and public re- 
lations for Cornucopia Gold Mines, 
Seattle and New York, and Eastern 


cluded is a report on the present|Investment & Development Corp., 


Pittsburgh. Both are new advertis- 
ers. 


Presser Names Muller 

Theodore Presser Co., Bryn 
Mawr, Pa., music publisher, has ap- 
pointed Margie Muller manager of 
advertising and public relations. 
Mrs. Muller formerly was a senior 
asssociate at Conant & Co., New 
York public relations counsel. 


Advertising Age, January 27, 1958 


-————— 


WHITE GLOVE CLEAN—Richard N. 
Meltzer Advertising, San Francis- 


ico, combined American Building 


Maintenance Co.’s Giant Janitor 

trademark with well-known build- 

ings to build a “professional” image 

for the company’s national adver- 
tising in Buildings. 


‘Chicago AANR Unit 


Promotes BofA Film 
on R.O.P. Color Use 


Cuicaco, Jan. 21—The American 
Assn. of Newspaper Representa- 
tives, in cooperation with the Bu- 
reau of Advertising, ANPA, has 
undertaken a campaign to promote 
run of paper color advertising, 
through a new BofA strip film, 
“The Art of Newspaper R.O.P. Col- 
or.” 

BofA first presented the film in 
slide form at the r.o.p. color con- 
ference in Chicago last fall. The 
updated presentation film was 
shown here for the first time at a 
special meeting of the local chapter 
of the AANR. 

The drive in Chicago to promote 
r.o.p. began Jan. 10 and runs to 
Feb. 15, according to Charles 
Healy, president of the chapter. 
Members will make showings to 
adclubs throughout the Midwest 
and to agencies and advertisers. 

The instructive strip film out- 
lines the do’s and don’ts of pre- 
paring color ads for newspapers. 
It is accompanied by a narrating 
record. 


@ Dent Hassinger, of BofA, said 
the bureau offices in New York, 
Chicago, Detroit, Los Angeles and 
San Francisco will distribute the 
films to AANR chapters through- 
out the country. The reps will act 
as “the good right arm” of BofA 
in presenting the films, he said. # 


Cluett, Peabody & Co., 
Star-Kist Enter Britain 

Two more American companies 
will enter Britain. Cluett, Peabody 
& Co., maker of Arrow shirts, will 
soon begin production and market- 
ing, with Young & Rubicam han- 
dling advertising. Star-Kist Tuna 
also will debut in London as 
“America’s favorite and top-selling 
brand of tuna.” MacPherson, Train 
& Co. is marketing the product for 
Star-Kist Inc., with T. B. Browne 
Ltd. handling the advertising. 


Ward Opens Five Centers 

Montgomery Ward & Co. will 
open five new catalog stores dur- 
ing January, bringing the total of 
such stores in the U.S. to 476. Lo- 
cations will be in Fort Madison, 
Ia.; Tacoma Park, Md.; Aurora, 
Colo.; Indianapolis, Ind.; and Wil- 
mington, Del. 


Pasmezoglu Joins Goodman 
Perry E. Pasmezoglu has been 
appointed senior account executive 
of Goodman Advertising Inc., Los 
Angeles. Mr. Pasmezoglu most re- 


cently was with Irwin-Los An- 
geles Advertising Agency. 
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Magazines first... because magazines last! 


One day is a long life for a lollipop, with a sweet-toothed 
kid on the other end of the stick. But it’s only a fraction 
of a magazine’s lasting power. 

There is the lastingness of a reader’s returning to his 
magazine, drawn by the kind of editorial magnetism that 
lifts circulations to new, constantly rising highs. 

There is the lastingness, too, of reader loyalty, where 


each new issue’s appearance makes that day sort of 


The Saturday Evening 


POST 


A CURTIS MAGAZINE 


Sell the POST 


special. And where the magazine has made itself part and 
parcel of family life. 

Because magazines do last, they give an advertiser per- 
haps his best selling opportunity. One of the great mag- 
azines is The Saturday Evening Post . . . with its millions 
of Influential readers who believe in the Post . . . who 
recommend, talk about the things they read . . . whose 


words influence millions of others. 


INFLUENTIALS -they tell the others! 
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GROWTH OF OPPORTUNITY... 


in a great market. 56% growth of population in newly 
urbanized areas adjoining Buffalo City Zone Market, 
makes your distribution simpler, redoubles your oppor- 
tunity. Sell the News readers and you sell the whole 
Buffalo market of over 1,600,000 people. Write for 
new Market Data book. 


BUFFALO EVENING NEWS 


KELLY-SMITH CO.—National Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER 


“Excessive Sex’ in 
‘Market Studies Is 
| Hit by Researcher 


New York, Jan. 21—The Center 
for Research in Marketing Inc. 
{came out against sex last week. 
| The company assailed the “sen- 
| sational aspects of sex in Freudian 
psychology that characterizes so 
/much of current market research 
| techniques and is reflected in to- 
|day’s advertising.” 


Advertising Age, January 27, 1958 


creating “a haven for ill-prepared, 
untrained amateur psychologists.” 
It said that the emphasis on sexual 
interpretations of research findings 
“stems from people who have 
themselves shallow and unresolved 
attitudes toward sex and therefore 
tend to crassly misinterpret social 
phenomena.” These people, the 
company continued, “see sex where 
it doesn’t exist and where, in fact, 
it is highly inappropriate.” 

The man who yearns to own a 
convertible doesn’t necessarily 
think of taking a mistress, the com- 


“There is entirely too much em-| pany stated. Rather he may well 


phasis on the sexual explanation of | 


be the best kind of family man and 


consumer behavior and attitudes,” father, who simply likes driving in 


the center said. “In today’s think- | 


\the open air and sharing this 


ing, economic and cultural factors | pleasure with his family. 


create as great a conflict for the 
individual as do sexual problems. 
Much of the sexual mate*ial that 
| finds its way into research reports 
| represents symptoms and not basic 
| causes.” 


® The center also declared that 
|sex sensationalism in research was 


How To Get New Business- 
How [To Hold Your Own- 


To get the facts warm from the source — 


Use 


MINifON es5.s 


World's smallest, lightest, 


automatic push-button 


RECORDER 


Gets the Facts 
PLAYS BACK 


Immediately 


for “brain storming” sessions. For training meetings, for client interviews... 


Nothing can match the convenience and light 


contacts in the field. Minifon hears every- 


DO IT weight of Minifon—the remarkable pocket- thing said and forgets nothing—eliminates 
size, highly faithful recording instrument. the time, labor and errors-of-memory that 

WITH Today major industrial concerns, ad agencies go into written reports. And a Minifon with 
MINIFON and survey companies insist that their execu- automatic push button controls will take 
tives carry Minifon recorders on all business dictation anytime, anywhere, under any con- 

P55-S trips, because Minifon is the only foolproof ditions—you can even “talk to it’’ while 


way to record on-the-spot information from 


driving a car or flying a plane! 


MAIL THIS COUPON TODAY! 


A FEW OF THE MANY WAYS 
YOU CAN USE YOUR MINIFON 


®@ Gathering focts from field surveys © 
Consumer research @ Executive use in 
travel © Recording proceedings of sales 
training sessions © Doctor-patient inter- 
views recorded for medical records © 
Covering conferences © Secretarial use 
@ Traveling soles reports © interviews 
with deolers @ Speech rehearsals for 
lecturers 

. and hundreds of other practical in- 
volvable uses for MINIFON, thet sove 
time, money and improve efficiency. ‘ . oun 


@ 


Nome__ 

Nome of Company__ 
Address 

City 


GEISS-AMERICA, CHICAGO 45, IiL., DEPT. AA! 
Exclusive U.S.A. Importers 


YES! | am interested in the remarkable pocket-size MINIFON 
P55-S recorder. Please send me completely illustrated brochure. 


My special interest in a miniature recorder is for 


i — 


wee 


@ One-sided and narrow interpre- 
tations of research results will not 
solve practical marketing problems 
for business, the company said. 
“Where sex is a legitimate problem 
in a study we believe what is re- 
quired is a broader, balanced, more 
mature viewpoint. Sexual implica- 
tions can’t easily be disposed of 
with superficial interpretations 
that lean to a large degree on me- 
chanical, faddish jargon.” 

| The center’s stand on sex in ad- 
| vertising was enunciated by sever- 
|al staff psychologists, including Dr. 
Gerald Ehrlich, director of client 
| relations, and Paul A. Fine, vp and 
technical director. + 


Industrial Exporters 
See Promising Year 
Ahead, Study Shows 


NEw York, Jan. 21—The outlook 
for industrial exports looks prom- 
ising, according to a survey con- 
ducted by American Exporter In- 
| dustrial. 

The Johnston publication got 
replies from 288 manufacturers ex- 
porting capital goods. The vast 
|majority said they expected their 
foreign business in 1958 either to 
remain steady or increase. 

Latin America is regarded as the 
most favorable market area. 68% of 
the manufacturers expect an in- 
crease in business there, while 9% 
foresee a decline. 37% predict a 
sales increase for Europe, with 
19% expecting a decline. 

The survey also shows that U.S. 
>ompanies are planning greater ac- 
tivity in foreign licensing and over- 
seas manufacturing. 56% of re- 
spondents said they plan to grant 
| licenses in 1958. 79 of the 288 re- 
spondents plan to set up new sub- 
sidiaries overseas in 1958. + 


Olympius Names Three 

Olympius Organization, Stock- 
ton, Cal., agency, has made three 
executive appointments. H. L. Sil- 
cocks, with Olympius for four 
years, has been named creative 
production vp; Don Hayes, for sev- 
}en years in Olympius’ publications 
|\department, has been appointed 
publications vp, and Mel Riddle, 
former press secretary to Califor- 
/nia’s Gov. Goodwin J. Knight, has 
| been named director of pr and pub- 
licity. 


Vince Joins BBDO,. Toronto 

| John J. Vince, formerly copy di- 
rector of Buchanan & Co. and copy- 
writer at Cockfield, Brown & Co., 
has joined the Toronto office of 
Batten, Barton, Durstine & Osborn 
as copy director. 


Drug Sales Top $6 Billion 

Drug sales, helped by an alltime 
|high in holiday business, finished 
1957 with a record $6,460,000,000, 
according to Drug Topics, New 
York. This is 10.5% above the rec- 
|ord 1956 volume. 


G. T. Metcalf Steps Up 

| George T. Metcalf has stepped up 
{to chairman of the board of the 
Providence, R.I., agency bearing 
his name. Walter C. Hyland has 
been named president, and Shel- 
'\don D. Spencer exec vp. 


a) ee Pa € ee PRG ee mee te ees * ee: tg oe ee nee i . 5 ad ih ies OF * at ae ce I rhe Reema et ge Te a Oho) ee is 5 a la ae oe ae a de 
vee eee eae 8 AEE See Men ie a 2 ” Re en tee 3 pe he Be ae aa : eae , ei: Bem ete eae ee OO eee Cae “ 
a ae ge Ge ee eer mes > eS . eee = a gage a : es OS re a eee - Di meet 
ae Rea x eee > PE, ai Ay ae Rl aa eS cate . : % fer oo aS 4 5 5 : 
se = pte pn pe ae ae phobia’ 7 ae, dy fia eet Meg te = vi =e Phere gees 
pees ee ek PO ace i Maer 2 “ge a aes Pope ee Se ae aro ei PAs ON repeal yy 
ee . a ac agi be i See ek se po Sa ie “Sil ae Sg a : last ahs bie “ uo MS ck Matai i we ee eS Lea 
4 ae more Leinart ae Ee eae ; <5 pn ot. oe te Me ee ee soe eae uae a sale pe ee a cae ae See Bo yr aes: Pei ee 
eae f Pa 3 ing ne : Ks : ene ee: ay 4s pare eet eae Ss ae ts Ein skate ee Pia ME a pm Ras Te lt RYE Mia me! ia tee ee ae oo 
° ha Mf oe ee 
ae 
| 
At i 
© = ee 
A | 
a | 
; | 
+ i 
a — 
. we i . © pes. a . *« 
¢ - - a ws a oe < | 
: a ru ; % BY o 
: OO eel pee 
eta To, < 
oS: 4 
Mm 5 : 
fees “ i ei\\ i ee 
& = “* 7 3 ° 
; rg * 4 — - 
7 —_ t 7? é <2 
oe , ' 
ae cect o Oe ah » 
Ya D a 
; —_ 
z At ee 
rae « ge 
ab ov “ [hed ‘ , 
Fo: a ae p> 
2 \ PANES? 4 
= . re a 
Si we “ iS 
a ee! 
a ° 
Se 
es } 
ee | 
; ‘ Pe } 
7 2 —_— ——— SSeS _ — Ne ee ————EEE—— — : 
ae | 
se 
gate, } 
es 
fe : 
| 
| 
: 
‘ | 
ae 
aes 
sgh 
UN ie. : 
Kee meee fe re 2 int ae 
ee pincer mee: ey 
ees eC ee eee tare 
aa i 2 ae ie Mate st 
ant gies a >t te ® 
ae > eee a We ens || 
, ad {ee 7 Oe Is 
pies om ae es 
ve ee As j 
uy wae a Eee me J 
Gare: > a: - 
Sema 2 Ps : Ce a 4 : 
eis a. | orn ea a 
phe ‘ Pg tee bi Lig Bleed: 
7 i he 6 Son 7 rie 
= age? er ea - We cs ‘ aeey 
hey pees Ce oe a ‘ hs a ait 
Be Can ae. ‘ a ie 
ps — “a | ie 
ae ee ere 
ee & dee ey ’ ‘ 
73 ee - ok on ‘ . 
5 Bo at Asta ms Fe Sued ‘ d ey 
eer. ae 
mee Wy “aed 
pd “ail Z " to ed \ . 
i) 
2 ; _ 7 
Bai) ‘ i a - 
Si i So: Zz 5am 
oe ae : % | 
i DOT TONEY PAPA TE 
4 : 
” . ’ CY 
sae as 2 } | gree Wrewwe! oa recors | 
— 4 - iy) 
— —— 
— aie eee 
i aa P — a 
woe — | : tiie nee 
chee —— er a oe. ¥ ee ee 
ae a, _ = Ba it MONE yy? eo . ; 
eg iS ‘ ns "¢ ~ 3 P tg rae 
3 — («ee only Te me Bee 6h ches 
setae - . Pi. My aa eerie Seed 
ae Ja 4 7. a — 5 a3: SRE TS Se 
ae ——_—_ 7 ‘ } , Ae 340 Mie. 2 peasiort 
ra ee se : a er ‘ i Pe oS de 
ee re —- eee pide Sa 
cast hi 
ed / 7 
2 : _— em 
Ss b ' ' 
3 ar as es 
Z ae : eee cc ee. ae a. 
lr Me Me NE ' 
Pet. hr ll Se ar " sa 4 ' 
hg r ee. to. J es . ; 
os § ae oar, Gee ica ial f 4 ' 
: Rs eg). iapeiagemllee on lee eke 
- et hea ee » bear hel As ceatia ae ; F 
i ee ee > eae Ser oa ? i 
re soe, -—_—_—_—_—— } 
ea t ‘i : _— — = ' 
4 > x ; 
4 A be a2 ee us : 
c cued e ‘ - — ; 
. ; og a ae 
SSCS SSS SSCS STE ee 
ae 
: : rns 7 Sane wa ares fe ee 4 joel aia Te geen YO see hy 
ible rehome i ere | fag R, RI as ees is - : one : meee 


Second six months 1957 over 4,200,000° average total circulation. 


THE CONFIDENT WIFE 


(whose job is Beauty Authority) 


From the fluff of a puff of bath powder in a budding beauty’s 
hand—to the finishing touch of her own subtle make-up, 
our young reader-wife sets the pattern of beauty for her 
family to admire—and follow. 

She must be the prettiest Mommy, the loveliest wife— 
the authority on good grooming for her family. And she is. 

For guidance in this happy rolemshe turns to her most 
trusted beauty authorities ...the editors of her favorite 


magazine—Good Housekeeping! Because this is the maga- 
zine that she reads in a mood of confidence! 

She’s sure she can depend on every method, every claim, 
every product on every page—editorial or advertising! And 
whether it’s shampoo or scent—face cream or lipstick, it 
has to be pure, has to be effective—to earn the Good House- 
keeping Seal! No wonder this is the magazine she learns by, 
lives by, buys by ... with confidence! 


SHE'S SO SURE WHEN GOOD HOUSEKEEPING SAYS SO! 


(Pub. Est.)* 


Member of The Magazine Publishers Association 
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International Milling Sets |‘Haverhill Journal’ Moves 
4-Media Push for Coupons The Haverhill Journal, Haver- 
International Milling Co., Min-| hill, Mass., founded late in Decem- 
neapolis, is pushing a coupon pro-| ber, 1957, and now being printed 
motion for its Robin Hood flour in| at the plant of the Manchester, 
newspapers, radio and tv spots, and|N. H., Union-Leader, has arranged 
farm publications. The coupons,! to lease the former Greek-Ameri- 
which permit savings of from 8¢| can school in Haverhill. The school 
to 30¢, are printed on the face of| will eventually house the whole 
all Robin Hood bags. The offer is | operation of the new paper. Wil- 
available in the area north of the | liam Loeb is publisher of both the 
Mason-Dixon line. | Journal and the Union-Leader. 


28% 
GROWTH? Lubbock’s GOT it! 


Only the Lubbock 


1950—101,000 


1960—-189,600 
SM, Nov. 10, 1957 


TEXAS’ FASTEST GROWING 


AVALANCHE-JOURNAL (Meammemmmeniieateanieadiabiia 


SELLS the Lubbock market! 


SEE YOUR NEAREST TEXAS DAILY PRESS LEAGUE OFFICE 


Management Group Will Run | 
‘Philadelphia Daily News’ 

The Philadelphia Daily News, | 
which Triangle Publishing Co. re-| 
cently bought from Matthew H. | 
McCloskey, will be run by an op-| 
erations committee in lieu of a 
publisher. Carl L. Biemiller, for- 
merly assistant publisher, is com- 
mittee chairman. 

Committee members include 
James T. Scott, business manager; 
Natt S. Getlin, advertising direc- 
tor; J. Ray Hunt, managing editor; 
Morris J. Schiffman, circulation 
director; Joseph B. Moore, opera- 
tions advisor; Paul Martin, promo- 
tion director, and William Keller, 
mechanical superintendent. 


|Coleman to Pittsburgh Corning 


James H. Coleman, formerly ad- 


vertising and sales promotion su-,| 


pervisor of General Electric Co.’s 
welding department in York, Pa., 
has been named manager of adver- 
tising and sales promotion of Pitts- 
burgh Corning Corp., Pittsburgh. 
He replaces W. H. Polk. 


Way 


television 
WINSTON-Sacem 


APPLIATE 


WINSTON-SALEM 
GREENSBORO 
HIGH POINT 


ee for 


arrrciare 


“IN THE 75-COUNTY PIEDMONT NORTH CAROLINA AND VIRGINIA MARKET REACHED BY WS/S-TV 


CALL HEADLEY-REED FOR THE BIGGEST, RICHEST 
MARKET IN THE SOUTHEAST 


You'RE A BOOKKEEPER, SO 
MAYBE YOU CAN HELP! I'M 
PAYING ON THE HOUSE, 
MY CAR, ATV SET 


AND WOW GINNY NEEDS 
AN OPERATION! | JUST 
FIGURE HOW | CAN GET 
~, SQUARE 


CONT GET IN AN UPROAR, 
FRANK! EVERYBODY GETS IN 


$ 4 A TIGHT SQUEEZE AT 


A BANK! THEY'RE NOT INTERESTED 
iN A UTTLE GUY LIKE ME! THATS 
FoR Bi 


1 THE WHOLE STATE- 


4 


AS FAR AS PERSONAL LOANS 
GO-THE KIND YOu NEED- 
WHY, THEY ARE SET ¢ 


LIKE YOU AND mE! 


THANKS, JOE! | FEEL BETTER 
ALREADY. I'L. STOP BY my 
NEIGHBORHOOD VALLEY 


AND, PRANK REMEMBER THOSE 
VALLEY BANK FOLKS WANT TO 
HELP YOU. THEY TOLD ME iT 


1S A RARE CASE WHERE THEY 
CANT 


INSTALLMENTS! Sy 
- = 


hed ° 


VALLEY NATIONAL BANK 


| TECHNIQUE—Valley National Bank, Phoenix, uses cartoon-strips to 
tell simply and clearly the story of its instalment loan department. 
Mert Reade is the bank’s advertising director. 


Carnation Co. Appoints 8 

in Marketing Reassignment 

| Ralph R. Brubaker, vp in charge 
of sales of Carnation Co., Los An- 
geles, has been assigned added 
duties as executive in charge of all 
marketing activities of the grocery 
products division. In a general re- 
assignment, Henry C. Arnest, for- 
merly assistant vp of sales, was F 
jelected a vp, responsible for all | National Acquires Food Chain 

domestic grocery product sales,and| National Tea Co., Chicago, has 
Dwight L. Stuart, formerly an as- | acquired Illinois Valiey S.o_es, op- 
sistant general sales manager, was|erator of seven Gamble’s Piggly 
named assistant vp of sales and| Wiggly stores in Peoria, East Pe- 
assistant to Mr. Arnest. George C.|oria and East Pekin, Ill. The Gam- 
Catledge was named sales manager | ble chain will be operated by the 
for medical marketing, and David | National Tea branch at Davenport, 
M. Ghormley, manager of the in-|Ia. M. C. Gamble, president of the 
stant product division, was named | chain, will join National Tea, head- 
an assistant vp, responsible for pro-| quartering in Peoria. 


| duction, marketing and merchan- 
dising of instant products. 

Carnation also has promoted 
| three associate ad managers to full 
divisional ad managers: H. R 
Chamberlin, for Carnation evapo- 
| rated milk; L. R. Johnson, Albers 
| cereals division, and R. J. Davis Jr., 
| Carnation's frozen food division. 


Best choice 


for quick 
reliable 
ad setting 


| “Where typesetting is still an art’ 


| Ss =. RVI C = typographers, inc. 


723 S. WELLS ST., CHICAGO 7, ILL. HArrison 7-8560 
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TV GUIDE 1957: 
MORE READERS, MORE ADVERTISERS 


By selling itself, a magazine is better able to sell for its advertisers. In 1957, 
TV GUIDE demonstrated ability to do both. The highlights: 


e Passed 6 million circulation for the first time on December 28, and 
opened 1958 in impressive fashion by selling 4,910,203 single copies and 
1,383,456 by subscription for a January 4 issue sale of 6,293,659. Only one 
other magazine has reached a 6 million weekly sales position. Achieving 
this circulation level established TV GUIDE’s second “million milestone” 
of 1957, highlighting a 29% circulation gain over the 1956 last-half average. 


e Gained 75% in advertising revenue over 1956, the healthiest advance 
among all magazines. More than 1000 advertisers capitalized on 
TV GUIDE’s acceptance in 1957-444 more than in 1956. 


e Added six regional editions for a new total of 50, covering 150 major 


markets, and providing the most comprehensive flexibility offered in print. 


In short: unique reader acceptance, significant advertiser approval. No matter what 
the criterion, TV GUIDE is a major force among all media in today’s markets and 
marketing. Watch it grow ever more so in 1958. Let it stretch your advertising 


dollar to tell your story more often to more people than can any other print medium. 


CIRCULATION NOW OVER 6,000,000 


re a Rs A ed ) eas IF i aie eee SES ee Soe, ee 7 ie Bless “pt ee Seapepta ame LISS Nab > gl To. ae : $0 Sh ie SA a ee ee ee ee ite es ee =A 
Pa: ay ae ee oe ogee oO i ig AE eee. 4 pestle cd anc Ro jm oP dl 3 3 2 ai We ok oa tea mae ae * sey See = aR ES seure etd oe eaters 3 fas ee el a ‘aa 4 
=e ee LS ee aN cee te ye ina r SS ec ge - : I eile Ay ee Sere Ba eee ee : See ees fin ee ee 7 oe Nira 
i eee mae aaa geo SAE Ae deen ead aia Te Bea he - = : - fea ah Sk he ee 2 Se ee ee ae ee ee hm ae ad > x ee Penge om ct 
ct eee ce or ae es es <r iat, 5 : eee se ae eee hs inh ee 2 ade ane roger ts ap. si 
ic eee gy gestae, : We oe ea, ne ne ee Sod ar ve ae wee cs So a oe eae ae PS RSE ona : gs Eee 
7 a) i Ve = A ‘2 eS re ati og , a £ oe + al ” a ii een od eae Ee vr 
Be Foe cag ee Baad tt es ro a ue 2 itr ce. eee ORs “Tne om : oe oe “ ea za Bee ae te ee 
aaa ig cS a i ae it ve Sth aes - a a ™ ie ai een a Selierce e. Buse és. aaa i men vee 
oe roe, ee <a ile Ak eee, ot ie ae bone «ee pee Ne ae ee ey . osetia Se a oi reer et + oe ah aes an eo a Pee ee S22 oa 1G ra ee aaa es. 
Eg nia. eee ae <— foes i ees > Deen oe, i a Pee Re eee Aiea SCO Dn ae re va eee Be a ti ea a: ey 
epic ee ee Bee | aw is Ses ene ee ss earaee, ee yt * <4 ees oy ee ea a ee st ee = ee gS ee cap eet, *s mag eae ri is) ee Olan 
= tg ar ee pan ie > ae — eg a a Re) ee. ae Bos Ne ered ee ee oe i" tiene siege oe 1 aE oe seat iol enaeins | FA ieee a A a. So rere eo = cL ae 
fe F 
Se gs 
ee 
eee 
Suet Fe 
ot a 
- ior es 
ee ae 
‘ a eS eo Z te Ae 
ge Lg ag NE a ae a o . é ies: 
ee ee ee = ee 
$5) > ee lS ee ae : ‘aes 
; ‘ ha te tp ie rete ce 
, es ; au: 
AG te 
gn , a. 
: + i ms . 
: , 
ra ‘ “ a a 
i ¥ 
Ads 
s 
Pi a 
#4 ye ie es © NR i rate rere Ms a 
— - 4 xe | * a 
5 " 
mr ‘ ‘es 
oes 28 ws ae 
: hie hy Or 
: A Y ag “ cee) 
e- ; _— © A a ais 
: « :% ’ Beer 
Poe <i ee fi a ld ow i n 
oe . 
ae 
wi prt OP Mie erate gS aie es = a : 
al es a Sa 
: Hrs ee VE: 4 Nol 
ARs - % ’ S es oe 
ie te ie ie: ite 
ce ete gin ee “ ah Rare eS a = 
we ¥ e ¥ she = 
4 ie Bis : —_ . 
rie DE te eee, 62m 
- lle Sin 5 7 om a ‘3 
aka 
= ihaee 
ei 
ne 
See 
pe 
nee ne 
ere G 
sae 
Siren 
eo 
: 
Pied 
tye 
i a 
See 
an ol 
Pe iy : 
} Weal 
ee a » 
; sae oy 
cee) a) 9 
PS eo ee 
ae ie 
e. ee on 
ae * 
' my * 
: aoe 
‘t Bs 
a ; 
oe, 3 
ee “ 
Pe 
Pe ‘ ; 
oy 
ae 
RN 
Ppa 
PP eat 
ee a 
. a 
he 
‘se 
TV 7 
y Oty ame ee . . b 7 *. ; 
Yess A hie 2 cu Sm - a ae eee eet i eee 25 = Pen a pa Seta sai Sian attra oop saat vacate any 
——— aie Pei aaech totter a 2 , , Bere | mad ee tet | oa ' «ikea ae Ser ae ae i ed ee ees 
2 A - Wc den alee ae - x eo Oe ee 5 = = on — = ~ “ ~ 4 


48 


Presser Gains Three 

E. J. Presser & Co., Charlotte, 
N. C., has acquired three new ac- 
counts: Allvac Metals Co., Monroe, 


1000 IDEAS 


from successful companies 


i onty $10), 


SALES, MERCHANDISING, 
ADVERTISING, PROMOTION 
experiences sent you each month for a 
year...just as they happened...show 
ing the results produced. .as reported 
in the nation’s leading business and 
trade publications. Adapt them to your 
own profitable use. Worth much much 
more than the $10.00 check you send 


BRIEFED 
400 Madison Ave., (Dept. A), N. Y. 17 


N. C., vacuum smelter; American | 
Thies Corp., Charlotte, textile dye- 
ing and drying equipment maker; 
Consolidated Brass Co., Charlotte, 
maker of brass faucets, valves and 
fittings, and Scharer Textile 
chine Works, Erlenbach, Switzer- 
land, automatic quiller manufac- 
turer. Presser & Co. has also moved 
to new quarters at 1901 Crescent 
Ave., Charlotte. 


British IAA Elects Cort 

The International Advertising 
Assn.’s British chapter has elected 
Leslie B. Cort, director of the in- 
iternational division of Colman 
Prentis & Varley, chairman of its 
1958 luncheon meetings. Also 
elected were two vice-chairmen: 
Dr. Mark Abrams, director of re- 
search, London Press Exchange, 
and J. S. Robson, assistant adver- 
tising manager, Shell Petroleum 
Group. 


Ma- | 


| 


Marden Joins Reiner Co. 


| 


Bulova Advances Five 

In a reorganization of the adver- 
tising department of Bulova Watch | 
Co., Flushing, N.Y., Irving Holczer | 
has been named to the new post of | 
sales promotion manager. Other 
appointments are Allen O. Smith, | 
art services supervisor; Robert 
Kuhn, advertising production su-| 
pervisor; Alvin Appel, assistant ad- 
vertising production supervisor, 
and Donald Mirabel, distribution 
supervisor. All five men have been 
members of the advertising depart- 
ment for several years. 


Bernard A. Marden has resigned 
as general sales manager and as- 
sistant to the president of Necchi- 
Elna Sewing Machine Co. to join S. 
Jay Reiner Co., Garden City, N. Y.., | 
national contest and merchandis- 
ing consultant, as vp and member 
of the executive plans board. 


Retail Grocers Placed Over 1,796,000 Lines 


ONE OF THE REASONS WHY 


7 out of 10 Press Homes 
Take No Other Daily Newspaper 


In The Pontiac Press Last Year 


PONTIAC 162nd in Population 


RANKS 


102nd in Food Sales in U.S. 
$37,944,000 


Sales Management 200 Leading Cities and Counties 


PONTIAC PRESS 


PONTIAC 
Scolaro, Meeker & Scott, New York, Philadelphia, Chicago and Detroit 
Doyle & Hawley, San Francisco and Los Angeles 


(83,400) 


* MICHIGAN 


Advertising Age, January 27, 1958 


Advertising We Can Do Without... No. 36 


—_— 


ITs YOU IN THE GUTS 
WITH A BECLYFUL OF LEAD! 


Teoat— erties tem © WD Ganon 


LOEW'S “me 


LOEW'S 


DELIGHTFUL—The Better Business Bureau of Richmond, Va., 


insists 


that “we can certainly do without” these movie ads, which appeared 

in that city recently. The “Baby Face Nelson” ad previously drew 

the same comment from R. W. Van Voorhis, Houston Light & Power 
Ca. (Voice, AA, Dec. 23.) 


Goldsmith Joins Dillon-Cousins | Basford Gains One 


Wallace H. Goldsmith, formerly | 
| with Max Factor & Co., has joined 
| Dillon- Cousins & Associates, New 
York, as an account executive. Dil- 
lon-Cousins handles Max Factor 
advertising in Mexico. Mr. Gold- 
smith, who has also worked for 
McCann-Erickson and Foote, Cone 
& Belding, “will be particularly 
concerned with the expansion of 
Dillon-Cousins operations in Euro- 
pean markets.” 


~~ . =. _ - ~< 


NO. 1 OF A SERIES 


THE FARMER-STOCKMAN 
104 


NUMBER OF 
COUNTIES 
IN WHICH 
PUBLICA- 
TIONS HAVE 
OVER 75% 
COVERAGE 
OF FARMS... 


FARM & RANCH 
72 
PROGRESSIVE FARMER 


_ 
FARM JOURNAL 


TEXAS AND OKLAHOMA COUNTIES 


189 COUNTIES WITH OVER 30,000 HEAD EACH 
contain 85% of all Beef Cattle in Texas and Oklahomal 


GREATEST COVERAGE 


Where Livestock Counts Most! ... 


TEXAS AND OKLAHOMA comprise 


189 


151 


the greatest area for livestock in the 
nation! Texas alone has nearly 50% 
more cattle and calves than Iowa, 
the second state in rank. Texas and 
Oklahoma combined have more than 
Iowa and Nebraska, the next best 
states, combined. 


THE FARMER-STOCKMAN gives 
the best possible farm coverage in 
Texas and Oklahoma. 


HH 


The only farm publication edited sep- 


arately for Texas .. . and edited 
separately for Oklahoma... 
~ he Ferny OP-.e 

— ~Skihan 


Send for similar data on other livestock, crops, irrigation and farm income. 


434,813 


paid subscribers 


The Farmer-Stockman 


OKLAHOMA CITY °* 


DALLAS 


J. H. Hunter, Advertising Director 


4321 N. Central Express 


= Dalles 5, LAkeside 1 citi 


400 Michigon Avenue 
Chicago 11, SUperior 7-6145 


420 Lexington A 
New York 17, MUrroy Jrrey Mill 4-3340 


500 N. Broadway 
Okiahome City 1, 


*CEntral 2-3311 


Fairchild Division 


but Loses Another 


New York, Jan. 21—G. M. Bas- 
ford Co. has gained a division of 
Fairchild Camera & Instrument 
Corp., Syosset, N. Y., and lost an- 
other. 

The gain is the Teletypesetter 
Corp., recently acquired by Fair- 
child Graphic Equipment Inc., 
Fairchild subsidiary. Basford also 
has other divisions of Fairchild. 
Cunningham & Walsh is the pre- 
vious agency for Teletypesetter. 
Closely following the gain, Basford 
lost Fairchild Controls Corp.’s 
Components division to Wilbur & 
Ciangio, effective in March. 

The purchase of Teletypesetter 
by Fairchild, for an undisclosed 
sum, follows an anti-trust consent 
decree entered on Jan. 24, 1956, 
by which Western Electric Co. and 
its parent, American Telephone & 
Telegraph Co., agreed to divest 
themselves of the business carried 
on by Teletypesetter Corp. Stock 
in Teletypesetter was owned by 
Teletype Corp., a Western Electric 
subsidiary, and Gannett Co., which 
operates the Gannett newspapers, 
radio and tv stations. # 


Glenn Advertising Elects 
John Stewart President 


John J. Stewart has been elect- 
ed president of Glenn Advertising, 
Dallas, succeeding the late Ray K. 
Glenn, founder 
of the agency, 
who died Dec. 8 
(AA, Dec. 23). 
With Glenn since 
1939, Mr. Stew- 
art has been exec 
vp since 1946. 

At the same 
time, Ward M. 
Wilcox has been 
named exec vp 
and general man- 
ager. Mr. Wilcox, 
with the agency since 1950, has 
been vp in charge of the Dallas 
office and head of the agency’s 
creative and plans board for all 
offices. 


John Stewart 


Brooks Ltd. Names Allen 

Brooks Advertising Ltd., Toron- 
to, has appointed Gordon Allen an 
account executive and member of 
the plans board. Mr. Allen former- 
ly was in charge of the Toronto of- 


fice of Schneider, Cardon Ltd. 


—_—_ 
_— 
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...and great for’'58 


NEWSWEEK in ’57 . . . made all-time 
highs in revenue ($22,895,800*) and 
in circulation (over 1,200,000). 
Powerful testimony by adver- 
tisers to NEWSWEEK’s vital 
editorial service. Why don’t 
you put it to work, too? 


‘Newsweek | 


Advertising's 
main line to 
communicative 
people 
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QA mad A-. aw Raab 


TTI ut 3 TV ea 


Want your product to move 
like a hurricane — or a 
himacane? (We cater to both 
sexes!) WBNS RADIO is the 
answer. You can put the storm 
warnings up with programs 
that produce top Pulse-rated 
shows, ratéd first 315 times out 
of 360 Monday through Friday 
quarter hours 6 a.m. to mid- 
night. Select WBNS RADIO 
and blow the top off $3,034,- 
624,000 of spendable income. 
Ask John Blair. 


WBNS RADIO 


COLUMBUS, OHIO 


Use Ads; Gain by 
Competitive Selling, 
Palmer Tells Farmers 


HARRISBURG, Jan. 21—Stronger 
advertising and promotional pro- 
grams for the sale of farm products 
was urged by Lane M. Palmer, 
managing editor of the Farm Jour- 
nal, in a speech last week at the 
annual farmer-business dinner 
sponsored by potato growers and 
chain stores in conjunction with the 
Pennsylvania Farm Show. 

Mr. Palmer said American agri- 
culture’s biggest problem is to de- 
velop a “competitive spirit in sell- 
ing.” He added: “We must want 
our products to sell only because 
they are better or cheaper than 
competing products.” 

The farm editor said at times 
agriculture has resorted to legisla- 
tion to win a favored position. 
“We've allowed our thinking to 
become defensive,” he said. 

Mr. Palmer, commending the 
potato growers and chain stores 
for “the job you’ve done in mar- 
keting,” pointed out that the potato 
business needs but two parties— 
the producer and the retailer. “You 
just can’t get the trip to market 
any shorter than you’ve made it,” 
he said. 


= Mr. Palmer said farmers must 
(1) determine the type of products 
consumers will buy; (2) observe 


He obtains new ideas 


from 


Vice-President 


Naperville, Ill. 


“Advertising Age,” writes Mr. Biest- 
man, “keeps me abreast of the news 
in the advertising and promotion 
world. The style of presentation 
makes it easy to read, and much 
valuable information and many new 
ideas are obtained from Advertising 
Age’s pages. 


“T prefer reading Advertising Age at 
home so that it can be done leisurely 


MAIL THIS pyar Hy a 


COUPON FOR han Ae 


Kroehler Mfg. Co. 


and without interruption. I look for- 
ward to receiving Advertising Age as 
much as my favorite newspaper.” 


Your satisfaction guaranteed 


Take a hint from Mr. Biestman—and look 
for new ideas in the lively pages of Ad- 
vertising Age. For a mere $3—less than 
6¢ a week—you may have it every Mon- 
day morning for 52 weeks. Have it sent 
to your home for leisurely, studious read- 
ing. Your satisfaction is guaranteed. Mail 
the coupon now. 


200 East Illinois Street, Chicago 11, Illinois 


Here is my order for a year’s (52 issues) service of Advertising 
Age. Anytime I am not satisfied, my money will be refunded. 


Advertising Age 


FRED B. BIESTMAN, Jr. 


Title. 


TRIAL Company 


Home or 
business add 


SUBSCRIPTION F Home o 


0 $3 enclosed 


0 Bill firm 


0) Bill me 


Hotpoint Appliance Prizes 


~ 


December Sales 


period. 2 Not included in totals. 
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of Chain Stores 


December % Gain 12 Months % Gain 
1957 1956 or Loss 1957 or Loss 
Food Chains 
Colonial Stores . $ 38,358,442 $ 35,966,528 + 66 $ 442,152,135 $ 423,040,272 + 4.5 
*Grand Union ... 35,806,263 31,188,389 +14.8 350,089,757 307,641,654 +13.8 
rrr 33,531,494 32,418,584, + 3.4 414,465,815 385,553,469 + 7.5 
Kroger Co. ..... 143,471,549 128,413,756 411.7 1,674,162,493 1,492,552,233 +12.1 
National Tea ... 61,097,388 51,232,786 419.3 681,132,700 617,536,555 +10.3 
Group Total .. $ 312,265,136 $ 279,220,434 +ITB $ 3,561,972,900 $ 3,226,423,183 +10.4 
Mail Order ~ 
*Sears, Roebuck 441,530,750 444,954,971 — 0.8 ~3,558,966,503 3,458,844,493 4+ 2.9 
*Montgomery Ward 149,473,455 140,294,273 + 6.5 1,015,837,500 994,608,351 + 2.1 
RS. ssnevee 20,497,228 19,406,457 + 5.6 128,242,698 128,760,725 — 0.4 
Group Total .. $ 611,501,433 $ 604,655,701 + 1.1 $ 4,703,046,701 $ 4,582,213,569 + 2.6 
Drug Chains 
ae 7,695,108 7,363,753 + 4.5 67,097,374 61,879,718 + 8.4 
Walgreen ...... 30,150,159 26,849,343 +12.3 243,924,190 216,923,376 412.4 
Group Total .. $ 37,845,267 $ 34,213,096 +106 $ 311,021,564 $ 278.803,094 +11.6 
Variety and Miscellaneous 
*Bond Stores ... $ 12,861,479 $ 13,864,922 —7.2$ 42,590,209 $ 45,150,540 — 5.7 | 
Butler Bros. ... 15,636,490 11,488,558 +36.1 142,475,720 127,488,616 +11.7 
©Diana Stores Corp. 5,518,137 5,516,444 _ 17,701,100 17,502,187 + 11 
Edison Bros. 11,861,627 11,676,817 + 1.6 99,301,773 91,139,998 + 9.0 
Fishman, M. H. . 2,585,350 2,555,276 + 1.2 15,963,330 15,483,923 + 3.1 
4Franklin Stores 5,451,318 5,239,454 + 4.0 22,304,179 21,114,316 + 5.6 
#Gamble-Skogmo 
ee 9,131,285 9,099,685 + 0.3 108,678,638 100,966,810 + 7.6 
© Grayson-Robinson 
Peron 6,513,370 6,561,724 — 0.7 20,827,489 20,298,547 + 2.6 
*Green, H. L. .. 18,206,114 19,173,624 — 5.0 104,294,023 106,334,737 — 1.9 
Hartfield Stores 3,363,682 3,148,942 + 6.8 19,622,823 18,642,416 + 5.3 
“Interstate Dept. 
eee 10,208,914 10,242,297 — 0.2 62,733,438 63,530,983 — 13 
Kinney, G. R., Co 7,581,000 6,644,000 +14.1 59,158,000 52,198,000 +13.1 
Korvette Inc 33,596,161 21,241,375 +58.2 83,511,679 61,103,938 + 36.7 | 
Kresge, S. S. 61,576.830 63,939,281 — 2.1 374,694,525 364,076,525 + 2.9 
Kress, S. H 29,098,059 30,390,003 — 4.3 158,570,785 167,635,545 — 5.4 
Lane Bryant, Inc. 7,087,476 7,076,850 + 0.2 71,168,603 67,451,762 + 5.5 i 
*Lerner ae 27,773,103 27,934,104 — 0.6 169,194,140 160,588,109 + 5.4 af 
*Mangle Stores . 6,833,457 5,392,832 +26.7 37,563,903 31,650,369 18.7 j 
McCrory ....... 19,367,507 19,753,486 — 1.9 111,745,758 113,115,715 — 1.2 . 
McLellan Stores . 11,479,464 11,882,524 — 3.4 57,152,342 58,474,963 — 2.3 : 
Melville Shoes .. 18,582,172 17,925,010 + 3.7 122,057,855 115,985,510 + 5.2 i 
Mercantile Stores > 
i -eteniess 25,223,000 24,351,000 + 3.6 143,874,000 138,818,000 + 3.6 s 
©Miller-Wohi Co. 6,027 866 6,094,535 — 1.1 19,336,288 19,103,274 + 1.2 1 
Murphy, G. C. . 35,724,327 36,513,579 — 2.2 208,226,887 204,828,650 + 16 7 
National Shirt Shops 5,221,031 5,414,805 — 3.6 22,905,299 22,399,360 2.3 if 
Neisner Bros. .. 12,097,829 12,376,830 — 2.2 69,640,529 69,174,885 + 0.7 
Penney, J. C. .. 202,350,146 199,468,373 + 1.4 1,312,246,040 1,291,867,267 + 1.6 : 
Rose’s Stores .... 5,808,242 6,174,915 — 5.9 29,954,003 28,434,306 + 5.3 , 
Shoe Corp. of America 9,248,597 8,627,686 + 7.2 81,788,848 77,599,194 + 5.5 
| *Sterchi Bros. Stores 2,393,112 2,438,150 — 1.8 16,135,477 16,429,602 — 1.8 ; 
Western Auto .. 19,838,000 19,116,000 + 3.8 217,399,000 210,288,000 + 3.4 , 
White Stores 4,625,426 4,005,097 +15.5 36,842,510 32,698,160 +12.7 
Woolworth, F. W. 139,919,342 139,724,352 + 0.1 823,712,987 806,000,537 + 2.2 > 
Group Total . $ 784,658,628 $ 765,952,845 + 2.4 $ 4,774,693,542 $ 4,627,567,934 + 3.2 
Combined Total $1,746,270,464 $1,684,042,076 + 3.7 $13,350,734,707 $12,715,007,780 + 5.0 ” 
* Four weeks and 43 weeks. ° 11 month period. © Five month period. ¢ Six month period. * 10 month if ‘ 


competition; (3) follow products 
to market and (4) advertise and 
promote agricultural products to 
acquaint consumers with the prod- 
uct’s quality, competitive pricing 
and careful handling. + 


Screen Gems Continues to Add 
Foreign Sales; Names Hofer 

Screen Gems, television subsidi- 
ary of Columbia Pictures, reports 
that its sales in Latin America 
during the last six months of 1957 
were more than double the volume 
of the previous 12 months. William 
Fineshriber Jr., director of inter- 
national operations, said in De- 
cember alone 13 program sales 
were made in six countries. Ford 
bought “All Star Theater” for tel- 
ecasting in Brazil, and Schenley 
is sponsoring “Damon Runyon 
Theater” in Mexico. 

Screen Gems also has appointed 
Gottfried Hofer Jr., formerly with 
Young & Rubicam, Mexico City, 
where he was head of the plans 
board, to its Latin American sales 
force. Mr. Hofer, who has been a 
Latin American adman for 14 
years, previously spent a number 
of years with Grant Advertising. 


Heinz Holds Contest with 


H. J. Heinz Co., Pittsburgh, will 
award $100,000 worth of Hotpoint 
appliances as prizes to contestants 
who tell in 25 words or less why 
“No other ketchup tastes like 
Heinz. . .” All entries will receive 
a 32-page recipe booklet. The con- 
test will break with two-color 
pages during February and March 
in Life, McCall’s, Parade, This 
Week Magazine and True Story. 

Two-color 1,000-line newspaper 
ads are slated for 40 market areas 
and contest commercials are also 
scheduled for the Heinz television 
show, “Studio 57.” Extensive in- 
store displays will also be avail- 
able. Ketchum, MacLeod & Grove, 
Pittsburgh, is the agency. 


Avis Credit Plan Outlined 
Avis Rent-a-Car system will 
allow persons with charge accounts | 


at participating stores to oe 
cars for rental by presenting their 


charge plates at booths in the stores 


or at Avis stations. Charges will 

be put on the customer’s regular ‘ 
statement for other merchandise i 
bought in the store. Initially the ' 
plan covers Gimbel Bros., New 
York; May Co., Baltimore; Hecht 
Co., Washington, and Jordan 
Marsh, Boston. It will soon be ex- ' 
tended nationwide. } 


Stubblefield Joins SchenLabs 
Dean L. Stubblefield, formerly 


-- 


marketing director of Blair Lab- 
oratories Inc., has been appointed 
advertising manager of SchenLabs 
Pharmaceuticals, New York, a di- 


vision of Schenley Industries. 


Billy Bullet | 


SPEEDS UP SALES — 


“Sales on one of our products, for 
years, have been steady but slow. 


“From our recent color page in The 
RIFLEMAN we completely sold out 


™ KMERICAN 
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Year after year after year...and again in 1957... 


THE BIGGEST YEAR 
IN LOOK HISTORY 


Circulation Up 1,000,000 


Estimated yearly average: over 5,190,000. Y ear-end issues: over 5,400,000. 
LOOK ’s 14th consecutive year of circulation gains. 


Audience Up 5,000,000 


Total audience: 24,800,000—about one of every five Americans aged 10 and over. 


Advertising Revenue Up *9,001,457 


1957 total: $43,352,335. LOOK’s 19th consecutive year of ad revenue gains. 


Advertising Pages Up 133.90 


1957 total: 1,764.80. LOOK’s sixth consecutive year of ad page gains. 


Underlying LOOK’s record of growth is a dynamic editorial concept 

that has given America “the exciting story of people”... that has captured the 
imagination of consumers and advertisers . . . that, in 1957, won for LOOK 
thirty-three major editorial awards, including top Benjamin Franklin 


honors. This is the editorial foundation on which LOOK has built one of the 
great success stories in magazine publishing. 


L O OK the exciting story of people 
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Deluxe Office Space in 


MAREMONT suiting 


168 North Michigan Avenue 
“One of Michigan Avenue > Most Desirable Locations...” 


55 E. Washington Sc. 


FULL FLOORS — 5,000 Sq. Fe. 

And Smaller Units . . . 
Completely Modern ¢ Fluorescent Lighting 
e Excellent Parking and Transportation 


Inquire 


Air Conditioned 


FRANK M. WHISTON & CO. FRanklin 2-1680 


ee 


200th Ad Package 
Goes to Members 
of Electric Group 


PHILADELPHIA, Jan. 21—A _ 16- 


year-old campaign that has put/: 


more than $100,000,000 worth of 
advertising into newspapers has al 
birthday this month. 

It is the mat service campaign 
prepared every month for mem- 
bers of the Electric Companies Ad- 
vertising Program by N. W. Ayer 
& Son. This month the 200th mat 
portfolio is going to ECAP compa- 
nies. 

As usual it contains three ads, 
each offered in 20”, 30” and 50” 
sizes. Since the service was started 
in 1941, ECAP companies have or- 
dered 264,229 mats for use in their 
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How high is your 
standard of living? 


(Take (re any test and see) 


andard of loving. the mumbes of ways 


(INSERT LOCAL COMPANY SHONATURE) 


200TH—Electric Companies Adver- 
tising Program includes this 
“standard of living” newspaper ad 
in its January portfalio. N. W. Ayer 
& Son, Philadelphia, is the agency. 


local newspapers. At the most con- 


|servative estimate, this has pro- 
|duced at least $100,000,000 worth 
|of newspaper advertising, on which 
|Ayer has not earned any commis- 


sion. 

The 120 electric light and power 
companies that belong to ECAP not 
only use the mat service ads in 
newspapers with their own signa- 
tures, but also adapt the ads to fit 
their own local campaigns. They 
use them as tv and radio commer- 
cials, point of sale material, and to 
provide selling points to home 
economists and salesmen. 


@ One ad each month is an adapta- 
tion of an ECAP magazine ad. Use 
of this in local newspapers helps 
the companies identify themselves 


|with the national industry cam- 


paigns. The other two ads in 
each folio are often designed to help 
promote the use of electricity and 


|a better understanding of the indi- 


vidual company’s service. 

The January portfolio includes 
an adaptation of a consumer mag- 
azine ad titled “How high is your 
standard of living?” It features a 
check list that readers can use to 


/measure their electrical standard 


of living. The other two ads pro- 
mote the value of electric service, 
through appliances, and _ ask: 
“What else do you use that helps 
so much to do so many things—yet 
costs so little?” 

Ayer provides a service in radio 
commercials that matches the 
newspaper mat service. During the 
16 years of the program, more than 
1,600 radio commercials have been 
provided. # 


Stripe Moves into N.Y.., 
Chicago with Print Drive 

Stripe, newest dentifrice of 
Lever Bros. Pepsodent division, 
moves into the New York and Chi- 
cago markets this month with 
heavy print drives, including r.o.p. 
color in newspapers and Sunday 
supplements which will highlight 
the stripes in the toothpaste. Other 
media will be outdoor and car 
cards. Newspaper ads are pages 
and 1,000 lines. Introductory head- 
line is ‘New Stripe toothpaste with 
magic pink stripes.” 

Stripe was launched on the West 
Coast in 1956, moved into Michi- 
gan and northern Ohio last fall 
(AA, Oct. 14, °57). J. Walter 
Thompson Co., New York, is the 
agency for the striped dentifrice. 


Simpson-Reilly Adds Stoops 

Wayne Stoops has joined Simp- 
son-Reilly Ltd., Los Angeles, pub- 
lishers’ representative. He former- 
ly was media buyer and assistant 
media director of Hixson-Jorgen- 
sen Inc. 
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Never Underestimate the Power of a Woman! 
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DIAMOND JUBILEE 


1883-1958 


A CURTIS PUBLICATION 
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Contest Open to Ad People bert W. Hall, Nation’s Agriculture, 
Nation’s Agriculture is running Room 2300, Merchandise Mart, 

a contest “for the trade only” with | Chicago. 

the first prize a round trip to Paris 

for two. The contest is designed to| Wright Saw Expands Push 


yeep 

vere appeal to company advertising per-| Wright Power Saw & Tool Corp., 
oer sonnel as well as agency people.|Sheboygan, Wis., a division of 
L Entrants are asked to rate the edi- | Thomas Industries, Louisville, has 
“Sis torial content of the magazine’s| scheduled the largest advertising 


November issue in the order of its|and merchandising program in its 
appeal to readers. Entries will be | history for 1958, according to Allan 
judged by comparison with results|Eggers, ad manager of Thomas. 
of a readership survey. Entry|“We are expanding our consumer 
blanks can be obtained from Her-| advertising to include the sports- 


|man, the camper and the do-it- 
yourself markets,” Mr. Eggers said. 
Farming, outdoor and mechanical 
publications plus trade publications 
will be used. Henri, Hurst & Mc- 
Donald, Chicago, is the agency. 


Seagram Promotes Minucci 

| Ernest S. Minucci, formerly as- 
|sistant to the advertising manager 
of Seagram Distillers Co., New 
York, has been named assistant ad- 
vertising manager of the company. 
He joined Seagram in 1956. 


For a pip of a dip! 


GET EASY RECIPE AT YOUR GROCER'S 


Let’s lay it right on the line: today’s up-climb in all 
costs makes increased earnings more and more diffi- 
cult for most manufacturers. One of these higher-cost 
problems is advertising. 


TRUE, the MAN’s magazine, provides one mighty 
sound answer to that cost-squeeze puzzler. 


TRUE offers men’s-product advertisers America’s 
mass man’s market...a giant 2,250,000 all-male 
circulation guaranteed. You don’t pay for a mixed 
mass market—you pinpoint the mass that’s buying 
your product. You pay only for the prospects you 
are selling to: MEN. 


There’s no waste circulation when you buy TRUE. 
Does it work? 


Just check the 189 new advertisers who got more 
buyers for their advertising dollar in TRUE for 1957. 


At lower cost per thousand than any of the mixed 
mass weeklies, TRUE advertisers receive newsstand 
circulation higher than LIFE or LOOK, issue for 
issue. And because TRUE’s circulation keeps rocket- 
ing, TRUE’s 1957 advertisers enjoyed an average of 
better than 200,000 bonus circulation—10% more 
than they paid for. 


No wonder smart advertisers helped boost TRUE’s 
ad revenue for 1957 up 37%, ad linage up 10%. 


Take a good look at your product. Is it bought or 
influenced by men? Are men your best brand pros- 
pects? (See TRUE’s revolutionary report on male vs. 
female buying power as conducted by Daniel Starch 
& Staff in consultation with the American Research 
Foundation.) 


How 189 New Advertisers 


LICKED 
THE COST-PRICE 
SQUEEZE 


In 1958 can you really afford to pay for waste 


circulation? 


Nail down the mass man’s market. Use TRUE, 
the mass man’s magazine, and get more buyers on 


a lower budget. 


Just to Telegraph 
TRUE’S PROGRESS 


Advertising Revenue 
Advertising Linage 
Circulation 

New Advertising Accounts 
% Editorial to Total 


Newsstand Circulation—Higher Than Life or 
Look 


TRUE - 988,307 
Look - 894,859 
Life - 838,552 


Newsstand Revenue Per Issue—More Than 
50% Greater Than Post 

TRUE - 8345,907.45 

Post - 220,096.20 


Bonus Circulation—200,000 or 10%, Average 
Per Issue Estimated 


America’s Largest Selling Man's Magazine 


A FAWCETT PUBLICATION 
Fawcett Bldg., New York City 
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PIP OF DIP—Carnation Ca., Calavo 
Growers of California and Law- 
ry’s Products will promote their 
Lenten recipe with this 24-sheet 
outdoor poster in 105 cities during 
March. Full-color miniatures will 
be sent to grocers in advance of 
the promotion. 


Carnation, Calavo, 
|\Lawry’s Seasonings 
|Join in Dip Campaign 


| Los ANGELES, Jan. 21—Three 


food companies, Carnation Co., Ca- 
llavo Growers of California, and 
Lawry’s Products, will join in 
March in a “Pip of a Dip” promo- 
|} tion, featuring three of the grocer’s 
|highest margin items. 

The promotion will tie in the 
| produce, dairy and condiment de- 
partments of food stores. Timed 
for Lent, the promotion is based 
on making a dip from Carnation 
cottage cheese, Calavo avocados, 
and Lawry’s seasoned salt. 

The three-company promotion 
will be heaviest in the seven west- 
ern states where Carnation mar- 
| kets its cottage cheese. Calavo and 
Lawry’s will carry the program na- 
tionally, tying in with other cot- 
tage cheese brands outside the 
Carnation distribution area. 


s Advertising support includes 24- 
|sheets in 105 cities, four-color 
pages in Sunday supplements in 
|nine cities, bkw space in 24 news- 
papers, and announcements on tel- 
evision programs in seven states. 

Recipe leaflets will be delivered 
to 350,000 homes in the West via 
milk route carriers. Point of pur- 
chase support will be built around 
a 4 four-color prefabricated gon- 
dola display, which will also be 
used to distribute recipes. The dis- 
play will show replicas of each of 
the three products in the promo- 
tion. In areas where Carnation is 
not sold, its carton replica will be 
replaced by an unbranded but oth- 
erwise identical piece, to allow tie- 
ins with local brands. 

Other material includes over- 
wire banners and tear-off recipe 
sheets. A heavy program of store 
demonstrations is scheduled. Dur- 
ing the promotion 752 demonstra- 
tion days are scheduled throughout 
the country. 


® The demonstrations and the 
promotion also will be utilized to 
offer grocers the opportunity of ty- 
ing in potato chips and corn chips 
with the dip. 

An accompanying publicity cam- 
paign calls for the preparation by 
California Foods Research Insti- 
tute of food page stories about the 
dip. These will be released nation- 
ally to food page editors and home 
economists. 

Erwin Wasey, Ruthrauff & Ryan 
is agency for Carnation Co. Foote, 
Cone & Belding is the Calavo agen- 
cy, and California Advertising 
| handles the Lawry’s account. + 
| Bolling Appoints Van Erk 
Ted Van Erk, former FBI agent, 
has joined the tv sales staff of Boll- 
|ing Co., New York, radio-tv station 
| representative. 


Martin Joins Stalcup 

| Howard L. Martin, formerly of 
Kenyon & Eckhardt, Chicago, has 
|joined Stalcup Inc., Kansas City, 
as special assistant to the president. 


ie Ae Sat Pee re ie Tee Re Oe ee ee ; Pi en ee cae ee emeie Te eee. Sh i SMe ae 2 ah 
Te. See cere ON 1, ee ae a i ee ef — Be Gi ies oe ae ee ee Rye 2 gevgeneebeic anit coe bade ? oe) i cece ee as = sanemer ogee eho Geet oes 
a gy te A p x = ee 7 _ r s ae Me gs Ge eee et rl ae Rice Loe ae Rou jilleels pet Nee paar eS) Bele bala (aed Bae 2. aa We ny ili ta 3s ae Z 
NG cee a RO RE Oe, 5 Sa ies —_— ae Sen ee eae 
ie eae i eee Me ne: Te bias ‘ Bick MeN as ae 2a eS : came eo Tele Pac oe 2 oe 
eae ; hee os Res re ed es a lei ert fay ‘nee a es ea, ; ose ace,” See anit) = ia. ar 
: : ’ ‘ : xs , ee : Sa oe ea Bai, , seal Se oi. eae i ; i ee ee ore cee ee a ee > eae) ee 
Es : : : : < “ oe ae : ss 
5 _———— SERRE AERIS ORS — 
eer 
aes | $ | 
Se : | : 
Bi 7k ~ 
aw — 
ee : + 
- at e oo = @ «sf! 
| " ce = e “N . natie . 
i 2 . io? * ; 
te ~~ , - Sovract Ji 
| . : “4 = ag ‘is Cheese : 
. *. Sy + a a ; 
eee 
, & - eis PS ‘ oo , maSOw le 2 . 
. a % : 
~~ ae: a _— . — . = Neen IETEEEEEEIEIEIESIES ST 
ee | 
Cari 
Bye, det 
ited 
Ba. f 
en ae 
aay 
ite Ci‘ 
ee ae 
E ae 
ae 
oes 
oe 
ee 
ag 1 
¥ tia 
eh 
‘Coe 
= ] 
he che: - 
Wace Pe 
” ee 
ae ee 
* ‘ Be 
ae up 37% 
tee up 10% 
: up 4% 
ae > 189 
Sos 74.8% 
ees 
, Faas 
ee oy 
io ee 
Pa { 
4 pe: { 
bored ee 
ee a 
- Se : 
; t 
" 
are — a 
i ; : —— 
a? ; ieee Oe eae Wy 
2 | Ee : ~ : ic i 
a THE man eS ee 
bs Ses ee ers | 
ea iy ue 5, 
% J 
4 
* Tao 
a 
4 
aa ” , 
cA 
. a ~ is 
% : 
—— 
4 : 7 
m niet e Fe eh : : Pia i 2 2 ; . 
i ei . _ F x a pectiat , 
: ey mere 9 zu Da io a «aaa : Peak ee PO ee co aie, ONG ce ee eam Sc SEEMS, ee ane ot SG een 1 Pay 


I'm 

ina 
HOLIDAY 
mood! 


The Holiday mood is a mood of pure enjoyment. 
Holiday appeals to the sort of people you want to reach 


at the time when they are most responsive to your message. 


HOLIDAY 
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In media selection, now is the time to throw away 
the half-hearted measures . . . the hopeful experiment 
... the divided and redivided advertising budget. Now 
is the time to concentrate with dominant schedules in 
dominant media. 

To produce results, sales efforts in 1958 must be 
positive and vigorous. Your supporting advertising 
must be concentrated in effective media with proven 
ability to move readers to buy. 

Now is the time for the deep look and careful re- 


Consult Your Advertising Agency 
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MAGAZINE OF MASS FEEDING—MASS HOUSING 
1801 PRAIRIE AVENUE * CHICAGO 16, ILLINOIS 


HOTELS + MOTELS + RESTAURANTS + RESORTS + CLUBS + HOSPITALS + SCHOOLS + COLLEGES + FOUNTAINS + CAMPS 
OFFICE BUILDINGS - GOVERNMENT PROCUREMENT 


INSTITUTIONS ™:- 
BUY EVERY wus 
MONTH OFFICE 
OF THE YEAR on: 


JANITOR SUPPLY HOUSES + FOOD 


ee aS: ts saa alae <2 i 


evaluation of advertising expenditures. Token sched- 
ules, fringe and untried media, weak and ineffectual 
publications are no help in selling today’s competitive 
market. 

Your selling efforts must be firmly supported with 
consistent advertising. In 1958, more and more adver- 
tisers will be using dominant space every month in the 
dominant publication, Institutions Magazine, to reach 
the buying core of the mass feeding, mass housing 
market. 


EMPLOYEE FEEDING OPERAAR * SANITARIUMS + 


WHOLESALERS + INTERIOR DESIGNERS + ARCHITECTS + CONTRACT FURNISHING FIRMS + 


DFFICES + AUDITORIUMS + FOOD SERVICE EQUIPMENT DEALERS + JANITOR 
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: Why Concentration of Your Advertising 
in INSTITUTIONS MAGAZINE 
Builds Sales Acceptance of Your Product 


nares 


‘7 e More readers with the buying habit. Institutions Magazine has the largest 
ABC-paid circulation in the mass feeding, mass housing field. 


More dealer, wholesaler and distributor product-acceptance. Institutions 
& Magazine provides more ABC-paid circulation to this group than the total of 

5 vertical publications, each having the largest ABC dealer circulation in 

its respective segment of the Institutions industry. 


More specification of your product. More architects, interior designers and 
eS food service consultants pay to read Institutions Magazine than any other 
publication in the mass feeding, mass housing market. 


More reader stimulation to buy. Institutions Magazine publishes more edi- 
2 torial content on food, food service, maintenance, furnishing and building 
than any other magazine serving the whole Institutions field. 


More visual excitement arouses reader action. Institutions Magazine pub- 
& lishes overwhelmingly more four-color and black-and-white photographs than 
any other publication for all Institutions’ readers. 


More buyer guidance. Institutions Magazine has more advertisers’ 

a sales messages than any other publication serving the entire 
industry, giving Institutions’ buyers full range of selection of what to 
buy and where. 


More editorial attention to the reader’s whole needs. Institutions Magazine 
e has more full-time editors expert in the specialized interests of readers. 


More buyer-and-seiler contact. Institutions Magazine has more reader and 
2 advertiser merchandising, reference and inquiry services than any other 
publication serving the whole Institutions market. 


WHAT'S AHEAD FOR 1958? 


Peter B. B. Andrews, Supervising Economist, Future 
Sales Ratings, writes in the January issue of Institu- 
tions Magazine, “Although optimism on general busi- 
ness has waned in some quarters, the overall con- 
sensus of the Board of Analysts of Future Sales Ratings 
indicates for 1958 a record-breaking level of activity 
well above that of 1957 for the Institutions field.” 


More campaigns build product acceptance. Institutions Magazine sponsors 
* more industry-wide merchandising activities, awards programs and educational 
exhibits than any other publication in the entire Institutions industry. 


More professional reference. Institutions Magazine receives more biblio- 
graphical reference in independent listings of editorial material (refer- 
& enced for operators and researchers) than any other publication serving 


the field. 


If you would like a full copy of this report analyzing 
the needs of Institutions in 1958, and their building 
expansion in every segment, write for “What's Ahead 
for 1958?” 


More industry contact and penetration. Institutions Magazine exhibits at 


e more conventions in more segments of the Institutions field than any other 
publication serving the entire Institutions industry. 


Readers WHO PAY Are 
Your Most Responsive Buyers 
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Using TV Cartoon Ads Only, Maltex Co.'s 
Maypo Moves to Nationwide Distribution 


NEw York, Jan. 22—Maltex Co.,|more, Cleveland and Detroit—all 


Burlington, Vt., will hike its ad| with gratifying results. 
budget from some $500,000 to “just 


advertise d/|including 
through an ani-| California, will be involved. 
mated tv charac- | 
er called “Mar- 


Maltex told ADVERTISING AGE that 
under” $1,000,000, as a result of | next year’s campaign will cover all 
zooming sales of markets in the northern part of the 
the hot breakfast | country, and that during the 1959- 
cereal, Maypo,|1960 sales year the entire country, 


the invention of Bryan Houston’s 
John Hubley, has led to the crea- 
tion of “Abbie,” an animated little 
|girl, whose doings revolve around 
Maltex, currently being shown on 
tv spots. + 


Stiller, Rouse Adds Two 

Stiller, Rouse & Hunt, Beverly 
| Hills, Cal., has added two accounts 
\—Angelus Trailer Mfg. Co., El 


Florida and Southern | Monte, Cal., and Lurie Construction 


|Co., owner of hotels in Santa Bar- 


Maypo’s success with “Marky,” | bara, Cal., and Phoenix, Ariz. 


Esquire Socks Attributes 
10.5% Gain to ‘Life’ Ads 

650 new accounts and 10.5% gain 
in sales is the 1957 record an- 
nounced by Esquire Socks division 
of Chester H. Roth Co., New York. 
And according to Arnold Raphael, 
vp, the factor most responsible for 
these gains was monthly consumer 
advertising in Life. 

For 1958, the company will con- 


Advertising Age, January 27, 1958 


the second half of the year, the 
campaign will be expanded to 
four-color ads in other media. Dan- 
iel & Charles, New York, is the 
agency. 


Wilding Names Parrott 

John E. Parrott, formerly direc- 
tor of merchandising and sales pro- 
motion programs of Wilding-Hen- 
derson, Detroit, has been named 
vp of the company, a subsidiary of 


tinue its once-a-month insertions 


Wilding Picture Productions, Chi- 
in Life for its Gevornor sock. In 


cago. 


ky.” | 

Bryan Houston 
Inc., New York, | 
plans tv spots} 
throughout}! 
the northern U.S. 
during next fall and winter, and 
throughout the entire country in 
the October-April sales season in 
1959-1960. 

Before Bryan Houston came up 
with the “Marky” series, virtually 
every medium was tried to push 
Maypo, a maple flavored cereal, | 
and Maltex, a conventional hot 
cereal. No other medium but tv is) 
now used. 

“Marky” is geared to young and | 
old alike. Commercial sequences 
revolve around a human situation 
related to the product. Typical is 
the accompanying one in which 
the father attempts to get “Marky” 
to eat his cereal by trickery and 


Marky 


*MARKY’ SAYS NO—Cartoon character 
isn’t fooled by his father’s subter- 
fuge. 


fails—but “Marky” in a sequence 
not illustrated gets around to his 
Maypo in his own time. 


® The 1956-1957 campaign worked 
with great success in the New York 
state and New England markets, 
the company reports. The 1957- 
1958 program went into new mar- 
kets including Philadelphia, New 
York, Washington, Denver, Balti- 


’ 7 
Mag’net-ism 
Dictionaries define it as “power to 
attract; power to gain the affections.” 
AND KOA-RADIO HAS IT! The pro- 
gramming and personality magnetism 
that dominates the entire Western 
Market! 


Cov’er-age — KOA-RADIO reaches 
—and sells—4 million Western- 
ers in 12 states, PLUS the sum- 
mer BONUS audience of over 
12% million tourists! 


Ra’dio — meons KOA-RADIO — the 


only station you need to sell the 
entire Western Market! 


. 


Represented 
nationally 
by: 


AA 1/58 | 


oeuver RUM 


One of America’s great radio stations 
850 Ke ° 50,000 WATTS 
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‘send it out local...and it 
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VOGUE on your advertising schedule means you’re running on 
schedule—straight to the heart of smart America. Your prod- 
ucts or services—as seen in VOGUE—hit every stop where 
the pace-setters live, from Portland (Me) to Portland (Ore). 
You're on the fashion circuit, reaching over 400,000 families 
who form the most influential concentrate of buying power 
in America. You’ve got the inside track into hundreds of 
the country’s leading stores, where buyers and merchandise 
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Hogan Heads Agency | Jakobsen Gets Rolleiflex 

Harry Hogan has been elected | 
president of Advertising Associates 
of California, Riverside, succeed- 
ing Wally Boyko, who resigned. 
Mr. Hogan was vp and account! ey cameras in 11 western states. 
supervisor with the agency for two| 


years, and before that was C0-| Neyille & Ronald Adds One 


owner of the original agency) Neville & Ronald, Philadelphia 
formed as a partnership in 1952. 


The agency has also become a vertising for Bestwall Certain-teed 
member of the Western States Ad-| Sales Corp., Ardmore, Pa. Gray & 


vertising Agencies Assn. Rogers is the previous agency. 


Ponder & Best, Hollywood pho- 
tographic equipment importer and 
distributor, has named Jakobsen 
Advertising Agency, Los Angeles, 
to handle its advertising for Rollei- 


’ 


|has been appointed to handle ad- 


Metering Tested 
in Bartlesville 
Pay TV Experiment 


BARTLESVILLE, OKLA., Jan. 21— 


| the company testing pay tv here, 
i|has begun testing public reaction 
to a metering plan of payment for 
telemovies as an alternative to 
fixed monthly charges. 

At present the 566 test outlets 


Video Independent Theatres Inc., | 


| of the system are paying $9.50 a 
/month for approximately 15 mov- 
|ies. Under the metered plan view- 
|ers would pay a minimum of $3.50 
a month for five movies plus an 
extra 65¢ charge for each addition- 
al movie viewed. 
The test meters, being produced 
'by Electronics International Inc., 
| Oklahoma City, are being installed 
jon the outside of consenting view- 
ers’ homes, at the point where the 
'telemovie feeder line enters the 
| building. The meters presently be- 


managers look to VOGUE and its fashion power to flash their 
go-ahead-and-buy signal. You've sent your products or serv- 
ices on the tour that gains them national acceptance. The 
response comes back direct, and strong, to your factories, 
offices, and showrooms from every whistle stop and big city 
in the nation. For when VOGUE readers try your product this 
season, all America buys it next season. Get your advertising 
onto the mainline to smart America. Start products moving. . . 


a a 
= ve 


comes back express 


9) 


let VOGUE’s persuasive fashion authority take them out. 
Let VOGUE’s unique selling power bring back the results. 


VOGUE 


the selling power is fashion...the fashion power is Vogue. 


ee eon 


ing installed will be read monthly. 
There is no extra fee for installing 
the meter. 


s The metering idea is entirely 
experimental and is designed to 
determine which of the two plans, 
flat charge or meter, the pay tv 
public prefers, according to Henry 
S. Griffing, Video president. If the 
reaction to the meters is favorable, 
he said, Video will push ahead in 
that direction. For one thing, he 
said, Video would develop meters 
that will reveal more information, 
such as a record of the specific 
pictures viewed. 

“Our whole approach,” he said, 
“is to find out what the public 
wants ... We intend to continue 
searching for the right combina- 
tion of programming and payment 
plans to make telemovies the suc- 
cess we feel they will be.” + 


Hertz Boosts ‘58 
Estimated Budget 
$1,300,000 More 


Cuicaco, Jan. 21—Hertz Rent A 
Car System, subsidiary of Hertz 
Corp., has increased its ad budget 
for 1958. According to plans made 
public last October (AA, Oct. 28), 
Hertz intended to spend about $6,- 
| 800,000—split about 50-50 betweea 
| local and national advertising. 

Now, according to Walter L. 
| Jacobs, Hertz president, the compa- 
ny plans to spend $8,500,000 on 

1958 local and national advertising. 
This represents a 63% increase 
over last year’s total budget of $5,- 
| 200,000. 

Mr. Jacobs announced the new 
ad plans in a speech before the 
Boston Security Analysts Society. 
At the same time, he predicted that 
| Hertz revenues would reach $100,- 
000,000 in 1958—five times the 
total for five years ago. 1957 vol- 
ume, he said, was approximately 
$80,000,000. 

Campbell-Ewald Co., Chicago, is 
the Hertz agency. + 


16-Page Section Greets 
‘Marjorie Morningstar’ 

A 16-page advertising section in 
the April issue of Harper’s Bazaar 
| will promote the Warner Bros. pic- 
| ture, “Marjorie Morningstar,” as 
| well as the manufacturers partici- 
|pating in the film (AA, July 29). 
Featured in the ads will be the 
|clothing, jewelry and toiletries se- 
|lected by Harper’s to be worn in 
|the picture. All the merchandise 
| will be available in about 200 stores 
this spring, marking the first time 
|that clothes and jewelry featured 
|in a movie will be available in 
| stores. 

Four of the ads in the section will 
be in four colors; and all the ads 
|will have a wash of Morningstar 
|blue as a background. Advertised 
in the section will be Julius Kayser 
| lingerie, Eloise Curtis clothes, Cat- 
jalina swimwear, Ritter Bros. furs, 
Hannah Troy dresses, Maurice 
|Handler sweaters, Sbicca shoes, 
|Ingber handbags, Coro and Ven- 
dome jewelry, Mary Grey hosiery, 
LaCoste shirts, Park & Tilford per- 
|fume, Lady Esther Puff powder 
jand Lustre Creme. Warner Bros. 
|has also scheduled a page in the 
section. 


| Pintoff Appoints Kenner 

Edward T. Kenner, formerly film 
producer-director and production 
supervisor of Maxon Inc., has been 
appointed vp in charge of sales and 
| service of Pintoff Productions, New 
| York, producer of animated com- 
mercials. 


Holt Succeeds Wilson 

Victor Holt Jr., vp and tire sales 
manager, has been named exec vp 
of Goodyear Tire & Rubber Co., 
Akron, O., to succeed R. S. Wilson, 
who is retiring Feb. 1. Mr. Holt 
joined Goodyear in 1929. 
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Year-Long Testing of Nescreme Is Aimed at 
Easing Acceptance by Supermarts: Lanigan 


NEw York, Jan. 21—The average | Electric Products Inc. Mr. Odquist 
chain store has added 200 new|cited Sylvania’s M-size flash bulb 


items each year for the past ten|made from zirconium instead of 
years and now carries 5,000-6,000 


| ABC Adds Members the nonbuyer members, an agency, 
Five newspapers—three dailies,| =. M- Freystadt Associates, New 

a weekly and a religious weekly—| York, was added to the member- 

and a business publication have |Ship list to total 1,054 members in 

been elected to Audit Bureau of |the buyer division. 

Circulations, bringing total mem- 

bership in nonbuyer divisions to|Jones & Laughlin Sets Push 
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)retailers in Wayne, Oakland and 
| Macomb Counties. A page ad in a 
Detroit daily, with names of oper- 
ating retailers, is also planned. 
Ketchum, MacLeod & Grove is the 
| agency. 


items—a situation that results in 
chain store buying committee re- 
sistance to new products, Nestle 
Co.’s new products manager, Fran- 
cis W. Lanigan, told the American 
Marketing Assn.’s New York chap- 
ter last week. 

Describing distribution as the 
bottleneck in product introduction, 
Mr. Lanigan explained that small- 
area testing helps produce sales in- 
formation which can be used to 
overcome such chain store resist- 
ance to new products. 

“Of eight new products the chain 
picks up, it drops five,” he said. 
“The chains are getting smart. 
They’re using IBM cards. They’re 
asking for higher margins. The 
buyer always asks, ‘What’s the| 
margin?’ ” 

Mr. Lanigan disclosed Nestle’s 
current efforts to produce selling 
points on a new product in small- 
area market research testing which 
the salesman can present to the 
buyer and his committee. 


@ Nescreme, a powdered cream in 
a 4 oz. can, selling for approxi- 
mately 33¢, is being tested in Port- 
land, Me., and Roanoke, Va. It is 
a coffee creamer as a powder and} 
can be made into whipped cream 
and ice cream with the addition of 
water. The product was introduced 
in the test markets in September. 
Tv and radio spots and newspaper 
ads followed in October, and mar- 
ket research testing on store move- 
ment, consumer panel acceptance 
and repeat buying will start this 
week. Tests will continue for a 
year, he said. 


aluminum, and the 8mm projec- 
tion lamp introduced last week, 
which comes with built-in conden- 
sers and reflectors, as two illustra- 


2,828. The dailies are the Sun-Star, 
Merced, Cal., the Citizen, Lima, O., 
jand the Record Herald, Waynes- 
| boro, Pa. The others are the News, 


The container division of Jones | Rea, Fuller Adds Peat Co. 
& Laughlin Steel Corp., Pittsburgh, Rea, Fuller & Co., New York, has 
will begin next month a “full-| been appointed to handle adver- 
scale” merchandising program to’ tising for the Eclipse Peat Co., Ash- 


tions of new products filling needs | Lima, O.; Vermont Catholic Trib- promote sales of its galvanized cott, England, with U.S. offices in 


that were created solely in the la- 
boratory. + 


une, Burlington, Vt., and Electronic 


ware in the Detroit area. The pro- |New York. The company produces 


News, New York. In addition to) gram will cover some 800 hardware plant and lawn fertilizers. 


To buy shelf space for introduc- 
tion, the chains get one case free 
with every six cases they bey. | 
Nestle anticipated 40%-50% dis- | 
tribution, and received 95%, seli- 
ing out its estimated three-month 
supply in ten days. 

The product is competing against | 
M&R Dietetic’s Preem, a coffee | 
creamer, and General Foods’ 
Dremewhip, a synthetic whipping 
aid introduced in Portland and 
Roanoke at the same time as Nes- 
creme. 


s Mr. Lanigan said 99 new prod- 
ucts out of 100 at Nestle are turned 
down in the test kitchen. 

One product was killed a year 
ago, on the cornpietion of consumer 
testing, package design and sales 
promotion material, because mar- 
ket conditions changed. This was a 
brownie mix. 

“Pillsbury and General Mills 
were test marketing brownie mixes 
and cut their prices to 40¢ a case 
when Procter & Gamble bought out 
Nebraska Consolidated Milling, | 
which had such a mix,” he said. 
“We took a long look, a deep sigh 
and killed ours.” 


s A second speaker at the lunch- 
eon meeting contended that new 
products do not necessarily origi- 
nate in consumer needs; they can 
be born in the pure research la- 
boratory, he said. 

He was Maurice V. Odquist, di- 
rector of new products at Sylvania 


Egbert 
does 
at! 


See page 104 


Product Engineering has a full-time editorial staff of 43 people. Twenty-seven are editors who have 31 college degrees from B.S. to Ph.D. . . . 122 years of engineering and industrial experience ..., 


America demands product design progress 
their magazine... FAST, FREQUENT, AHEAD 


Product design engineers, the men responsible for 
America’s new products, are working under tremendous 
pressure. The intensified push for design progress comes 
from many levels. Earth satellites, intercontinental bal- 
listic missiles, and atomic-powered ships accelerate the 
international tempo. Rising labor costs emphasize the 
need for more efficient industrial equipment. Increased 
competition for customers keeps the race “hot” among 
manufacturers of consumer products. 


Today, far more is expected from design engineers! And 
design engineers expect far more from their magazine! 
Men in a hurry (and hurried, too) they insist that their 
magazine meet the challenge of the new era. Pressed for 


time, they want a COMPLETE EDITORIAL SERVICE 
in a single, authoritative publication. They want every- 


thing . . . ranging from significant technical details to 
information about general trends . . . and they want it 
fast ina WEEKLY MAGAZINE. 


Product Engineering—with the largest full-time editorial 
staff of any design magazine—is geared to meet these new, 
urgent demands of readers. Result? More men engaged 
in product design, research and development subscribe 
to Product Engineering than to any other design maga- 
zine! And advertisers? They place more pages, and in- 
vest more dollars, in Product Engineering than any other 
design publication! 
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Farm Bureau Appoints 

Jackson, Haerr, Peterson & Hall 
has been named to handle Farm 
Bureau Insurance Companies in 
three states. They are the Michigan 
Farm Bureau Insurance Services, 
Lansing; Rural Insurance Compa- 
nies (Farm Bureau Companies in 
Wisconsin), Madison, and Ken- 
tucky Farm Bureau Mutual Insur- 
ance Co., Louisville. Michigan and 


Wisconsin will be handled from the 
agency’s Peoria, Ill., office, and| 


Kentucky from the Jefferson City, advertising manager and promotion 


Mo., office. Jacksen, Haerr han- 
dles national advertising for the 
Farm Bureau Insurance Group and 
with the addition of the three state 
companies it places statewide ad- 
vertising for the companies in 22 
states. The agency expects total 
budgets of the national and state 
groups to run in excess of $500,000 
in 1958. 


Regal Names Auerbach 


Vivian Auerbach has been named 


director of Regal Knitwear Co., 
New York, manufacturer of sweat- 
ers and bathing suits “from crib to 
college.” She has held similar po- 
sitions with Aronoff, Richling & 
Fein and Richard Englander Co. An 
expanded advertising and promo- 
tion program is planned for 1958, 
including a “young couture” col- 
lection of swimsuits designed by 
three European couturiers. 


Dole Elects Cornuelle, White 
Herbert C. Cornuelle has been 


elected president of Dole Hawaiian | 


Pineapple Co., San Jose, succeed. (VO ] Agency Job 
ing Henry A. White, who becomes Is Still Selling 


chairman of the board, an office 
which has been vacant since the 
retirement in 1948 of James D. 
Dole, founder of the company. 


Browne Joins Bennett 

Raymond Browne, formerly an 
account executive with Young & 
Rubicam, has been named copy 
chief of Victor A. Bennett Co., New 
York. 
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EDITORS IN KEY CITIES 


... throughout the World 


in the United States 


Felix Giordano 
DETROIT 


Plus 
News Bureau located in 7 


Economics, Dexter Keezer, 


40 editors of the McGraw-Hill 


Plus the McGraw-Hill Department of 


Richard Lown 
MiLAN 


U.S. cities. 


Director. 


188 years of reporting and technical writing experience. 


af ees 


ae 


Silke Brueckler 


Plus 16 full-time editors of the 
McGraw-Hill News Bureau in 
7 foreign countries, 
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‘Consumer: Danforth 


New York, Jan. 21—The role 
of advertising agencies may be 
changing, but their job of selling 
a product to the consumer is here 
| to stay, according to J. Davis Dan- 
forth, exec vp of Batten, Barton, 
Durstine & Osborn. 

Mr. Danforth acknowledged that 
agencies today play a bigger part 
in the over-all marketing of prod- 
ucts than they did “when I went 
into the field 30 years ago.” 

But, in a speech before a confer- 
ence here of the American Man- 
agement Assn., he maintained, 
“There will never, in my opinion, 
be any question that an advertising 
agency’s primary job is still to 
create a basic theme that will sell 
a product to the consumer. 

“Nothing in an agency will ever 
take the place of a good, creative 
idea.” 


s After noting that the agency 
now works “hand in hand with its 
clients, and in complete confidence 
of clients about new products,” he 
said BBDO’s growth was due 
mainly to increases in sales of 
existing products and successful 
introduction of new products by 
advertisers associated with his 
agency. 

Mr. Danforth said two-thirds of 
BBDO’s billing today “comes from 
accounts we have served for more 
than ten years.” # 


British Daily and Magazine 
Set One-Shot Ad Records 

The Evening Standard, London 
daily, and Woman, British weekly, 
both set records recently for ad- 
vertising expenditures by one 
company in one issue. W. A. Gilbey 
Ltd. was responsible for the news- 
paper’s record with a series of ads 
for Smirnoff vodka. The series be- 
gan on the first page with a small 
teaser and the ads then became 
bigger and bigger untii full-page 
size was reached. Alfred Pember- 
ton Ltd. was the agency. 

Woman established its new rec- 
ord in the Jan. 25 issue with four 
consecutive bleed pages—two in 
full color—by Alice Edwards Ltd., 
a fashion house. The double spread, 
placed by Conroy Wykes Adver- 
tising, previewed the company’s 
collection of Italian-inspired fash- 
ions, Cost: $39,425. 


POWERCAR CO. 250 witow st. mystic, Conn, 
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Labor Press’ Novel 


Merchandising 


Methods Boost National Ad Volume 


AFL-CIO Papers Have 
Single Rep; Oppose 
Phony ‘Labor’ Papers 


By Charles Downes 


New York, Jan. 21—The labor 
press is growing in importance as 
an advertising medium. 

This is true despite the activities 
of a small number of phony labor 
publications which, during the past 
few years, have developed a flour- 
ishing racket by high-pressuring 
businesses into buying advertise- 
ments in privately owned, non- 
union publications. 

At the recent International Labor 
Press Assn. convention at Atlantic 
City, the editors of 300 AFL-CIO 
publications, with a combined cir- 
culation of 20,000,000, voted to in- 
tensify their efforts to wipe out so- 
called “racket” labor papers (AA, 
Dec. 9, °57). George A. Meany, 
AFL-CIO president, even sug- 
gested that, if it becomes necessary, 
legitimate labor papers should stop | 
taking advertisements and thus cut 
the ground out from under phony 
labor publications. 

It seems unlikely that such dras- 
tic action will be taken. The labor 
press in recent years has become 
too important as an advertising 
medium. 

But for those who would like to 
know how to tell whether a pub- 
lication is a legitimate labor paper 
or not, here are a few criteria sug- | 
gested by Alex Smith, director of 
Trade Union Advertising, largest) 
advertising representative of AFL- | 
CIO publications, who probably is 
one of the foremost authorities in 
the country on labor press adver- | 
tising: 


ws “An advertiser has three ways 
of checking on the legitimacy of a| 
publication claiming to be a labor | 
union paper,” Mr. Smith says. 

“First, the advertising rate 
should be in proportion to its cir- 
culation. The ad rate should not be 
more than l¢ per line per 1,000 
circulation. In other words, the ad | 
rate for a labor paper with a cir- 
culation of 20,000 should be about 
20¢ per line. As the circulation | 
goes up the ad rate per line goes| 
down. The Milwaukee Labor Press, 
for example, has 80,000 circulation 
and its ad rate is 50¢ a line. 

“Second,” Mr. Smith says, “most 
legitimate labor publications de- 
velop special merchandising cam- 
paigns to help an advertiser sell 
his products or services to union 
members. A union publication that 
will not cooperate in this way is 
open to question. 

“Third,” he says, “an advertiser 
who really wants to know whether 
a labor paper is on the up-and- 
up can find out easily by merely 
picking up the phone and calling 
Barney Mullady, secretary of the 
International Labor Press Assn., 
in the AFL-CIO Building, Wash- 
ington, D.C. Trade Union Adver- 
tising Inc. (OX 5-4860), although 
my own organization, is another 
source of information. We’ll be glad 
to tell any advertiser the names of 
the official labor publications.” 


® To a large extent, the labor press 
is still regarded as a local adver- 
tising medium. However, in the 
past few years it has carried an 
increasing amount of national ad- 
vertising. But national advertising 
still has a long way to go to catch 
up with the volume of local ad- 
vertising carried by labor papers. 

National advertising in labor 
publications in 1957 is estimated 
at $500,000, an increase of 400% 
since 1947. 

Local advertising carried by la- 
bor publications in 1957 is esti- 
mated at $10,000,000. This is an in- 


Not all labor papers, of course, | 
accept advertising. The number 
that do is about 200. These have 
an estimated circulation of 6,000,- 
000. 

Among national advertisers, 
Brown & Williamson Tobacco Co. 
was the first company in the post- 
war period to use the labor press 
extensively. It spent about $75,000 | 
in 1945 and 1946 on a national | 
schedule to promote its union-label 
cigarets. B&W’s advertising in the 
labor press actually dates back to 
1934, when it put the union label 
on its products, at a time when 
most other cigaret companies were 
non-union. 

At that time the Tobacco Work- 
ers Union assigned representatives 
to visit unions throughout the coun- 
try to sell members on smoking 


Raleigh cigarets and other B&W | of glass containers. Vitasafe Corp. | mail through back covers in eight | 


tobacco products. This reportedly | 
resulted in substantial sales in-| 
creases for the company during the | 
depression days. | 


® Other so-called old timers among | 
national advertisers in labor pub- | 
‘ications include Hamilton Watch | 
Co., H. D. Lee Co., work clothing | 
manufacturer, and International 
Correspondence Schools, which has 
been using labor publications in 
the railroad field for more than 20 
years. 

Since 1945 the list of national 
advertisers has grown slowly but | 
steadily. Seagram Distillers Co. | 


ALEX SMITH opened his own office as 


started about eight years ago and |q publisher’s representative in 1942, 


has been a consistent advertiser 
since then in about 60 publications. 

The Remington Rand division of 
Sperry Rand Corp. has been using 
185 labor publications since April, 
1956. Whitehall Pharmacal Co. uses 
75 labor papers for its Preparation 
H. Reader’s Digest uses about 75 
labor papers. The Glass Container 
Manufacturers Institute uses about 
50 labor papers to promote the sale 


later organized ad buying in labor 
publications to create a consoli- 
dated medium. He worked for 
Metropolitan Advertising Agency 
and Goldsmith Advertising, New- 
ark, and far the Newark Courier 
and People’s Press before forming 
Trade Union Advertising Inc. 


has been selling its vitamins by 
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cova magazines for the past two 
years. 
|= U.S. Steel Corp. has been using 
|14 labor papers in California re- 
cently to promote the use of nails. 
Nationwide Insurance Co. uses 20 
labor papers to sell group insur- 
ance. Sears, Roebuck Co. uses 40 
jlabor papers regularly, and Blue 
Cross Hospital Service uses 100 
labor papers through its local agen- 
cies throughout the country. 
Mail Pouch Tobacco Co. has 
spent about $50,000 a year in the 
labor press to promote its chewing 
tobacco, because many workers in 
plants where no smoking is per- 
mitted chew tobacco to relieve ner- 
vous tension. A recent contest 
sponsored by Mail Pouch for its 
Kentucky Club smoking tobacco 
and its Mail Pouch chewing tobac- 
co reportedly secured more male 
entrants from labor press advertis- 
ing, at a lower cost per reader, 
than were obtained from similar 
ads in a leading magazine, leading 
farm publications and newspapers. 
Mr. Smith says that the mer- 
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AS you can see, Tidewater is spelled with a capital T in Virginia. Unlike the old ox road 
in the song, Tidewater, Va., is a place, not just a proposition. Any Virginian can tell you 
exactly where it is. 

It is the single, continuous urban area comprising the cities of Norfolk, Portsmouth, 
Newport News, Warwick and Hampton in a booming metropolis ringing Hampton Roads, 
one of the world’s greatest natural harbors. 


Warwick and Newport News will merge July 1; and it has been proposed that all 


For marketing purposes, all five already are one city, spelled TIDEWTAR, Va. 


which spelling locates and defines the market. For WTAR delivers the whole package. 


WTAR was the first Radio station in the market. WTAR was the first Television 


station in the market. And WTAR continues to lead in both Radio and TV. WTAR’s years 


crease of 50% since 1947. 
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chandising campaigns conducted by 
labor papers for advertisers have 
probably done more than anything 
else to stimulate advertising in la- 
bor papers. 


® Here is how a merchandising 
campaign is handled to help sell 
an advertiser’s product: 

“First,” Mr. Smith says, “we an- 
alyze a company’s labor policy to 
make sure union members will ac- 
cept the advertiser as being ‘fair to 
labor.’ Any company whose em- 
ployes are on strike or locked out 
is unacceptable until the dispute 
is settled. 

“Before the advertising starts, we 
usually run publicity in the labor 
press, telling about the good labor 
relations of the advertiser, the good 
points of his product, and outline 
the advertising schedule that has 
been arranged. 

“Then,” Mr. Smith says, “we 
have each individual publication 
send out letters to the unions in the 
city it covers (usually between 200 
and 500), advising them about the 
forthcoming advertising campaign 


and enclosing a reprint of one of 
the ads for posting on the bulletin 
board in the union hall. The union 
secretary is asked to read the letter 
requesting members to buy the 
product at a regular union meet- 
ing. Letters may also be sent to 
retailers advising them of the cam- 
paign and urging them to tie in 
by featuring the product. 


s “Feature Ring Co., for example, 
received hundreds of replies from 
interested jewelers after they had 
learned about the campaign the 
company planned in the labor press 
to promote its diamond rings. 

“If advertisers have sales rep- 
resentatives in an area,” Mr. Smith 
says, “they are given letters of in- 
troduction to the editor of the local 
labor paper so that they may be 
given individual local sales aid if 
they want it, and most of them do. 

“Sometimes arrangements can be 
made to have an advertiser’s rep- 
resentative speak at a meeting of 
union members who may sell the 


| 


advertiser’s product. For example, 
bartenders, drug clerks, supermar- | 


ket clerks, etc. 


“Unions often have conventions |rangements may be made for sam- 


sampling, such as cigarets, ar-|from advertisers. 


In some cities, such as Akron and 


or exhibits at state fairs, where|pling at union banquets, conven-|Los Angeles, the unions have cre- 


they are willing to display union- 
made products without charge,” 
Mr. Smith says. “Tickets are given 
out to visitors to fill in if they are 
interested in buying the product. 
One office machine company re- 
ceived 339 leads for its equipment 
from one state fair exhibit where 
the booths and exhibit expenses 
had been paid for by the union. 


s “If a product has a large first 
cost, such as an automobile, we 
may work out a plan for fleet dis- 
counts for a quantity of cars bought 
by members of a union. This en- 
tails distributing special courtesy 
cards from the local dealer at union 
halls. Dealers may also be intro- 
duced at union meetings by the 
local newspaper representative. 

“If the product is union-made,” 
Mr. Smith says, “letters of indorse- 
ment may be secured from union 
officials urging union members to 
consider the product. 

“If a product is suitable for 


tions, picnics or at ‘coffee breaks.’ ated large department stores, 
“If a schedule is big enough, a which sell to union members at 
local press representative may be | lower prices. In New York, Dis- 
assigned to visit retailers to put up trict 65 of the Wholesale & Retail 
displays or to call on union officers| Workers uses a whole floor at 13 
to arrange for sampling. | Astor Pl. to sell all types of stand- 
“Of course,’ Mr. Smith says,’ ard brand merchandise. It does a 
“merchandising is graduated ac-|volume of more than $1,000,000 
cording to the size of the sched- | annually. 
ule. However, in general, the labor | 
press will do everything possible to; # Until about ten years ago there 
insure the success of an advertising| had been very little national ad- 


campaign.” 


® As the labor press has improved 
its editorial content, Mr. Smith 
points out, the quality of the ad- 
vertising has also improved. In 
addition, a number of labor pub- 
lications have used novel mer- 
chandising ideas to increase adver- 
tising results for local merchants. 
In Cleveland, the Cleveland Citi- 
zen has had a buyers’ club for a 
number of years, composed of 
about 5,000 women, who receive 
merchandising credits for buying 
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of experience and well established leadership can lead you to more sales in TIDEWTAR, 
Virginia’s greatest and one of the nation’s fastest growing markets! 


na 


Market No. 1 in the State, No. 27 in the Nation. 


WTAR TELEVISION 
Channel 3 


WTAR RADIO 
790 Kilocycles 


WTAR Radio Corporation * Business Offices and Studios: 720 Boush St., Norfolk 10, Va. 
Telephone: MAdison 5-6711 * Represented by Edward Petry and Company 
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vertising in the labor press, largely 
because there were no facilities to 
obtain rates and circulation data 
without contacting several hundred 
| publications individually. 

| Now, through Trade Union Ad- 
vertising Inc., advertising agencies 
are able to issue one order for as 
many publications as they wish to 
use, and to receive one bill after 
the publications appear. Advertis- 
ing agencies receive the customary 
15% commission and the usual 2% 
cash discount from labor papers. # 


Siegler Introduces New 
| Sellevision System 


| Siegler Corp.’s Hallamore Elec- 
tronics Co. division is introducing 
a “completely new method of com- 
munication employing a proven 
medium—filmed programming.” 
The company’s Sellevision unit 
consists of a steel console standing 
6’ high, which projects slides or 
moving pictures from a self-con- 
tained projector to an eye-level 
screen in the upper part of the con- 
sole by way of three high-reflec- 
tion mirrors. 

The Sellevision console equipped 
for slides is priced at $1,475; the 
moving picture version costs $1,- 
650. Either can be leased for about 
'$50 a month. Introduction of the 
junit coincided with the inaugura- 
tion of Siegler’s Hollywood branch, 
known as Hallamore A-VECS 
| branch. The company plans to es- 
tablish 13 other branches through- 


out the country. 

Smith Joins McGraw-Hill 
Wayne Smith, formerly on the 

editorial staff of Electric Light & 

Power, Chicago, has joined Elec- 

| trical Merchandising, published by 


|McGraw-Hill Publishing Co., New 
| York, as sales promotion manager. 


_Picard-Marvin to Move 
| Beginning Feb. 1, Picard-Marvin, 
| New York agency, will occupy new 


amnion at 655 Madison Ave. 
| 


STRATEGIC 
ADVERTISING 
COVERAGE 


OF THE WORLD-WIDE 
$38,000,000,000 
Military Market 


The six world-sponning Army 
Times service publicotions ore 
the mass circulation media reed 
most by the militery. Write or 
coll for full information. 


ARMY TIMES + AIR FORCE TIMES * WAVY TIMES 
The American WEEKEND * MILITARY MARKET Mogazine 


The ARMY-NAVY. AIR FORCE REGISTER 


ARMY TIMES 


PUBLISHING CO. 
2020 M St., NW * Washington 6, D.C. 


U. S. OFFICES: Chorteston, $. C., Chicago, Hone- 
tuly, Les Angeles, Miemi, New Yerk, Philedel- 
phic, Sen Froncisce 
FOREIGN OFFICES: Fronkfurt, Londen, Poris. 
Rome, Tokye 
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Times-Picayune States daily 
circulation in metropolitan 
New Orleans is 10% greater 
than the number of tv sets 


Represented by 
JANN & KELLEY, Inc. 


Che Cimes-Picauune 


NEW ORLEANS STATES 


Eastman Kodak Sponsors 
Color Photography Exhibit 
Eastman Kodak Co., Rochester, 
{will sponsor a color photography 
exhibit in a dozen major cities 
this April and May. The company 
reports the exhibit will be of par- 
ticular interest to people in ad- 
|vertising and publishing, as well 
|as photography. The show will em- 
phasize the versatility of the color 
negative system. Also featured will 
be pictures of r.o.p. newspaper ad- 
vertising. The show will open the 
first week in April at the Hotel 
|'Commodore, New York, after a 
,one-day preview in Rochester. 


Karr Leaves Allis-Chalmers 
Charles N. Karr has retired as 
|sales promotion manager of the 
jtractor group, Allis-Chalmers 
|Mfg. Co., Milwaukee. He has 
|held that position since 1945, 
| directing advertising and sales pro- 
motion. He first joined Allis-Chal- 
mers as a distributor in 1919. His 
|successor has not yet been named. 
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Alert London Admen 
Use Hillary's Feat 
for Tie-in Splash 


Lonpbon, Jan. 21—The success of 
Sir Edmund Hillary’s overland 
dash to the South Pole gladdened 
the hearts of newspaper advertis- 
ing managers here. For the new 
achievement by the conqueror of 
Mt. Everest brought the biggest 
spate of prestige tie-in advertising 
in months. 

The news that Mr. Hillary’s 
party had reached the pole was re- 
ceived in London on Jan. 3. The 
following morning, Saturday, the 
Daily Mail carried an 11” triple 
column ad paying tribute to the 
feat. The ad, for John Player & 
Sons, the cigaret and tobacco mak- 
er, was placed by John Haddon & 
Co. Ltd. 

The Haddon agency is making a 
specialty of these “stop press” ads, 
geared to topicality. The Hillary 
ad for Players was the third they 
have placed in recent months tied 
to a topical news event. 


s Fast work by Associated Tele- 
Vision, the Standard Motor Co. and 
Standard’s agency, George Cum- 
ming Ltd., resulted in a 60-second 
live commercial on the independent 
television network on Sunday eve- 
ning promoting the Ferguson trac- 
tors and their Standard engines 
used by Mr. Hillary’s party. 

All during the week further 
prestige ads tied to the transpolar 
trek appeared in national newspa- 
pers and special interest magazines. 

The Dunlop Rubber Co. (Charles 
F. Higham Ltd.) took half pages 
to promote the Dunlopillo mat- 
tresses used by Hillary and his 
party. 

British Petroleum (S. H. Ben- 
son Ltd.) also booked half pages 
to promote BP fuels and lubricants 
and petroleum products which 
were used by the Transantarctic 
expedition. 

Smaller ads were used by Good- 


HILLARY 


gets there on 


GOODFYEAR 


MOTORISTS! 


fom oo he & 


MORE PEOPLE THE WORLD OVER HIDE OF GOODTEAH TYRES TH4 OF ANT OTHER Mane 


year Tires (Erwin Wasey, Ruth- 
rauff & Ryan Ltd.) to tell Britain, 
“Hillary gets there on Goodyear’; 
and Ultra Electric Ltd. (Pritchard 
Wood & Partners Ltd.) “radio 
equipment designed and manufac- 
|tured exclusively by . Ultra 
| Electric Ltd. is used both by ground 
jteams and support aircraft of 
the British and New Zealand 
teams. . .” # 


Thornblad, Walther Merge 


Sven Thornblad Sales Engineer- 
ing Co., New York agency, and F. 
P. Walther Jr. & Associates, Bos- 
ton agency, have merged under the 
Walther name. Mr. Walther re- 
mains president of the agency 
while Mr. Thornblad, one time copy 
chief for Brooke, Smith, French & 
Dorrance, is exec vp and a board 
member. The merger will enable 
the New York group to “grow at 
least as fast as our accounts grow 
so that we don’t lose them to larger 
agencies,” according to Mr. Thorn- 
blad. 
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IN 1957 


THE NEWS WAS THE ONLY 
NEW YORK NEWSPAPER 


TO GAIN IN 
DISPLAY ADVERTISING- 


ALL OTHER N.Y. CITY 
NEWSPAPERS LOST ! 


The News gain was 397,526 lines 


AND THE NEWS HAD THE GREATEST GAIN IN TOTAL 
ADVERTISING OF ANY NEW YORK NEWSPAPER IN 1957! 


DISPLAY Advertising 1957 vs. 1956 
NEWS 397,526 GAIN 
Journal American 25,592 LOSS 
Mirror 75,770 LOSS 
Times ' __359,197 LOSS 
World-Telegram & Sun 420,226 LOSS 
Post 927,625 LOSS 
Herald Tribune _._—- $40,692 LOSS 
SOURCE: Media Records, Inc. 


with more than TWICE the circulation, Daily and Sunday, of any other newspaper in America 


The greatest 
advertising 
year in the 

history of 


The News 


TOTAL Advertising 1957 vs. 1956 


NEWS__ 385,235 GAIN 
Mirror 22,797 GAIN 
Journal American _ 271,670 LOSS 
World-Tolegram & Sun_ 420,850 LOSS 
Post 822,344 LOSS 


Herald Tribune 1,475,986 LOSS 


Times ___.1,726,061 LOSS 
SOURCE: Media Records, Inc. 


NEW YORK’S PICTURE NEWSPAPER 


2 079,423 Daily—3,480,905 Sunday ABC Publishers Statement—6 months ended September 30, 1957 
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Handbook Published as ' : 
Guide for Supervisors sonality functions, is organized for 

Science Research Associates, |¥US€¢ in supervisor training courses. 
Chicago, has published “Human |Some of the topics: Relationship 
Understanding in Industry,” a 112-|between supervisor and his men; 
page handbook for supervisors. | Ow people got the way they are; 
Written by Dr. William C. Men-|What personality consists of; see- 
ninger and Dr. Harry Levinson, | ing the other fellow’s point of view 
both of the Menninger Foundation, |@nd making the most of manpower. 


the book attempts to answer prob-| Single copies are $2.25 each; 
lems that beset supervisors, fore- | group training orders, 25 or more 
men or leaders in industry and/cop‘es, $1.75 each. A “Leader’s 
business. The contents, which pre- Guide,” for use in conducting 


;sent a view of how the human per- | group discussions, also is available 
\for 50¢ from the industrial divi- 
sion, SRA, 57 W. Grand Ave., Chi- 
| cago. 


‘Sachs Promotes Two 


Sachs Quality Stores, New York, 
has appointed Edward Jay associ- 
ate advertising manager and Paul 
P. Lazovick assistant ad manager. 
Mr. Jay formerly was assistant ad 
manager. Mr. Lazovick has been 
production manager. 


NE OF A SERIES OF RECURRING PIPEDREAMS 


SUBLIMINAL (sisi: 


SAN FRANCISCO, LOS ANGELES, NEW YORK, SEATTLE 
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WELLy HOW DID 

YOU LIKE. YOUR 
IRS 

TR KARP? 


WE ONLY FLASH 
THE MESSAGE ON 
THE SCREEN FOR 


{YOU GOING TO LET 
‘EM GET AWAY WITH 


\ THAT, MR. 


| 
i 


R. Silton 
Susman 


Collingwood 
J. Silton 


Hoffman 
M. Silton 


Paquette 


| HEAD NEW AGENCY—Officers of the merged Silton Bros., Callaway 

agency in Boston are Myron L. Silton, president; Jason N. Silton, 

| chairman of the board; Ramon H. 

wood, vp; Earle W. Hoffman, senior vp; Andre B. Paquette, vp, art, 
and Morris Susman, treasurer (AA, Jan. 20). 


Silton, exec vp; Norman Coiling- 


Way to Space Man, 
‘Says Macy’s Corey 


New York, Jan. 21—Here’s a tip 
for David Ogilvy: The man with 
the eyepatch is going out of style. 
| At least that’s the view of Mrs. 
|Frances Corey, senior vp in charge 
of sales promotion at Macy’s. 


KARP2 


Here’s how Mrs. Corey put it 
before the Sales Promotion Execu- 
tives Assn. here: 

“Somehow after hearing man 
j|has penetrated outer space, the 
ludicrous won’t work, the patch 
over the eye will seem like a sick 
symbol for selling shirts, and the 
effete gentleman on a white horse 
won't find a sympathetic eye, I 
don’t believe, when one is thirsty. 
Mind you, I believe these ideas 
made their contribution but I think 
this kind of thing is over.” 


| 


|@ She conceded that humor won't 
'disappear, but it will be “warmer 
and friendlier.” Humor, she added, 
“will relate and be a part of our 
future projection of our customer.” 


FUNNY THO... | DON'T HAVE ANY 
CRAVING FOR KARP’S CORNBALLS.. 
.. JUST WHAT MESSAGE DID WE 


Mrs. Corey said 1958 will be 
“the year of breaking with the 


Eyepatch Man Giving) 


sacred cows, with customs and 
habits of the past. This is the year 
for recognizing the fact that our 
customers, whether in a depart- 
ment store or wherever, have 
reached a level of taste and in- 
tention that is more intelligent, 
more informed, more logical, more 
willing to take interest in the 
new.” # 


R. Brown, R. Gould Open 
Historical Service 

Historical Presentations & Re- 
search, New York, has opened of- 
fices at 25 W. 45th St., for the sale 
of prints, documents, books, news- 
papers, magazines and memorabil- 
ia in collected form and dealing 
with specific industries or busi- 
nesses. The collections will be suit- 
able for public relations and adver- 
tising campaigns, exhibits, trade 
fairs, decorative purposes and as a 
basis for company libraries and 
museums. 

Co-directors are Richard A. 
Brown, director of public relations 
and sales, and Raphael Gould, di- 
rector of research. Mr. Brown was 
formerly New York pr director for 
Adlai Stevenson in 1956. Mr. Gould 
is director of the American Li- 
brary Service. 


DAYS 


1957 REVIEW 


Accounts added — 5; resigned (with regret) —1; 
new office opened in Seattle; 48% increase in 
G.B.& B. personnel. Yep, there’s always some- 
one tending our store for clients such as... 
Skippy Peanut Butter, Best Foods Nucoa, 
Ralston Wheat Chex and Rice Chex, Ry-Krisp 
and Instant Ralston, Harry and David's Fruit- 
of-the-Month, Mother’s Cookies, Farmer John’s 
Ham and Bacon, Mary Ellen's Jams and Jellies, 
Heidelberg Beer, Max Factor’s Sof-Set, and 


Breast-O’- Chicken Tuna. 


color schedule. 


Help You Sell 
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Coming Soon! 


FULL COLOR 7 


A spacious new plant with a 10 unit Goss Head- 
liner press will soon enable us to serve you better 
than ever before. Within the next few months ROP 
full color will be available for the first time in 
Fort Wayne. Plan now to include it on your 1958 


Another Service to 


Fort Wayne, Ind. 


* Billion Dollar Market Area 
* 15 Rich Counties 

ee * 587,400 People 

| FORT WAYNE NEWSPAPERS, INC., Agent 
The News-Sentinel * THE JOURNAL-GAZETTE 


Represented by Allen-Klapp Co—-New York—Chicago—Detroit—San Francisco 


A WEEK 


FORT WAYNE 
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today 


Loox into his garage and you'll find the answers. 
One out of every three OUTDOOR LIFE readers— 
33.8%—owns, maintains and equips two or more 
automobiles—one for his own needs, one or more 
for the family. This 33.8% is remarkable ... it’s nearly 
three times the current national average of multiple car 
ownership families. 


Look too, at the 96.8% of all OUTDOOR LIFE readers 
who own one or more cars and you'll see automobile 
ownership in depth—a market of over one million 
proven prospects for sedans, station wagons and 
convertibles. The OUTDOOR LIFE reader not only 
enjoys the conveniences of life, but the luxuries too, 
because his enthusiasm for living carries over into 
everything he does—his outdoor hobbies, his ex- 


panding household and his rewarding occupation. 
In short, he’s a virile family man (average age 36.1 
years) with an average income of $7,448.00... the 
solid means to provide the goods and services his 
energetic approach to life demands! For example: 
57.3% own one or more boats—65% own outboard 
motors... 93% fish... 94% hunt... and 100% are 
top-rated customers. 


Whether you sell automobiles or dog food, boats or 
beer, you should make it a point to talk to this 
market of one million men who lead an OUTDOOR LIFE. 
The place to do it is in the advertising pages of the 
magazine that serves their basic interests ... the 
magazine they buy for the fun in it, spend the most 
time with, and really read . . . OUTDOOR LIFE! 
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life<g 
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Now Wedded to Non-Foods, Grocers Ponder 
Alien Merchandising Arts to Make Them Pay 


Cuicaco, Jan. 21—Despite seri- 
ous buying and pricing problems 
and uncertainty about merchandis- 
ing and advertising, non-food mer- 
chandise has gained a firm foot- 
hold in supermarkets, primarily as 
a means of boosting profits. 

This was the consensus of non- 
food merchandising specialists at- 
tending a non-foods conference 
last week sponsored by the Super 
Market Institute’s non-foods pro- 
ductivity committee. 

In one analysis of how food 
stores have gotten into the non- 


Number One 


NIELSEN 
“SEE PETRY” 


food business, Norman S. Rabb, vp 
of Stop & Shop, Boston, told the 
conference that “we are all caught 
in the same squeeze of increasing 


rate organization is necessary from 


|top to bottom. At the very least, 


this means a separate buying and 


|merchandising staff. 


costs and tougher competition that | 


holds retail food prices down. To 
survive, our business must gener- 
ate profits .. . We can’t do that by 
raising prices without risking loss 
of sales. 

“So,” he explained, “we seek to 
influence the mix of what we sell 
by selling more profitable lines— 
and non-foods help us to accom- 
plish just that.” 


s In the operation of non-food 
sections, Mr. Rabb said, “It is ex- 
ceedingly important that you pro- 
vide for adequate over-all store 
level supervision. One cannot treat 
non-foods as a sideline and expect 
to be successful. The most success- 
ful non-foods operators in our in- 
dustry seem to agree that a sepa- 


WHY ROANOKE, VIRGINIA 


1S 


MOST 


entire Western half 


Roanoke’s economy embraces a large 
number of diversified industries and 
agricultural pursuits. 


In the Roanoke 


all daily newspaper readers read the 
TIMES or WORLD-NEWS. These me- 
dia will cooperate fully in making your 
market test. Surveys are conducted, 
route lists furnished and trade promo- 


tions mailed. 


“DOMINATING VIRGINIA'S 
GREAT MOUNTAIN- 
INDUSTRIAL 

EMPIRE” 


Roanoke is a “Burgoyne” City! 


FREE BOOKLET with FULL INFORMATION 
“THE BECKONING LAND” gives you full 
details. Ask your S.F.W. Representative or 


write direct 


resentatives = 
FERGUSON -— WALKER C 


A 


IDEAL 


“Make no mistake,” Mr. Rabb 
warned, “this merchandise is 
strange to us. If you want to han- 
dle it you must get the right peo- 
ple to do it for you.” 

Advertising and promoting non- 
foods also pose special problems, 
according to Michael J. Knilans, 
merchandising manager of Big 
Bear Stores Co., Columbus, O. 

“Advertising of non-foods is 
done separately from foods by the 
more successful operators,” he 
said, noting that “food advertising 
does not lend itself to the promo- 
tion of non-foods. Since brand 
names and standards for non-foods 
are meaningless, advertising for 
them must be more descriptive and 
pictures must be freely used. 

“In the food industry,” he went 
on, “many of the promotions are 
laid out by the manufacturer. Un- 
fortunately this is not true in non- 
foods. With a few exceptions, the 
brand names do not mean much. 


|The customer is depending entire- 


ly on your integrity when she buys 
non-foods in your store.” 


s Albert Haring, professor of mar- 
keting, Indiana University, de- 
scribed what he called the major 
operating difficulties now con- 


| fronting non-food retailing in food 
| stores. 


e Store profile—‘Each retail or- 
ganization creates in the minds of 
its customers a certain picture of 
what it offers—quality, price, 
cleanliness and other services . 
Can a supermarket afford to vio- 
late this profile in non-food items? 
... Can a store which is noted for 
high quality foods with excellent 
assortments afford to handle low- 


|quality non-foods with a sketchy 


assortment . .. A desirable con- 
sumer profile is very difficult for 
a store to build and may warrant 


careful protection.” 


_e Percentage margins—They are 


jability of mon-foods .. . 


“inadequate to evaluate the profit- 
a 12% 
margin on a fast moving food item 


- -|low-cost operating methods, 


the season are essential; one sound 
|policy is to completely eliminate 
\old stock, regardless of price, be- 
fore the end of the season .. . The 
original price has to allow for sub- 
stantial markdowns before the end 
of the selling season.” 


e Rents—Stores whose rental 
agreement restricts the retail area 
they may use for non-foods must 
be certain they select only the most 
profitable non-foods for that space. 
In addition, rental contracts call- 
ing for 1% or 1%% of profit may 
move toward higher percentages 
as the drive for more profit-boost- 
ing non-foods increases. + 


Grand Union Will 
Expand Its Non-Food 
Selling, Shield Says 


NEw York, Jan. 21—Extensive 
expansion into the non-food field 
is planned by Grand Union Co. in 
1958, Lansing P. Shield, president, 
told the New York Security Ana- 
lysts last week. 

The supermarket chain this year 
will open nine “super general 
stores” carrying extensive lines of 
non-food items as well as a full 
food line, Mr. Shield said. 

In addition, it will open ten su- 
permarkets in large shopping cen- 
ters, 21 other markets, ranging in 
size from 15,000 to 30,000 sq. ft., and 
about six markets under 15,000 sq. 
ft. in smaller communities. 

Discussing the expansion of non- 
food lines, Mr. Shield said that 
“through mass merchandising and 
su- 
permarkets are moving in the di- 
rection of super general stores.” 

While the ultimate size of the 
super general store is difficult to 
predict, he said, he pointed out that 


89,000 sq. ft. 
stocked about 6,000 food and 25,000 
non-food items, including soft 
goods and heavy appliances. Three 
|such markets, smaller in size, have 
already been opened by Grand 
Union. = 


Grand Union has one under con-| 
struction that covers an area of 
in which will be} 


Advertising Age, January 27, 1958 


Supers Must Gain 
Skill in Marketing 
Non-Foods: Handler 


Cuicaco, Jan. 21—The supermar- 
ket industry is now recognizing that 
it must become an expert in mar- 
keting non-foods as it is in foods 
to be successful in the new lines it 
is handling, Julian H. Handler, 
editor of Supermarket News, said 
last week. 

Speaking at the annual conven- 
tion of the American Rack Mer- 
chandisers Institute, Mr. Handler 
pointed out that an _ increasing 
number of supermarket companies 
are adding non-food lines of all va- 
rieties. 

To merchandise them effectively, 
he said, the retailers need a good 
working knowledge of the product 
types and marketing techniques of 
each field. 


s “Supermarkets can’t afford the 
mistake of the fellow who fell in 
love with a dimple but married the 
whole girl,” he warned. “The high- 
er profits of non-foods may be an 
attractive dimple, but along with 
it comes the complications of rapid 
changes in consumer taste, slower 
turnover than prevails in food mar- 
keting, and other factors that have 
traditionally made these higher 
margins necessary in non-foods.” 

The degree of success they 
achieve in non-foods could spell 
the difference between supermar- 
ket companies as their competition 
in selling food becomes more in- 
tense, he said. 

To go beyond the stage where 
they are only making non-food 
lines more accessible to the con- 
sumer, supermarkets must develop 
better promotional methods in 
these fields, he added. = 


S. C. Johnson Elects Officers; 

| Names Two to New Posts 

| Howard M. Packard, formerly 
| exec vp of S. C. Johnson & Son, 
Racine, manufacturer of wax pol- 
ishes, has been elected president 
jand chief operating officer of the 
;jcompany to succeed Herbert F. 


» 
a 


EST MARKET 


Roanoke is the largest market in the 


with a turnover of 30 per year ma 
\be much more profitable dollar- NAAN Sets Conference |Johnson, who has been elected 

wise than a 50% margin on a non-| The National Advertising Agency board chairman and chief executive j 
|food item with an annual turnover | Network will hold its 27th annual officer. In addition, Raymond W. 
lof two.” Prof. Haring said that Management conference at the|Carlson, formerly marketing vp, 
dollar margin per square foot of Seigniory Club, Montebello, Que., has been made vp of the household 
lshelf space per year or a similar |June 2-8. James M. Henderson, | Products division, a new position, 
measure is needed to properly president of Henderson Advertising and Samuel C. Johnson, formerly 
evaluate the profitability of high | Agency, Greenville, S.C., is gen-|n¢w products director, and a great 
margin non-foods. eral chairman. Ronalds Advertising | 8Tandson of the founder, has been 
Agency, Toronto, is host agency. (named vp of the company’s serv- 

| ice products division. 

Wyeth Names Two Ad Heads _ 

Wyeth Laboratories, Philadel- | Galbraith-Hoffman Adds 1 
phia, has named two of its adver- Bertson House Ltd., New York, 
| tising department staff members to importer and distributor of fine 
jnew positions of advertising su-|china, crystal and objets d'art, 
e Merchandising and markdowns pervisors. They are Mrs. Elizabeth | has appointed Galbraith-Hoffman 
—Foods and non-foods require |H. Jackson, with the company for Advertising, New York, to handle 
radically different handling. “In|seven years, and John B. Sibley, | its advertising. R. M. S. Walker 
soft goods, sales before the end of | who joined the company in 1955. | Inc. is the previous agency. 


of Virginia. 


e Personnel—The better profit 
rendering and more logical non- 
food items may not be entirely self 
service. New personnel may be 
needed, and this will automatical- 
ly increase costs. 


market practically 


ONE OF THE ~~ 


FIRST 100 MARKETS 


| ve with 56 % population on the Illinois side 


WS ROCK ISLAND ARGUS 
MOLINE DISPATCH 


Two Evening Newspapers that 
Cover 3 of the 4 Quad-Cities 
without Duplication — Full 
ROP Color Available Daily! 


Roanoke is the undisput- 
ed center for all busi- 
ness activity in an area 
covering 16 counties and 
over 450,000 population. 
Here are nearly a half- 
milion people ready and 
wanting to 


Spot Color is available 


HLLINO! 
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You Reach MORE Buyers in 
THE SEATTLE TIMES 


Retail sales in the Seattle Area begin with The Seattle Times—for the 
simple reason that The Seattle Times reaches 7 out of 9 


newspaper reading homes. 


Your Sales Message 
Reaches MORE People 
In The Seattle Times 


In addition, you reach 375,680 people not 
reached by any other Seattle newspaper. 


—s=a 
_— —a— oe ~ 
— =" 


Coker She Seattle Times — 


A LEADERSHIP 
[eat fasts ol 


ey F 


aa 


Re coy ae are Se ar en, ate: a ie 9 pS 3 BPS font OP ge 2 ee a (ieee. ee eae elem ae es A te aD Me ie ck eee de EO May ee emi rh 5.805 Sie ee 
=, : RRS is iy le A aaaeRe a pete lel ts ‘en ek ae uaa” fia ees Ee Sarasa ete © RTE aie ats 4 ee ae sotgedes 5. ie ta rage ee, << 
ner Sehr ae et eh See ee ee : aoe Ree oe A! Agen ea ae pt ee eens Ft Pa eee ee ata he dees 7 ‘ 
7 a ‘ 2 pee ag ae a alge oe ba a eee grow al pes = an, li + 1 ee eee Sey em apie ao ren aa ee, ie 4 gels Deke gated Beh Son —e4 Pye Bee os om ae cola piety be 
aetna = — <= _* * et)! 3 aaa 
. a” ae f 
e: 
As 
: . Py 
ae 4 ie ft 
: y Go ae = 
7, ~ Be “ " é al ced . Te s; F s 
| 
’ wh a 
my : fi : oe 4 ~ 
Lee iu or , 
ce uae 
Nite 
en ah 
| 2 
| ce 
Pee 
oe 
—_— i? re 
5 b 
J ; 
ee 
a 
| 
_, * ? a 
_ ; 
| be an Y ~ — ee sia 
a * 7 { t.2?- or 
' { —rerd * ee: Se ate 
( ag" | >| “4 
| S22e, & | ' ‘ * ‘ ~ : % 
“Sa EA ET ’ “ BG: 
7 5 
: 4 ; : ats 4 . "2 
NN] : ~ ‘ “S 
' >» - 4, tee 
i & ~. tt an 
| Buy. | pe _ : 
i Ve —_ Fie 8 ae 
, , eit ah 
4h 4 f - / %a> S | >. ap ne jd 
} 4 4 ’ t “ » saa a cee 
> . ff * cc cor ae | 4 ee » = oa a: “e, to 
“ya a = ~ ee es i ae chs os Ee 
2 . ; ‘Beye : £8 : ‘ oe). ee op oa oma . i 
ee rn - ; 2 govt Aha Svea re sO | ‘ 
wh TEER a : a = Cee | ‘s sy 
J i. = B ae i ~ % \ \ 7 nae B <0! Ea ay . i. 
, hae * , ¥ = : Vs Cae. | ei 
7) a ' ee : : % , 
} : ) : ~ q Rekv! 4 “A 4 ' . { : ~ 2 é 2 
. ie, ee ae j ‘ es 
; ce. Mie a ad é; : 
ee ae We x . 
n4 i @ -. sy , - pe kip = <= "7 Ye. 
. eee Sw = e P 3 Ls iy 7 p 
Sa , v 4 ar = 3 ™ , 
ee one . * eo , yo - a : - 
’ aa a “ % uf sy as > 5 7 aunaeeneie ae = . 
; ; ——_ / 2 j is PP . . of ® ) 
i) \ ) & ae . ay \ : : 2 J 
r . é wets F J ” 5 
} f: ‘ é a / $ “ipa mea 4 a %/ S my i 
' ; . - ' bon —- a 
; : a te ol: r _ Agri : ge Ss Sake 
. “ ; : f | i ee ; & rom . — ’ ‘ © 
: . es vot i my) m wt a y 
r ‘ oS ae Ls . Ray 
\ ; ’ \z eid ra } 7 rea Cee * a ~ rey en . 
sy -_ * a ab 2 a 4 us ae - aN 
> od me F - > ; as " , 
" * ~ z i z 
) : | ; % vs . 
i io "te ae a 
FOR saw 6 Fae Wace 4 > s + &%™~ y 
—_— sgh 
= 7 s { f ; oii ° ae 
Tate BY bis eo i aR ce ella PROS cS Renae Be algae ey Se ae ey : 
Wie? = ee on ‘eka alia 4 i 2S Bs. oe AL 5 hea oe er Sa set ee Se re eer): 
a's ee es: <i cm id « a ; ere _ 7 i P ae 
ee ie al : is " ee : fe ie: 
# @One & > a | 
d se Be a ; es 2 Ce. y ‘ in a bid , =o F 
eee ee pi SET Fe ee Ome ese at, a dae 
: ea = Mee Ba 2 i oe : ay Lae ee re 
‘ mt yee a eee BAN ae 0 onan ae as Tees Gr hee so. a, S 
; a ge eu ao oe : tS ee Pema fed e 
tee roe ee AED 2 aaa albaalesonans Co ere ee: om 
! a = oe Sees: Heal ‘2 2 a oor s . -y ers ; i Te bs De cas ee ape ag . = 
New York -e Detroit e¢ Chicago e¢ los Angeles Son Francisco — 
— = 3 Be ha tat en Ghyll ta arnt teaglh aten geatn cairn ee pines teen actin d Rotogravure Grou Lae 
; . 
: hi 
oe 
Pee ay ek Se Be ne ee ae ee 5°23 ie Hy ‘ a ; aan ee x 1a met Tae bes ¢ 8 ee ee Be Se eae ee ete Dated 


70 


| pened. This was about the night 
jhe thought the mike was turned 
off and ended his show with a 
snarling . . “I guess that'll hold 
the little bastards.” The entertain- 
er “should have said a quip like 
that,” but, according to Mr. Tread- 
well, he didn’t. The author repeats 
a theory advanced in 1935 by the 
New York World-Telegram, which 
reported that the fable was fabri- 
cated by a Baltimore columnist 
who needed copy on a dull after- 
noon. # 


‘Uncle Don’ Pioneered Lip-Smacking Radio 
Ads, Free Plugs, Treadwell Book Recalls 


New YorK, Jan. 21—In the clos- 
ing paragraphs of his book about 
radio’s “Uncle Don” Carney, pr 
man Bill Treadwell says that even 
the gossip columnists never took 
the popular children’s entertainer 
apart during his lifetime. 

“Don had carte blanche to do al- 
most anything he wanted without 
fear of a bad press,” writes Mr. 
Treadwell, who currently is man- 


free loot from non-sponsors—in re- 
turn he would talk about these gifts 
on the air. He got everything from 
end tables for his home to Four 
Roses, his staff of life, which of 
course he didn’t recommend to the 
kiddies.” 


e The most famous story of all 
about “Uncle Don” never hap- 


Supermarket Mergers Up 

37 supermarket company mer- 
gers, affecting ownership of 380 
stores, were recorded in 1957 by 
Supermarket News. The merger 
tally was higher than the 34 mer- 
gers, affecting 332 stores, recorded 
in 1956, but it was lower than the 
42 transactions, affecting 863 stores, 
in the big supermarket merger 
year of 1955. Biggest gainer last 
year was National Tea Co., which 
acquired 129 units to bring its to- 
tal to 884 supermarkets. 


Advertising Age, January 27, 1958 


Jeanette Sytsma Joins Rep 

Jeanette F. Sytsma, formerly di- 
rector of international media of 
Young & Rubicam, has joined In- 
tercontinental Services Ltd., New 
York, as executive assistant. In- 
tercontinental represents overseas 
radio and tv stations. 


Benson Adds ‘Independent’ 

Marty Benson & Associates, San 
Francisco, has been named West 
Coast representative for the San 
Diego Independent. 


ager of the public relations depart- 
ment of Leo Burnett Co. 

“Nobody but an_ entertainer 
could have lived a life like Don's. 
And entertainers would have trou- 
ble getting away with it today. To- 
day’s journalism in tabloid and 
pulp form would have exposed 
him. Can’t you just see him as a 
cover story in Confidential?” 

Obviously Mr. Treadwell can. 
And that is pretty much what his 
book, “Head, Heart and Heel” 
(Mayfair Books, $4), is—a long 
cover story in the rip-’em-apart, 
show-’em-at-their-worst school of 
the exposure magazines. 


s The blurb on the jacket indicates 
the approach, in this book about 
a man who reputedly made a for- 
tune with children’s programs on 
WOR, New York, and on Mutual, 
only to die broke as a jobless alco- 
holic in Florida in 1954. 

“Uncle Don’ made more than 
$1,000,000 from his kiddie shows 
and spent more than he made on 
the bevy of women in his life, the 
whisky with which he warmed the 
cockles of his fun-loving heart 
and on the unbelievable days and 
nights he spent living a Jekyll and 
Hyde existence,” Mr. Treadwell 
writes. 

The Mr. Hyde side of “Uncle| 
Don” gets more attention in this) 
book than does the Dr. Jekyll side. | 
But Mr. Treadwell, who once han- 
dled public relations, promotion 
and script writing for Mr. Carney, 
does have such things as these to 
say about “Uncle Don’s” working 
career: 


e “Don started many radio trends. 
His show was the first to be sold 
across the board each night to a 
different sponsor. His lineup was 
mostly food items, with others 
thrown in for good measure. He 
even accepted chewing gum and 
a Cola drink.” The latter was con- 
sidered a daring step in the early | 
days of radio, according to the au- 
thor. He recalls that school prin- 
cipals and parents fought this 
move—“presumably to save the 
tooth enamel of the youth of our 
nation.” 


1. WHAT TO BUILD 


2. HOW TO BUILD IT 


e In addition to selling for well- 
known products, he helped to es- 
tablish the name of the Interna- 
tional Vitamin Corp. and to build 
consumer demand for its products. 


Ae e Other reputed firsts: “He was 
a the first performer to check thor- 
oughly his sponsors and the prod- 
ucts they manufactured: sort of a 
one-man Good Housekeeping .. . 
He was the first entertainer to 
sample products on the air, and 
since the early ’30s the ‘smacking 
lips’ commercial has been used 
constantly to show how yummy 
something is, thanks to ‘Uncle Don.’ 

“He was also the first to accept 


3. WHO MAKES WHAT IT TAKES 


CATALYTIC ACTION! § 


We're headed for another 1,000,000 house year. Most 
forecasts agree on that. But... 


In this volatile business a million homes a year isn’t 
a boom, it’s automatic. Actually that many new homes 
won't even he enough to keep up with new family 
formations (1,200,000) and demolitions (300,000). 


So, it’s going to a “million-plus”—and just how big 


that “plus” is depends more than you think on your 
own product—its engineering, its price, its marketing. | 
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Stock Exchange Sets Drive 

The New York Stock Exchange 
will spend $500,000 in the first half 
of 1958 for its national educational 


first half of 1957. The schedule calls 


pers and 167 Sunday newspaper | 
sections, plus two half-page ads in 
The Atlantic, Harper’s Magazine, 
Life, Nation’s Business, Newsweek, 


|Calkins & Holden is the agency. 
| Canadian Films Listed 


A listing of more than 11,000 
advertising program. This is about! 16mm films available free in Ca- 
$100,000 less than it spent in the nada has been published in the 
“Directory of 
for three ads in 585 daily newspa- | Sources of Free 16 mm Sponsored 
published by 
Crawley Films Inc., 19 Fairmont 
Ont. The 24-page 
sources of the 
The New Yorker, Rotarian, Time | films, which include manufactur- 
and U.S. News & World Report. ling companies, trade associations, 


latest edition of 


Films in Canada,” 


Ottawa, 
booklet lists 295 


industry groups, 


Paul, for 12 years prior to joining 
organizations. f 


civic and cemeeee 
McQuay. 
McQuay Names Peterson 
McQuay Inc., Minneapolis heat- 
ing and air conditioning equipment|mer New York publication sales 
| manufacturer, has appointed Wil-| manager of Intaglio Service Corp., 
|liam P. Peterson advertising man- |New York, has been named vp and 
ager. The post was previously held | | general sales manager in charge of 
by W. H. Markson, who was both | all publication sales for the corpo- 
ad manager and general sales man-| ration throughout the country. Re- 
ager. The latter post is now held| placing Mr. Habel is Charles T. 
by G. G. Workinger. Mr. Peterson | Cox, formerly assistant sales man- 
was with Brown & Bigelow, St.| ager. 


Intaglio Promotes Habel 
Richard T. Habel, vp and for- 


It explodes in “extra sales” for you in 1958! 


Anything that helps the builder build better, faster. 
at lower cost —to give more house for the money — 
inevitably means more starts, “extra sales” 


And here’s how AMERICAN BUILDER, can help 


you. Its exclusive “WHAT-HOW” 


busy builder what’s profitable to 


buy.” 
for you. 


Your timing is perfect. Your prospect’s mood is “to 
That's why every extra page you put into the 
only “What-How” book of building will bring you 


back so much more... AMERICAN BUILDER, 
A Simmons-Boardman “Time-Saver” Magazine, 


formula shows the 


build... 


and then, 


how best to build it. Practically every one of its edi- 


torial pages paves the way for you to move in fast 
with your most effective sales pitch on “Who makes 


what it takes.” 


New York 7, N. Y. 


NOBODY COVERS AMERICAN BUILDING LIKE THE 


AMERICAN BUILDER 


(ABC) 
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FTC Hits National 
Dairy’s ‘Preferential’ 
Co-op Ad Practices 


WaAsHINGTON, Jan. 21—A Feder- 
al Trade Commission complaint 
involving cooperative newspaper 
advertising singled out the fact that 
some stores which pay local ad 
rates are reimbursed at the higher 
national rate. 

This observation was included in 
a complaint filed by the commis- 
sion charging that National Dairy 
Products Corp., New York, gave 
discriminatory promotional allow- 
ances and discounts to big chains. 
Offenses cited in the complaint 
were said to have occurred in To- 
ledo, O., and Monroe, Mich. 


® The complaint said National 
paid promotion allowances to large 
chains for openings of new stores, 


special advertising events and 
other advertising campaigns. “In 
these instances,” FTC said, “the 


newspaper advertising is paid by 
the favored customers at local or 
discount rates, while National 
Dairy repays them at national 
rates, which are much higher than 
those actually paid.” 

While it did not appear to ques- 
tion National’s right to repay at 
the national rate if the same bene- 
fits are available to all customers, 


\FTC complained that like pay- 


ments are not offered to competing 
retailers. 


® FTC also objected to the point 
system used in determining the 
rate of discount allowed to cus- 
tomers. The complaint said points 
accumulated by all members of a 
chain were lumped together so 
that units of chains received the 
maximum discount, without regard 
to purchases of the individual 
stores. = 


Reinhardt Named Publisher 

Richard C. Reinhardt has been 
named publisher of four publica- 
tions of Davidson Publishing Co., 
Duluth: Paper Sales, Modern Con- 
verter, Paper Year Book and DPC 
Convention News. Mr. Reinhardt, 
who will work from Davidson's 
New York office, also will super- 
vise advertising sales for each pub- 
lication. He formerly was vp of 
sales of Milwaukee Lace Paper Co., 
a subsidiary of Smith-Lee Co. 


|Milprint Shifts Rosen 


Shy Rosen, formerly vp in charge 


|of eastern operations of Milprint 


Inc., Milwaukee, manufacturer of 
|flexible packaging, has been ap- 
| pointed vp in charge of planning. 
| He will move from the company’s 


|New York office to Milwaukee. 


HIDDEN ASSETS 


Your mailing list is a valu- 
able property! Book and record | 
clubs, magazines, financial and 
business advisory services and 
others who sell by mail—will 
pay well for the privilege of 
renting (not buying) your 
names. 


They can be prospects, buy- | 
ers, inquiries, contributors, 
subse ribers, etc. They can be 
on plates, cards, coupons, orig- | 
inal letters or box tops—but 
the names should be current | 
and the quantity at least 10,000. | 


Find out how much your list 
can earn. Request “Hidden 
Asset” booklet. Tell us how 
many names you have—how 
acquired and how maintained. 
| Our recommendations will be 

submitted by mail. No obliga- 
| tion. No one will call. 


LEWIS KLEID COMPANY 
25 West 45* Street 
New York 36, WN. Y. 
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Versatile Adman 


Paul Smith, president of Calkins 
& Holden, calls himself a profes- 
sional dilettante. “I’m ome by 
choice; I don’t believe in spectator 
sports.” 

His advice: “If you’re interested 
in something, get out and do it.” 

Mr. Smith, who attended both 
high school and college (though he 
was graduated from neither) prac- 
tices that preachment. As witness: 


e At 14 he designed the first radio 
transceiver ever built. 


e He holds a teacher’s license in 
celestial navigation—a self-taught 
subject. 


e Advertising research gave him 
an idea for a pre-radar system of 
blind bombing used for a time in 
World War II by the British. 


e A judo student, he holds the 
coveted brown belt. 


e An outstanding, award-winning 
art director, he once did a water 
color a day (11 x 14”) every day 
for a year to learn his trade. 


e He worked briefly in 1925 as an 
electrical engineer for Magnavox 
(while still in college). 


e A pilot who has owned five 
planes at various times, his first 
solo ended in a forced landing in a 
cemetery. 


e A self-taught astronomer, he 
built his own telescope (80 hours 


*...1 followed the beer cans...” 


just grinding the mirror) so his 
kids “could get the facts that would 
offset ‘the misinformation of tv 
space operas’.” 
e He tried to work out a theory of 
color based on musical sounds. 


e Finally, he has four children, in- 
cluding twins of 14. 


s Mr. Smith doesn’t like to be 
tagged primarily as an artist. “I 
think I’m more a scientist than an 
artist,” he says. 

Right now he’s busy collecting a 
bibliography on creativity. He is 
convinced that “something must 
be done on the scientific approach 
to creativity.” He has plans for a 
book on the creative process, 
“which is the same, whether your 
field is painting, inventing, article 
writing or playing music.” 

As a matter of fact, Mr. Smith 
has pushed “creativity” as the 
theme of the third annual com- 
munications conference, being 
sponsored by the Art Directors 
Club of New York in April. 

“Providing a favorable climate 
for the creative personality in our 
culture is one of the most urgent 
problems in America today,” he 
says. “The better we understand 
the vital process of creative power, 
the better equipped we'll be to real- 
ize our potentials as individuals, 
as corporations and as a nation.” 


s Mr. Smith, whose IQ has been 
rated at 168, left high school—by 
request—when he missed 2 num- 
ber of days’ classes because of a 
temporary job. The school insisted 
on a parental note saying he was 


- » « Paul Smith 


ill, the only acceptable excuse. 
Young Paul Smith said he wasn’t ill 
and declined to solicit the note. 
Then he refused to do double time 
in school to make up for his ab- 
sence. 

A month later he was accepted 
by the University of Minnesota, 
after passing examinations in 16 
required subjects. He studied 
|nights, prepping for the exams, 
| which he wrote in the space of four 
days. 

After two and a half years of 
college, he got a job in a printing 
|}house in Minneapolis. He had an 
jidea he’d like to become an avia- 
| tion cadet, and he took off for Kel- 
ly Field. He got as far as Chicago 
and wound up with a $50 a week | 
job as a copywriter at the old John | } ; : 
H. Dunham Co. The job went out| Ways opposites. Mr. Smith, as in- 
the window when the Armour ac- dicated above, scorns spectator 
count left the shop about a year|Sports. Phyllis Condon, contem- 
later, so Paul Smith walked up- | Plating her husband’s absorption 
stairs to the old William H. Rankin|in tv programs, has said, “Talk 
Co. He latched on as copywriter @bout spectator sports! I married 
and assistant account exec. one.” 


| 

® When Rankin lost the Goodrich| = Mr. Smith studied judo, “a tre- 
account and also its own head art|mendous contact sport,” 
director, Mr. Smith got a crack at|1935. “Taking guns and knives 
that job. At this point, he decided | away from people is only a small 
to do a water color a day for a year. part of judo,” said Smith. “The 
One is still in the Society of Illus- 
trators collection. With no formal | gerous.” Smith joined a Japanese 
education in either layout or art, 

Mr. Smith managed to garner four York; 
“best in class” awards in Chicago 
competition in his first year with | 
Rankin. In four years with that) 
agency he twice won the Chicago 
Art Directors Club gold medal for 
“best ad of the year.” 

Mr. Smith moved to New York in 
1932 and connected with a $60 a 
week job with Kenyon & Eck- 
hardt. He stayed four years, left, 
and then rejoined in 1937, after do- 
ing the entire presentation for the 
Munsingwear account on a free 
lance basis. K&E, of course, got the 
|} account. 


its walls were decorated 
with an impressive picture of Em- 
peror Hirohito and tiles bearing the 
Japanese rendering of the names 
of members. 

The day after Pearl Harbor, Mr. 
Smith recalls, Hirohito was re- 
placed by Franklin D. Roosevelt 
and the tile-writing reappeared— 
| in English. 

Mr. Smith said his brown belt is 
“like a high school diploma” in 
| judo. The black belt boys, he add- 
| ed, are the college graduates. 


he In 1943 Mr. Smith won an art 
s By this time, he was a jazz en-| award for an American Locomo- 
thusiast and had taught himself to| tive ad dealing with Nazi atroci- 
play the guitar. He had met Eddie | ties, adjudged as contributing most 


Condon in 1933. The meeting went| to the “advancement of advertis-| 


like this: | ing as a social force.” The illustra- 
“Hello,” said Mr. Condon to Mr. | tion, in strong horizontals and ver- 
Smith, “what size shoes do you! ticals, showed five people on 


wear?” gibbets, a hangman’s noose in the 
“Eight and a half,” said Mr | foreground, and the headline said, 
Smith. nm "| “Try this for size.” 


Today Mr. Smith says, “Strong 


“Dammit,” complained Mr. Con- > - , 
horizontals and verticals induce 


don, who wore seven and a half, 
and whose income from music was | 
then sadly underweight, “when am| berness; 
I going to meet someone who wears | @Te vertical, when 
my size?” they’re horizontal. 

Messrs. 


when people hang they 
they’re dead 


Smith and Condon be- 
sister, Phyllis, married Mr. Con-| owned several. Once, for a friend, 


| don. he navigated a 50’ ketch called 
in the Newport-to- 


He and Mr. Smith are in some|“Fairwinds” 


“WHEN I get 
home, I’m gaing 
to have a sampler 
placed over the 
mantelpiece with 
the words: ‘He 
who goes to sea 
for pleasure 
would go to hell 


for pastime’. 


about 


rest of it is fine sport and not dan- | 


| judo school (called a dojo) in New 


“If you’re interested in something, get out and do it.” 


Bermuda race. The “Fairwinds” 
|was an also-ran, and Mr. Smith’s 
|self-deprecatory comment was, “I 
followed the beer cans.” 

| Another trip to Bermuda, “an 
| absolute nightmare” as a result of 
|screaming winds and_ terrible 
storms, took two weeks to com- 
| plete. Five days is customary. “It 
was quite an experience for a se- 
| date, middle-aged business man,” 


| 
| 


| 


| 
| 
| 


| 
\* |. More a_ scientist than 


aertiet ...." 


an 


| 


said Mr. Smith to a reporter in 
Bermuda. “When I get home, I’m 
going to have a sampler placed 
over the mantelpiece with the 
| words: ‘He who goes to sea for 
pleasure would go to hell for pas- 
| time’.” # 


strong emotional overtones of som- ‘Manual of Successful Business 


| Letter Writing’ Published 

The “NRB Manual of Successful 
Business Letter Writing” has been 
;published by National Research 


came friends, and in 1941 Paul’s|® Mr. Smith enjoys boats; he’s! Bureau Inc., 415 N. Dearborn, Chi- | 


cago. Written by Maxwell C. Ross, 
‘director of advertising, Old Amer- 
jican Insurance Co., Kansas City, 
the 280-page manual comes in a 
simulated leather loose-leaf binder, 
fully indexed. Included are 1,248 
tips on writing business letters for 
every purpose. 

The book is offered on a 10-day 
‘free inspection. Price is $15.95. In 
| addition to the manual, each buyer 
receives a premium booklet for his 
secretary, “Secretary’s Handbook 
of Letter Writing Procedures.” 


Mutual Appoints Three 


| 
Murray Grabhorn and Raymond 


|L. Fuld have been named to the) 
sales staff of Mutual Broadcasting | 


System, New York. Mr. Grabhorn 
formerly was an account executive 
of ABC Radio. Mr. Fuld previously 
|}was with MGM-TV. Eugene Fitts, 
a former executive producer, has 
rejoined Mutual as director of sta- 
tion services, a new network de- 
partment. 


KYW Appoints Getz 

Charlie L. Getz Jr., formerly 
publicity-promotion man of the 
New York (San Francisco) Giants, 
has joined KYW and KYW-TYV, 
Cleveland, as publicity director. 
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Reed Advertising 
Is Assigned for 


Benefit of Creditors 


New York, Jan. 21—Reed Ad- 
vertising Inc., located at 104 E. 40th 
St., has been assigned for the bene- 
fit of its creditors. 

Ralph S. Reubin, who is listed as 
president, secretary, treasurer, and 
radio and television director of the 
agency, said last week he would 
|have “no comment at all” to make 
jabout the agency’s assignment. 
However, ADVERTISING AGE learned 
that Mr. Reubin has joined Dia- 
mond-Barnett Inc., taking with 
him several Reed accounts, among 
them Gustone Products Inc. and 
Fownes Gloves. The Diamond-Bar- 
|nett agency already handles the 
bulk of the Fownes account. 

In the petition filed in supreme 
court, Mr. Reubin said the agency 
is “indebted to diverse persons in 
|sundry sums and unable to pay in 
Pa 


® Attorney Maxwell A. Sturtz told 
AA he thought assets included 
about $3,000 in accounts receivable 
|and $3-$400 in furniture and fix- 
itures. He estimated liabilities at 
|around $25,000. 

Lou Kashins, who joined Reed 
in June, 1956, resigned last August 
as vp and publicity director and 
joined Rose-Martin Inc. He took 
with him Beattie Jet Products Inc., 
Central Rubber Products Co. and 
Visionade Mfg. Co. 

Lerner Associated Stores, appar- 
jel specialty chain, resigned from 
the agency about six months ago. 
Its current advertising is being 
placed by Irving Serwer Advertis- 
ing. 

Mr. Reubin founded his agency 
several years ago. He was formerly 
with Sterling Advertising and 
many of his accounts are in the 
fashion field. Reed Advertising 


_| billings are thought to have been 


in the low six-figure bracket. + 


Air France Expands Campaign 

Air France is using 1,000-line 
newspaper ads to open its 1958 
campaign, which also includes ads 
in magazines, business publications 
|and on radio. Henri J. Lesieur, gen- 
|eral manager of Air France’s North 
Central, American and Caribbean 
| division, said, “This stepped-up ad- 
vertising reflects Air France’s new 
approval to its advertising needs on 
the threshold of the jet age.” Bat- 
ten, Barton, Durstine & Osborn is 
the agency. 


Whittemore Joins Walther 

E. C. (Ted) Whittemore, former- 
ly of Bennett & Northrup, Boston, 
has joined F. P. Walther Jr. & As- 
sociates, Boston and New York, as 
assistant to the president. Mr. 
Whittemore had previously been 
| associated with Mr. Walther in the 
former Bennett, Walther & Mena- 
dier agency. 


Press Assn. Names Skog 

Northwest Daily Press Assn., 
|Minneapolis, has appointed Jack- 
'son Skog district manager of the 
association. Mr. Skog formerly was 
jadvertising and sales manager of 
| Gordon Electric Co., Austin and 
| Albert Lea, Minn. 


Merritt-Manheimer Adds One 

Merritt-Manheimer, Chicago, has 
been appointed advertising and 
public relations counsel for From- 
mes Method Inc., Minneapolis, spe- 
cialist in the promotion of hair and 
scalp health. There is no previous 
| agency. 


Savage Joins H. M. Gross 

Frank J. Savage has joined H. M. 
Gross Co., Chicago, as vp and cre- 
ative director. He formerly was 
associate copy director and copy 
department manager of Young & 


Rubicam, Chicago. 
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The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


In the prosperous 14-county Greater Philadelphia market, people 
spend $1,252,000,000 for cars and accessories each year. You 
can reach them in the home where the decisions to buy are made. 
Use the advertising columns of Philadelphia’s home newspaper— 
The Evening and Sunday Bulletin. And now your sales message 
can have the added impact of R. O. P. spot and full COLOR— 
evening and Sunday—seven days a week! 


The Bulletin exerts a powerful influence on the buying 
habits of its readers. Philadelphians like The Bulletin. They 
buy it, read it, trust it and respond to the advertising in it. 
The Bulletin is’ Philadelphia’s home newspaper. 

Advertising Offices: Philadelphia * New York * Chicago 


Representatives: Sawyer Ferguson Walker Co., Detroit * Atlanta * Los Angeles 
San Francisco * Seattle. Florida Resorts: The Leonard Company, Miami Beach. 


In Philadelphia nearly everybody reads The Bulletin 
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Postum Jars Redesigned 


shoulder 


quick shelf identification. 


The Post division of General 
Foods Corp., White Plains, N.Y., 
is completing distribution on new- 
ly designed jars of regular Instant 
Postum and coffee flavored Instant 
Postum. The jars have a new high 
permitting more label 
space and a wrap-around label de- 
signed for greater readability and | 


Coming 
Conventions 


*Indicates first listing in this column. 
Feb. 19-21. Continental Advertising 


tel Warwick, Philadelphia. 
Feb. 21-22. Northwest Daily Press Assn., 


74% of Daily Men’s 
Store Linage 
(76% of the total)— 


68°. of Daily Women’s 
Store Linage 
(75% of the total)— 


Appears in the 
COURIER-EXPRESS 


@ Proof that Buffalo’s fastest 
we growing newspaper is best to 
¢ sell both men and women. Use 
it daily for economy, Sundays 
for saturation. 


ROP COLOR available 
daily and Sunday 


Member: Metro Sunday Comics and 
Sunday Magazine Networks 


BUFFALO 
COURIER 
EXPRESS 


Representatives: 
Scolaro, Meeker & Scott 


Pacific Coast; Doyle & Howley 


39th annual meeting, Hotel Radisson, 
Minneapolis. 
Feb. 23-25. Inland Daily Press Assn., 


winter meeting, Drake Hotel, Chicago. 

March 3-4. New England Newspaper 
Advertising Executives Assn., winter 
meeting, University Club, Boston. 

March 9-16. Assn. of Railroad Advertis- 
Managers, Mayflower Hotel, Wash- 
ington, D. C. 

March 27. Associated Business Publica- 
tions, annual eastern conference, Hotel 
Roosevelt, New York. 

*April 14. Ohio Valley Industrial Ad- 
vertising Conference, Cincinnati. 


April 16-17. Point-of-Purchase Adver- 
tising Institute, Hotel Sheraton-Astor, 
New York. 


April 17. University of Michigan, 5th 
annual advertising conference, sponsored 
by the departments of journalism and art 
and the school of business administration, 
in Ann Arbor. 

*April 18-19. Advertising Federation of 
America, 9th District, Advertising & Sales 
Club, Kansas City, Mo. 

April 22-24. American Newspaper Pub- 
lishers Assn., annual meeting, Waldorf- 
Astoria, New York. 

April 24-26. Advertising Federation of 
America, 4th District, The Floridian, 
Tampa. 

April 24-26. American Assn. of Adver- 
tising Agencies, annual meeting, The 


Greenbrier, White Sulphur Springs, W. 
Va. 
April 27-May 1. National Assn. of 


Broadcasters, Biltmore and Statler Hotels, 
Los Angeles. 

April 30-May 2. Sales Promotion Exec- 
utives Assn., first national convention, 
Hotel Roosevelt, New York. 

May 4-7. National Newspaper Promotion 
Assn., national convention, Penn-Shera- 
ton Hotel, Pittsburgh. 

*May 5-6. Magazine Publishers’ Assn., 
spring meeting, The Greenbrier, White 
Sulphur Springs, W. Va. 

May 5-7. Assn. of Canadian Advertisers, 
annual meeting, Royal York Hotel, Toron- 
to 

May 8-9. Business Newspapers Assn. of 
Canada and affiliated groups, annual 


Thaddeus sees Red 


and covers the 11th largest TV 
market with one station! 


Rhode Island Red impresses on time buyer Thaddeus O. 
Thistlethwaite the fact that WJAR-TV’s primary cov- 
erage area includes, not just Providence but all south- 
eastern New England, including Boston, Fall River, 
New Bedford, Worcester! Call your Petry man and let 


aa him show you just how much extra coverage you get 
ey with WJAR-TYV in the Providence market! 


In the Providence market 


WJAR-TV 


is cock-of-the-walk 
in station coverage! 


Channel 10 + Providence, R.1. * NBC*ABC + Represented by Edward Petry & Co., Inc. 


| Agency Network, annual convention, Ho- | 


| 


| 
| 
| 


You may not care emough extra thir 
mnonth to buy a yacht, but you can ture & 
eet new profst on cormed bert shen you 
pack tie Cavowac like F & M Packing 
Company of San Leaedee, Calibornte 

FES Ms Ed Perreice says, "We wore 
selling 4 measly 100 pounds « week beet bmesenmes with 
Nere we're pre packaging corned beef im tron packaging. end 
Caves 6 and sefleag 3100 pounds « work Wrae Advertiving 
at 20¢ more per pound. Weve opened Cavern Co, C 


plant 100% 


160 pew serounts aed expanded our 


Put yourself 1 thes profit picture. Get 
the fall tory on F&M Packing Company 
Find out how Cawovac'’s unique Profit 
Pockage Program builds vour corned 


rouldn't ge y 


7 2 


“1 PUT MYSELF IN THE PROFIT PICTURE... 
WHEN | PUT MY GRISKETS IN THE PROFIT PACKAGE!” 


@ THE CRYOVAC COMPANY 
Derisien of WR Grave & Co 
Cambotige 1, Mime. be Camede 
1204 Dufierin St. Toronto, Ontario 


complete pronuc- 

prometion den 

Manager, The 
0), Mass 


FREEDOM—The first of a monthly series of ads slated for leading 

meat, poultry, grocer and institution publications kicks aff the 1958 

“Profit Package” theme of the Cryovac Co. division of W. R. Grace 
& Co., Cambridge, Mass. Kenyon & Eckhardt is the agency. 


meeting, Royal York Hotel, Toronto. 

May 15-16. International Advertising 
Assn., annual convention, Hotel Roose- 
velt, New York. 

May 25-28. Associated Business Publica- 
tions, spring conference, The Homestead, 
Hot Springs, Va. 

May 25-29. National Business Publica- 
tions, annual spring meeting, Grove Park 
Inn, Asheville, N. C 

May 26-30. American Management 
Assn., national packaging exposition, New 
York Coliseum. 

June 3-6. National Industrial Advertis- 
ers Assn., annual convention, Chase-Park 
Plaza Hotel, St. Louis. 

June 8-11. Advertising Federation of 
America, 54th annual convention, Hilton- 
Statler Hotel, Dallas. 

June 9-11. Assn. of National Advertis- 
ers, spring meeting, Drake Hotel, Chicago. 

June 22-26. Advertising Assn. of the 
West, 55th annual convention, Vancouver, 
B. C. 

June 24-26. American Marketing Assn., 
annual convention, Harvard School of 
Business Administration, Boston. 

June 29-July 2. Newspaper Advertising 
Executives Assn., summer meeting, The 
Broadmoor, Colorado Springs, Colo 

Aug. 13-14. 3rd Annual Circulation 
Seminar for Business Publications, Edge- 
water Beach Hotel, Chicago. 

Sept. 5-8 Mail Advertising Service 
Assn., 37th annual convention, Chase- 
Park Plaza Hotel, St. Louis. 

Sept. 10-12. Direct Mail Advertising 
Assn., 4lst annual convention, 
Park Plaza, St. Louis. 

Sept. 22-23. National Business Publica- 
tions, New York regional conference, Am- 
bassador Hotel. 

Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 

Oct. 20-21. Agricultural Publishers 


Chase- | 


,Assn., annual meeting, Chicago 
| Assn. 
| Oct. 20-21. Boston Conference 
| tribution, Hotel Statler, Boston. 
Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel. 
Chicago. 
Nov. 3-4. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel. 


Athletic 


on Dis- 


Most Pennsylvania Dailies 
Now Charge 7¢ a Copy 

Most Pennsylvania daiiies now 
charge 7¢ a copy while the majority 
of weeklies are sticking to the 5¢ 
price, according to the “1958 Penn- 
sylvania Newspaper Directory,” 
published by the Pennsylvania 
Newspaper Publishers’ Assn. 

Of the state’s 125 dailies listed in 


charge 5¢ and the remainder charge 
less. One daily still sells for 2¢. Of 
the 228 weeklies, 110 sell for 5¢, 79 
charge 10¢ and 53 charge 7¢. 


Doeskin Sues SEC 

| Doeskin Products Inc., New 
| York, has filed a $1,000,000 suit 
| against the Securities & Exchange 
Commission and three of its at- 
torneys, charging that harassment 
by the SEC forced Doeskin to sell 
a stock issue last August at prices 
below what it would have realized 
otherwise. 


the directory, 65 sell for 7¢, 45) 


Advertising Age, January 27, 1958 


Kautman’‘s Report 
Goes from Subliminal 
to Inconspicuous 


WASHINGTON, Jan. 21—Henry J. 
Kaufman & Associates’ latest pro- 
|motional brochure is _ studded 
| with “semi-subliminal” messages 
|—blurbs about its clients printed 
|in type almost too small to be read 
‘with the naked eye. 

The agency has thoughtfully in- 
cluded a magnifying glass with the 
brochure to help readers get the 
message. The brochure itself is in a 
humorous vein. It purports to be 
the agency’s annual report, and 
carries such bits of vital informa- 
tion as: 

“Staff employes answered ‘no’ 
392 times to the question (asked by 
new acquaintances at parties), ‘Do 
you work for the government?’” 

“Nobody got bombed out at the 
agency Christmas party.” 

“We held our own with clients 
(lost two, gained two).” 

The 16-page brochure carries 16 
“semi-subliminal” messages about 
Kaufman clients, including slogans 
the agency uses for the advertis- 
ers. The messages are printed in 
red, + 


NOFA Names Arndt, Preston 


The National Office Furniture 
Assn., Chicago, has named Arndt, 
Preston, Chapin, Lamb & Keen 
Inc., Philadelphia, to handle its 
public relations. The agency has 
been handling NOFA’s 12th an- 
nual convention in Philadelphia 
March 28-31 and will continue to 
do so. 


Horton, Church Adds Paint Co. 

Horton, Church & Goff, Provi- 
dence, has been appointed to han- 
dle advertising for the Barreled 
Sunlight Paint Co., also Providence, 
a subsidiary of Pittsburgh Plate 
Glass Co. Sutherland-Abbott, Bos- 
ton, is the previous agency. 


# MEMO BOARD 
by WEIBRO 


Holds Paper 
Memos, Recipes, 
a ~ Notes, Grocery Lists, 

usiness Reminders, etc., 
@ USEFUL * without pins or Tacks. 


PREMIUM for the HOME 


Each board plete with jes, packed 
in attractive box with above cover design. An ex- 
cellent gift for all occasions. May be imprinted. 


Send for literature and prices 


3260 W. GRAND AVE., CHICAGO 51, ILL. 


Vil 


Pimiteoui says: 


BUY 


Peoria 


for the market with a 


Journal Star 


mark your map 


ILLIO 


ARS 


Find Peoria, Illinois and 
you've found the nucleus 
of a 13-county market 
with over half a million 

consumers . . . over 
$1,128,500,000 in consumer 
spendable income. The 


100,000-plus circulation of the Peoria Journal Star 


reaches this market for you . . . 
and blankets Metropolitan Peo- 
ria (1st in Illinois, except Chi- 
cago) with a circulation-to- 
homes ratio of 94.2%. 


affiliated with WTVH 
Ward-Griffith Co., National Reps. 
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G. M. METCALF, Vice-President — Midwestern Territory — Sears, Roebuck and Co. 


“Sears, Roebuck and Co. has been keenly interested in and has been growing 
with Louisville since we opened our first retail store in the area in 1929. That 
first store of nearly 30 years ago prospered and has grown with Louisville. We 
now have a total of four retail stores serving the area with an enlarged replace- 
ment of one of these scheduled in the next few months. Sears knows from 
experience the growth in importance of the Louisville market. We are invest- 


ing in its future.” 


S ELL touisgevitt €é - 


400,428 DAILY COMBINATION © 311,094 SUNDAY 


ROEBUCK AND CO. 


LOUISVILLE 


A Midwestern Industrial Market 

in the Ohio River Valley— 

The Ruhr of America. 

where one Daily Newspaper Combination 
reaches 99% of the People. 


Wwe RR Te A 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


he IS ry Bye it re Sint <a ~ ee At sah Bie ee Re Be oN TREN a fee ce Se ene ee ie Bie eee are * 18 
i Be rete orien i ee tee.” (oe Soa: : es COE ee eee Stee errr Bee at Oe ea a : Sie ees ee ae 7 aa i ute a pe ae Sat fe 7 
ee cae KE ee es! | at te ee aah le Cia ele eee es se ‘ Bere yt ere" 4 Lea ee dat ied | WSC SS a le aaa me a) i gee aha é - co ee ee pe Sol ul ee ae Se aie ' 
gris cae Sie See. Salle oe eee sah hi eet EERO =< OTe a: pene ith P ae cee git TS — ty : 
en Ae ae a ce a ee ae a a eo or c a i st a 4 Pee Baas ee P 
eae Bi 7 ater : b ie. a sha. dake te eS aia Necee he ees aoe els s 
ye oa pel eae - ? Ret oe iis oe i i me ; ee ie <i fen ‘ sas 
ace ei th NEN ie Ae ae eae eee pl eee ee alae ete oe es ee eo ae eras ae fren oe : 
rt Ge ee ee Re uk ae ee 7 tee Sais aces ce cece ie ae oe ate es yi: er eee ee Oe ier 
ee as a hs ae renee yeti ke ir i ee CEP WeM i Cee meter ec ge ae | Em 5 ae UR ie ee ee) eM eg a aie 
oe oe Econ a (May ie renee pee hn a Ps ee ae ti oy a a = et) ee a ee 
a ca tal of ‘ 3 : og 7 : o* me Tm = E =" a i ae “ é : / Se Ce 
" ee — AIRE , ' - . Z a8) 
} 2% 
y ® 2 . 
a es et SR, et ee ~*~ 
ie ae “ee ’ ; Es Te oe see ‘i 
Sees? lis > cee < - od ah ia me yess ey 
re ai ~ oota setae 32 a " P Sine AE et, ee ¥ 
hee Hee eee eee ; , ‘ : i , nee Gaetan bo sy 
ier eet se ; oe HEN $ . > a! en mee a 
Soe ee ee . =a I . . eee Ee 
ee me py: ae 
5, ate kee ia Ce, we... - (a area ean Mr hae + . 
pe a -. - eee ri . = Bais) 2) Por RAMEN le 
a press. oie le Z 3 Se We . pies se ae x 
a = te x > " ~ De access ne ee 
ere , ye: aie ‘“ >. ‘ee 
he ‘“ E . ‘ my . ' * —s 3 ” 3 3 to i) f 
: es P ~ .= se tee ; : 
a be ei =. ay b Ae AE Nes pi 
J — .™ oem | 
—— * Se age i. 
aA — ae Sr ay ae ad . 
Caan ‘ et c, a SN ers 
Deere, 4 ee ae A 
rae lie z : -_ ieee a 7 eae : 
‘ a 7 . : Zl eer > iF . Dia oe 3 
oe 4 awe ee gage ae eee - 
Sens we ea 34 4 oe eer eae ea . 
al eae eee oe 
wae as a oe 
ee ae 25 i " dx rap Pa 
eee Se. a , 
r : , a. ee UR a ay ” 
i , "eo. a Be eo 
{ : ? Fi ; ee ie _ ; hr 5 
eae ‘i ee ae. : eo bole 
ct eS ~ a se © ‘ ie Ay 
é ' i a. : BE , fare a ; 
2 ee - s a aa a 
Be = a a = ; ee a 
< ' _ — ae : ea i : 
, § 4 . a rE a_i me 
“ , — ore — Ys Rio a 
} : ae 
3 7 4 a ie — ” . B . ES ace ae , x 
ed oo ey Fe ani 
: ; | ms : a. Pee 
i sf ’ ’ ‘a a = aes e ’ 
; 4 é sue _ ae ; me 
4 , = “2 4 e bd : 
: . i tae an , 
x ae aa ah : ; ie 
a =, io 2 un 
% ae hah A te, 
i q o . ie Zi, 
= aa call 
“ 4 = 
; e. Bs , - 
* 4 r ; 
’ . 2. 
: Z : . 
| * % ‘ 
7 “ ; , 
of 3 —. es 
: , —- ‘ e 
g se ‘e , ep 
% eee S i fet 
. gee SE ‘ 4 icwe 
’ ov 4 ~~ ee : 
nal JS Y ; 
| a ; <a : 
: a ig ala Ps - oe 
: Tie F as eae pay a Ae ‘ : 
bi a 3 ' ead bk - her E 
7 — ta : Hy © eciut : aa 
Rar —_— lh a Ras r e yak ae 
on, es es : x Boe. ee 
; cae a ae ihn Oat ae ie 
: ’ ee nae ak ae ise j ae ee CPO Re: a, he 
: ee de ‘ss Wie Meet peo ‘ 
ie F i oF tee eh . 
, ei mez ile. 25 < ad i 7 , fa] es 
= aaa : ed ie. ee. Ay a Sia iar el 
RS ig S Toe oe nn ge ie et 
ot Sane Be ee reste ne a 
é seep adi Sih Sue MED cA ahi tin nT a alae aad tan 2. Le 
eats 2 eae ne PN Ov aa ai i . Fis 
SLL ei ia aaa Yr Sa Ean 1 a et : 
SS as aie ions Tae =a ee Sir na bat ‘ Eee Me 
i ae ee a aad ie eS oo) <I i Eile Ne reac ae £ 
Pe OR eee ace Sy a ge a eee eas |. A eae a 
OM ee Od. ate ap te *. nike One) hae ‘oa ee 
y. Sy a 8 ee eee Se ce tel! 
/ Po el ‘ tet ee ’ es ea a ee Gas a ee 
ee ee acts: EE . : eae ae a (9 ee alk tes Pe aa 
2 a RT | ace OS me " ee "sa e ‘ 
ye o a ce a 
Poche, .* 4 Se eee ae a piee nk =” gid tee aie Wn ae 
7 j , 2 } ee) i os ne ieee ee oD) OTS wae ca ee £ 
i Pate. aa deg A at ae | Ray Oa ie 
> . nga pant Te POM Pe i gervae one ea 
; } : a ligation ekki ee ee en 
age) ee a ee “ ah tale sh Pe a , BF pe: By a gee CE Bae Foss Sg ete ae a, 
; paleo ard iets ne reds i, Fa pier hades ea chee phon oe. pee 2 i 
; 1 PRS eiaied oh <A ee ea ree 3 : Bae ah Rak he 5h eee aie los, ve ase Wa my 
Caton Mok eee Mee Gene oe ee / . Row Me ol Rs ee 8 i ng ee i 
SA ARS ah eee oc er Pine ae aa es: * back ee eran? é Pa. Fe bee ek ces ae id See rae 
Chae? git EON Bi te a ce tigse ge ' pea ea Tae leer, et A cee > 
eee eee i he eames ee tag 8 iccry em 
TE NS PEN acl ee ie gy a ce ee ort) 4 ee ee a Se 
F ene a oa OT eects iw: Bessie, an ar lS Jae ee Pentre ook aes q 
lt = re es ; Rie? SS a ra aks, oe 
ee aa Sa J ee ie cx a a Sues peg ae Pig oe. hci ee 
ii = Meee Movies aed: sete ct eR iar en ss ager a Seas b 
ae ae oe ee ee TE eT rs, 
Neg, he eM a* pc SS als, late Paci Wn an NRF Co ict eer, 4 ult Shad 
“ey et Aue 0 eae ies 4 te a Gea 7 # aa ps Cr es ato ee ie ya A er ee Pel} 
2 eee bs an é ee cia ais ere a eee 
teh Ba ae cae.) 2a eel ‘ =z : Ve <i Ba eo eee 
eh oe pr. a P —_— 2 be ‘: " i : 
is - % ie me -2 
[ i 4 ® er ee Sr é ate fey ool ee ee bis A ; 
j Ot ee oa * £ See St, Si ae eee (see de | ee 
} rem EMRE OS — 2 5 alg ee Re ae ae! Neila pebine teal sae ; 
. -. 7 oO 
/ he 
Ds 
ee 
" ‘oe 
, 
"ee a 2 B 
‘ ses en ai : 
7 J 4 ie Piety a - 2 
=A eae a f 
; 
; 
| a 
; : 
z = e : si : A, = , ‘ ’ . . . es 
an sue x ; “ mes z 5 Ie, See aaliay ~~ fae . . 2 E Bta= i 4 a arena oe 2 i ‘ rg 
Se : fs é Ss aN pt Sem id ; 7 4 “ ; 
mapa ae ; é . We tee eee 2 a , ie 5 teen es a a ghee, : Ss ee ioe 2 ec) Pees: ¥ ? ree 
fey woe a ee a ae a PR ey {Rig REE ey at ies ar aa ey ss ee 


78 


Fitz ; bo : they heard the gal who popularized | brother. 
-Gib n Depicts “Nobody but Nobody Undersells | “Tell her to buy a car and live. 


Beer as Promoter of | Gimbels” with awe. |Buy a car and be fulfilled. Buy a 


In her talk she ground out/car and vamoose her neuroses. 


Family Conviviality enough prose for a year’s supply, “Show her why a car can trans- 


\of ads and sent the copywriters|form her scullery-maid existence 


(Continued from Page 3) scurrying to their typewriters.|into useful, exuberant adventur- 
give the user a feeling of being | When the boys ran out of table-| ous life. 
more important,” she emphasized, | cloths and old envelopes they start-| “Say to her: ‘Time is slipping by, 
“you have the nubbin of success.” | ed scratching notes on their cuffs. | and, by golly, when it is all over, 
“The family that drinks beer for | |if you haven’t had your life, what 


dinner every night at a long lei-|s Her formula for overrunning the | have you had?’” 
surely dinner, with the family |country with automobiles: ' . 
gathered around the table, will| “Sell to women. Then you've got |" Mrs. Fitz~Gibbon said the knight 
have a warmer, wittier and more|jt made, men. Your ads make a/|° ld, off for a crusade, used to 
wonderful home life than will the| man’s heart pound fast, his breath !0ck Up mama and take the key. 
hurried, non-beer-drinking family | quicken, and the elastic come off | T%€" she asked: 
that grabs a bite, gulps and gallops | his billfold. | “Is it any better today? The old 
out into the night,” she said. “You'd better start wooing the | ™#" leaves in the morning and he 
With beer-drinking families, she | woman—but quick. Your business | still takes the car key. et 
said, “there’s badinage, raillery,| is down—and I know women. Mil- | A woman without a car is just 
banter, jollity. Everybody is look-||ions of women can’t drive and|@ ¥ird in a porcelainized, automat- 


ing for a laugh... Maybe the wit | they think they can’t learn to drive. |\€ ee ae mag)-controlled 
won't always be flashing or laced | Convince them they can. cage. ive er wings. She’ll bless 
with wisdom ... but tensions will! “Millions of women who can |¥°U f0F it.” # 
wilt. . .” | drive would rather spend money on | 

“True,” she said, “you cannot other things. “ . Liquor Ads Should 
change a person’s IQ, but you can| “Have you heard about the! 
get him te perform at the top of | mink-covered highball coasters for Stress Hearth as 

is talent.” hostesses who wish to be dripping | 

‘in mink?” Symbol, Dichter Says 


FITZ-GIBBON FLIPS (Continued f Paes 
WORD ON A } Bs S ontinue rom Page 3) 
UTO ADS . And how the gentlemen listened | ,,, uring Gheut.the needed fevele- 
Detroit, Jan. 21—A grandmoth-|as “grandma” continued: : or : : 
ae a " me - ‘ tion, destined to lead to higher liq- 
er told Detroit’s advertising smart | Your advertising is full of vio- wor sales.” 
boys in a home-spun way how to) lence. Woman is not Sputnik mind-| : , 
sell 40,000,000 cars by just turning ed. She’s put-put-putnik-minded. | = Dr. Di — 
to the women. She does not care for hot, hot, | to: r Danger uaped the meee 
Bernice Fitz-Gibbon set the De-| hottest performance. ; ‘ : 
troit Adcraft Club back on its heels| “She doesn’t want a smoldering, @ 1. “Recognize the triangular 
with her own style of rock-and- | supercharged, heavybreathing Ru- | Character of the drinking situation. 
roll advertising philosophy. And,|dolph Valentino. She wants a/|Pay equal attention to the drink, 


the drinker and the mood stimu- 
ey ae Sa 3 


¥ 


; | pleasant purposes of drinking.” 
| In this connection he said, ““Most 
yt advertising today places heavy 


Ties Made fer, 


EVERY ; 
¢ © CONVENTIONS PROMOTION ® |drink itself—its superiority, pres- 
; \tige, physical characteristics, 
* PROMOTIONS SHOULD HAVE = | price.” : 


* PREMIUMS 


|as a major source of drinking hab- 
2g lits and drinking needs. Use sym- 
ay |bols of the hearth and warm inter- 
= | personal relationships.” 


* ciuBs 


A themes with this new promotion and 


dealers and customers . ... give away 
won, at conventions. Your design reproduced 
y on fine quality neckwear, Prices — 
from 60c a tie. Details 6M request. 


and secure surroundings.” 


\relaxation, gaiety and sociability 


Dept.A, 401 Fifth Ave., New York, N.Y. cigar, a theater ticket. 


k |e 2. “Recognize the importance of | 
AG Ta-o 9 | the home and home entertainment|, p, pichter called today’s bars 


He said of a recent ad test, ““Con- 


ae 
Fy rie ; ® |sumers reacted most positively to} i, ;. top : : ad 
: MADE TO YOUR Spepicalion, » a Black & White whisky ad, rep- oS CREReETy the Sawer oF 
: * ' |resenting the two little Scotties in 


» \a living room where a friendly er . aia = 
\ Launch new products and sales _ flame burned in the fireplace. Pay-| ernization of bars and taverns. 
, Z wh. » |chological reactions showed the 
@ premium idea. Distribute to salesmen, & |respondents were eager to asso-| 
a ciate drinking with such intimate | 


Today’s advertising, he said, is| 
|“rampant” with eccentricity and | 
|snob appeals—‘The total impres- | 
sion is that you must be invited at 
least to the house of the lord or a 
tycoon before you have any justi- 
fication for touching the stuff.” 


|@ 4, “By the same token, use more. 


humor in your advertising.” 

e 5. “Find ways and means to en- 
courage the present trend toward 
a greater liquor equality between 
man and woman through new pro- 
motions and merchandising tech- 
niques.” 

He suggested that “direct mail 
pieces cleverly involving the wom- 
an wouldn’t face legal prohibi-| 
tions.” 


|@ 6. “Combat insecurity rooted | 
in ignorance by providing informa- 
|tion in entertaining form and a 
|popular educational campaign 
| leading to word-of-mouth adver- 
|tising. Promote the whole indus- 
try.” 
|e 7. “Provide quality assurance in 


a believable and consumer-cen- 
tered way, but don’t try to create 
prestige at the expense of the con- 
sumer.” 


e 8. “Always reflect the real mo- 
|tivations behind drinking and! 
|choosing your brand. Match the 
|personality of your brand with the 
| personality of your customer.” 


e 9. “Anticipate markets and buy- 

ing trends by being aware of the 
changing unfulfilled needs of the 
consuming public.” 


aya sai Paes , | lated by drinking. Illustrate the| e 10. “Speak to the individual. 


Recognize his demand for recog- 
|nition, and satisfy his yearning for 
feeling that he is distinguishable 


stress on only one element: the | from the crowd. Make him feel you 


are producing for him, that you re- | 


spect him, that you are making’! 
every effort to satisfy his personal 
needs and personal taste.” 


land taverns “dingy, cold-looking, 
mercenary.” He said their food is 
generally bad and that they have 
“no inviting decor—nothing to cre- 
ate the required moods.” He said, 


the liquor industry to help a move- 
ment for the correct kind of mod- 


The doctor also had a word about 
|straights and blended whiskies. 
He said the trend away from 
|blends to straights has a psycho- 
|logical foundation—a “search for 


e 3. Domesticate liquor. Display) genuineness.” Bourbons, he said, 
your brand not as a rare and eso- | are characterized by their consum- 
teric product but as a highly val- ers as genuine, real, natural, pure. 
ued but accessible ingredient of the; Blends, however, “raise fears of 
good life in general. Show it in| manipulation, adulteration, tam- 
|conjunction with other symbols of pering.”’ The public impression of- 


,/ten is, he said, that “one never 


such as an appetizing meal, a good knows what gets blended with 


what.” # 


‘in Kansas City it's KCMO’s 


“SELF-SUPPORTED TOWER. IN THE WORLD” 


“Eye fll” 


OCATED AT BROADCASTING HOUSE, KANSAS CITY 


e 


TV «0 KC 


IVI 


SZ 
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Again in 1957 


Advertisers Set Records 
In The Post-Gazette 


Many linage records were set in the Post-Gazette during 1957 — 
proof that "Something Is Still Happening In Pittsburgh."'And proof 


that more advertisers are getting better results in the Post-Gazette. 


RETAIL ADVERTISING 


Only one Pittsburgh newspaper—the Post-Gazette— 
scored another all-time high in retail advertising. This 
is the sixth year in seven that the Post-Gazette has 
climbed to a new high. Retail advertising in the Post- 
Gazette is up 20°, in just five years. 


NATIONAL ADVERTISING 


Despite a downward trend across the nation, the Post- 
Gazette enjoyed its second highest year in National 
Advertising in 1957. In automotive and financial adver- 
tising the Post-Gazette led all Pittsburgh daily news- 


papers. 


CLASSIFIED 


Still on the increase, Post-Gazette classified advertising 
also reached a new peak. Both Pittsburgh afternoon 
newspaper lost linage in this category. Since 1952, 
classified linage in the Post-Gazette has risen 17°%,. 


TOTAL ADVERTISING 


Put the records all together and you get still another 
all-time high for the Post-Gazette—total advertising. 
In 1957 it was a gain of 112,579 lines compared to a 
loss of 274,326 for the Press and a /oss of 721,042 for 
the Sun-Telegraph. 


Something Is Still Happening In Pittsburgh 


Pittsburgh Post-Gazette 


Represented Nationally By Moloney, Regan & Schmitt 
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Newsprint Demand | 
Dips: Supply Grows, | 
but Costs Rise Too 


New York, Jan. 21—Two organ- 
izations concerned with newsprint 
have just released new data on the 
subject. 

American Newspaper Publishers 
Assn. reports that total estimated 
U. S. newsprint consumption for 
1957 decreased 1.1% under the all- 
time high of 6,899,021 tons set in 
1956. It attributes a large part of 
the decreased consumption last 
year to strikes against a number of 
newspapers and estimates total 
U. S. consumption in ’57 at 6,818,- 
999 tons. 

Simultaneously, the Newsprint 
Information Committee forecasts 
that “a continued rise in costs com- 
pounded by lowered operating ra- 
tios will greatly intensify the cur- 
rent cost-price squeeze in 1958. 

“Handling the cost problem,” the 
committee says, “will be doubly 
hard, because the mills will be 
striving to adjust their greatly ex- 
panded capacity to a demand lower 
than was anticipated. 

““While North American news- 


print capacity will be 18% greater 


by the end of this year than in| 


1956,” the committee says, “news- 


print consumption is expected to| 


remain static during 1958. Lower 
operating ratios,” it notes, “increase 
the burden of overhead.” 


® There is also doubt about the 
labor situation, the possibility of 
another hike in freight rates, the 
higher prices for everything that 
the mills buy. 

“The one hopeful factor,” the 
committee says, “is the prospect of 
a further softening of the unfavor- 
able dollar exchange rate, which 
last year deprived Canadian mills 
of an average of more than $4 out 


days’ supply on hand and 8 days’ 
supply in transit. 


® A check of trade sources this 
week failed to uncover any recent 
sales of newsprint on a spot price 
basis at $118 a ton, or $16 a ton 
less than the current contract price 
of $134, reported earlier this month 
(AA, Jan. 6). | 

While both U. S. and Canadian 
newsprint is probably obtainable at 
$118 a ton on a spot basis, in 
quantities of 1,500 tons or better, 
jobbers say, inquiries for spot de- 
liveries in substantial quantity 
have been few and far between in| 
the past couple of weeks. 

The general price structure is ex- 
pected to remain steady, but occa- 
sional spot buying at negotiated 
prices in the wholesale market is 
expected to become more common, | 
unless there is a strengthening of | 
demand. + 


JET AGE—H. J. Heinz Co. has scheduled a color spread in Life, Feb. 3, 
to kick off its first storewide promotional campaign of 1958. The 
pramotion will focus attention on Heinz varieties, as well as related 
food items in stores throughout the country. Ketchum, MacLeod & 


Heinz Jet lge 
Values 


Vous come FUP yeu art with eral bergen: when sour 


Grove, Pittsburgh, is the agency. 
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Bob & Ray—and Ed 
Expand Video Activities 
Goulding-Elliott-Graham Pro- 
ductions, New York, has opened 
its own animated studio. This com- 
pany, which is owned by perform- 
ers Bob & Ray, and copywriter 
Ed Graham, will now be able to 
handle commercials from creation 
to completion within its own plant. 
The company’s new division will 
be managed by Lewis Gifford, an 
artist-writer who formerly was 
with J. Walter Thompson Co. The 
division will be called Gifford An- 
imation. Studios will be located at 
420 Lexington Ave. 


Babbitt Names Two More 

John L. Woolley, vp of B. T. 
Babbitt Inc., New York, has been 
named director of sales, and Rus- 
sell W. Thatcher, formerly with 
Colgate-Palmolive Co., has joined 
Babbitt as administrative assistant 
to the president. 


of every $100 of American sales. 
The free play of economic forces | 
which brings about fluctuations in | 
the exchange rate now seems like- 
ly to produce a firmer U. S. dollar | 
and thus a lower foreign exchange | 
penalty.” 

A decreased level of general 
business activity is predicted by 
the committee for the first half, 
which ordinarily means less news- 
print usage. The industry, the) 
committee says, looks for an upturn 
late in 1958 to bring annual con- | 
sumption up to last year’s total. 

| 
@ Newsprint Service Bureau re- 
ports that U. S. mills in 1957 turned 
out a record total of 1,825,897 tons, 
a 6.3% increase over 1956’s total 
production of 1,717,243 tons. Out- 
put in Canada of 6,396,114 tons 
represented a decline of 1.1% from 
the alltime high of 6,468,815 tons’ 
set in '56. 

Thus, the bureau says, the all- 
time high continental total of 8,- 
222,011 tons was 35,953 tons or 
0.4% greater than in 1956. 

North American mill stocks on 
Dec. 31, 1957, aggregated 151,785 
tons, compared with 110,263 tons at} 
the end of December, 1956. Pub- 
lishers’ stocks of newsprint on hand 
at the end of December, '57, totaled 
42 days’ supply on hand and 6 days’ 
supply in transit. At the end of De- 


cember, °56, the figures were 36) 


“I Graham 


does 
at! 


See page 104 | 


Total Spokane Market 


Effective Income 


Retail Sales 


Families: 346,300 


The Spokesman- 


$1,922,915,000 
$1 287,109,000 
(Population: 1,108,200) 


Review and Spokane Daily 


Chronicle reach 5 out of 10 families 


Retail Trading Zone’ 


Effective Income: 


Retail Sales 


Families: 201,800 


$1,186,915,000 
$ 760,054,900 
(Population: 645,100) 


The Spokesman-Review and Spokane Daily 
Chronicle reach 7 out of 10 families 


ul 


Metropolitan Spokane 


Effective Income 


Retail Sales 
Families: 87,500 


$519,983,000 
$538,221 ,000 
(Population: 267 800) 


The Spokesman-Review and Spokane Daily 
Chronicle reach 10 out of 10 families 


lorats ore cumvionve 


households income sates 


Sates Management 1957 


Pooviahon 

Cireviation: ABC Audit Report, March 31, 1957 

°24 complete counhes thown lates! dete. =ith @excephon of 
coreulahor unevalabie tor ports of cournes defined by ABC 


If you’re measuring markets 
by metropolitan areas, 
better go cautiously 

when you come to Spokane. 


Measuring this big market 
in terms of metropolitan data 
is like fitting diapers 
on King Farouk. It 
just can’t be done. 


Why? Because 


the isolated Spokane region 
is one of the West’s largest 
natural marketing areas 
--an integrated 
trade entity 
the size of New England 
... but in the very heart of the 
Pacific Northwest 


Walled in on all sides 
by giant mountain ranges... 
and separated from surrounding 
markets by great 


distances ... it conforms Sait, 
ideally to the logic 


of geography 


+ 


& ae 
ihn 
and 


distribution patterns. 


More than a metropolitan area, 
this vast market is composed of 
hundreds of prosperous 
cities and towns and 
rich farm communities. 
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L. A. Dodgers Set Broadcasts 


, ' - 

The Los Angeles Dodgers have he apps, hving’ keynotes Richmond Beach home .. Ellis Sells Stock to 
announced plans to broadcast all . evr , — 
games on radio in nine Southern eee at oo 
California counties and Las Vegas,| @ ; 
Nev. Half the games will be spon- 
sored by Eastside Brewing Co. for 
Eastside Old Tap lager beer. The 
agency for Eastside is Young & 
Rubicam. Walter O’Malley, presi- 
dent of the Dodgers, said a co- 
sponsor for the other half of the 
broadcasts will be announced 
shortly. 


(Continued from Page 3) 

a great promotional splash with a 
steel body—a move that “doubled 
Chrysler sales.” He added, “So now 
I said, ‘Let’s go all out on brakes’.” 

The retiring Kudner boss ex- 
plained that Buick has given the 
agency a termination date, but he 
implied that it wasn’t a firm one— 
“It’s intended mostly for the law- 
yers.” He declined to name the 
|date, but he said, “It is more than 
90 days, and it may well run be- 


Foster Grant Runs 16 Pages 
Foster Grant Co., Leominster, 

Mass., maker of Fosta-Grantly 

sunglasses, ran a 16-page insert in 


the Jan. 20 issue of Drug Topics—| gut toucH—A new series by the Oil Heat Institute of Washington | yond the agreed time.” 
the largest single insertion for one 


oduset in the betes t th uses the editorial-style treatment of shelter magazines to present a 
ie poston. pore ie don yo picture layout of a new house heated by oil. The copy carries details 
serve as a complete catalog of the| % % architecture and decor, plus comment on why oil heat was | front runners for the account, “I 
1958 line. Reingold Co., Boston, is| Chosen. Ads appear weekly in the Seattle Times Sunday supplement. | wouldn’t want to move in on the 
the agency. Pacific National Advertising Agency handles the account. Buick account, if I was getting it, 


® He went on to say that while he 
did not know what agencies were 


Population is over a million (greater 
than the Milwaukee ‘éc>! Metropolitan Area) 
... income is close to two billion 

... and sales are over one billion (beat- 
ing those of 14 individual states!). 


Monsured by any market index you choose, 

it’s four times as big as it’s metropolitan 
area. And you sell it all, when 

you sell Spokane! 


For not only do Spokane’s two big daily newspapers 

-- The Spokesman-Review and Spokane Daily Chronicle-- 
furnish complete coverage of metropolitan 

Spokane, they blanket the entire Spokane 

Market, too. 


Throughout one of the largest areas served by 
any daily newspaper in the country, these two 
<—= big newspapers enter one out of 
every two households! 


To cover the vast Spokane Market, More than 2400 carrier-salesmen in 
delivery trucks of The Spokesman- 
Review and Spokane Daily Chronicle 
travel a distance equal to three times 


hundreds of cities and towns through- 
out the Spokane Market provide 9 out 


of 10 subscribers with home delivery 
around the world every week. service. 


Advertising Representatives: Cresmer & Woodward, Inc 
Sunday Spokesman-Review carries Metro Sunday Comics and This Week magazine 


Kudner Execs, 


Retires After 39 Years with Agency 


juntil the new model announce- 
| ments.” 

Mr. Ellis also said that he was 
“the last of the original group” of 
stockholders in Kudner. He listed 
|that group as including Haywood 
| Anderson, Sam Fuson and Shafto 
Dene, now all deceased; Blackwell 
\Smith, C. G. Christensen, Bob 
Stewart, Eddie Owens and Schuy- 
ler R. Kudner. Mr. Owens is now 
| with the Compton agency. But 
Schuyler Kudner told AA that 
while he has been selling his Kud- 
ner stock in the shop from year to 
year, he still holds some shares. 
He added that he will be 65 soon 
and while he doesn’t now plan on 
retiring, “it can’t be too far off.” 

Mr. Ellis added that as members 
of this group of nine men died or 
retired or left the agency, he “could 
have become the owner” of Kud- 
ner, had he personally bought up 
their stock. However, “I kept try- 
ing to spread the ownership.” 


s While he has no immediate plans 
for the future, Mr. Ellis, now 64, 
|said he had purchased some tim- 
berland in Virginia in past years 
and that he will buy more and per- 
|haps get into the timber business. 
|Mr. Ellis has a summer home in 
Hot Springs, Va., and a home in 
Hartsdale, N. Y. 

He said he expects the next few 
days will see him getting the major 
share of the money due from his 
stock sale, with the balance paid 
later on. 

In addition to electing Mr. Rohr- 
abaugh president, the Kudner 
board also named Charles R. Hook 
to be an exec vp and treasurer and 
J. W. Millard, a vp, to be secretary. 
Other officers were continued in 
their posts. # 


Lehigh Names Schuler 

Howard W. Schuler, in charge 
of operations for Lehigh Advertis- 
ing Co., Allentown, Pa., outdoor 
operator and a division of United 
Advertising Corp., Newark, N.J., 
has been appointed vp and general 
manager of Lehigh. He succeeds 
the late Richard J. Rusk. In addi- 
tion, Richard L. Wrigley, formerly 
assistant to the exec vp of United, 
has been named vp in charge of 
sales at Lehigh. 


Kirshbaum Promoted 

Gerald Kirshbaum, formerly on 
the sales staff of National Distill- 
ers Products Co., New York, has 
been named assistant sales man- 
ager of open state sales for the 
company. 


Main line 
fo 
Editors 


feature 


SEND FOR a copy of FEATURE — 

America's only publicity medium. 

It reaches leading U.S. editors with 
your publicity features. 


CENTRAL FEATURE NEWS INC. 


1475 Broadway. New York 36, New York 


gi ee. | ee a ec eee See Mme RS ere eo te ee eae ee Nee 3 
i 2 can a a Ne oe i Tie aye oy Ca Gi reear Capiewes tees a aie Pg ee - oe Ss [yma MES IA wwe Ue gore oT ST ieee ge tac he we 
ey, Pi es aa ee ene a a Etec hi AR ee etic cor ea a oe) et : i BRS. ag eae eee sa eer ie ce 
Si 7 NS ee Baie rh iohas’ ame ie ee : ae are Seasons! - a ne Jeies S. 
ea a eed os Eee ia Bers «Z Pe a ae eet ree as a a 3 ee ‘ss . jo oe oy Ui eee ec in attra yee oe a 
eet iat. * age pee BIE her, : ete ae hed ee ae ee ae Nee ne ae ars 2 ee es tee ne : ee v= ee ee ee ee Se es Bh Re ever 3 : . 
ae eRe OD /apemeteeeamenet 2s Ee ene Sa 5 ee Se ree. 7 SrA treme Se ih ee: IR “gg Sia ES ng rr 2 eS eR EQS SS Ee ote os ES ; 
Saline a ree eo). ene era ate as rae cies oe 2a = OM ae eee anne meas Serie eS Ssh pees eS | ee se - STA ol Ga te a ree 
EE EE—— 
4 
j 
} 
+ be 
' 
| 
| 
a | = eS: 7 Ri: ’ 
wit 
: ; . 
Pr ee . 
soe 
8] 
¥ 
> 6a ‘ . , ae 
: = Ss SE ec See i aia ae a ee 7 ms : Seen Fae Wes . se 
= BA 2 fe le Sei: oT ae he ne Bice . y ee fe a tae" ogi te ey 
ee” ” ieee > : ee 
ye is i da ai 2 
: - " “ = ’ 
Peres bits = : al peese 
Eile ace asat ie whee Peery ‘ es 4 ann ev eat 
eee a wasnencretan ence eT Meera Ser. ee ee RS oon ie meer 
< ra 
gh 
| 
4 4 
’ = 
; 
; es 
} aa 
f hg 
f 
ed | 
| 
| ie 
a 
: 
; | 
’ 
| 
é 
' | ee 
i Aig’ 
| ‘ee 
: eee 
| 
| 
| 4 
- 
' 
| e . . . . 7 
* ~~. 2 Bb Bak : - . 
H . ®e *. , * . Py 
: i “ee, *e, . “~ Pha 
THE SPOKESMAN-REV!I Ew ae 
i Pere, ~ - 
i \ciiaiaaeiiconal q the Inland Empire ' 
; : * like 
, ist “ " “Peee 
SPOKANE Daity CHRONICLE ip, ae —_ 
tF in ——" 30 %. “8. 
Pa ‘ : i Brg Be i Sh ie ie ee ks ek tm — 
. ma - £-2-4.% 2 ** ee 
* a erry ee v * — 
, . . . ’ . —_-_ 
—- 
— : 
— 
— 
— 
‘ ie e ; y a 7s el “ ites j a ‘ iat, 2 : pak ‘ ae ou * vee 


82 


Advertising International, New Shop, 
Is ‘Born’ with 12 European Offices 


what is going on in their own busi- 
nesses. When we look into them, 
we find they are completely fouled 
| up.” 

| Europe represents a great mar- 
| ket for American goods, Mr. Akers 


Advertising Age, January 27, 1958 


‘ |American techniques to Europe 


and our policy will be that the ad- 
|vertiser’s success is our success, 
|}and we really mean that. 

“We feel that every advertising 
| dollar that is wasted is not only 


(Continued fram Page 2) 
venture are amazed that he was 
able to set up shops in so many 
countries in one fell swoop. Mc- 
Cann-Erickson and J. Walter 


Thompson Co. have been on the| 


European advertising 
more than 25 years. 


scene for 


. ' | believes. “They don’t love Amer- 
|sels and one in Paris; JWT, the | icans,” he said, “but they sure as 


largest agency in Europe, has a 
big office in London, one in Paris, | properly presented.” 
one in Antwerp, one in Frankfurt | 


and one in Milan. |@ Mr. Akers emphasizes that AI 


Mr. Akers’ explanation is siM- | offices will be national agencies of 
ple: “I have a personal income of | the countries in which they are lo- 


|hell will buy your product if it is | 


jagainst the client’s interests, but 
| against our interests. Every penny 
| we can save the client means more 
advertising to sell more goods to 
give us a bigger account. 


s “International advertising, as it 
is handled at present, is wasteful. 


McCann has four offices in Ger- | 
many, one in London, one in Brus- 


Don 


UNDERESTIMATE | 
the SWEET 


VERMONT 


MARKET! 


PURCHASING POWER: 
OVER $500 MILLION 


ONE ORDER—ONE BILL! 
ONE BUY delivers 6 Vermont Newspapers. 
Address: Rm. 516, Statler Office Bidg., 
Boston 16, Mass. | 


s Al's greatest feat, in the eyes of 
many observers, was the ability to 
|organize—and get publishers’ rec- 
ognition for—an agency in Stock- 
holm. To get recognition in Swe- 
den, an agency must show a bank 
credit of $300,000. This, Mr. Akers 
modestly concedes, he was able to 
| do. 

Mr. Akers claims to have the 
business to go with this grandiose 
scheme. He cites $1,000,000 bill- 
ings in Sweden, he says the Italian 


count and he claims a host of other 
local accounts. 

It is no secret that AI is out to 
|erack some big international ac- 
|}counts of American companies. A 
\leading drug company, an impor- 
tant airline and a big tire man- 
j}ufacturer are currently being so- 
|licited with some of the fanciest 
presentations yet seen in the in- 
ternational advertising field. 

Mr. Akers is confident of secur- 
ing American accounts. When it 


\ 


VERMONT ALLIED DAILIES 
* Burre Times * Ben 
- * By Free Press 
emer * Rutland Herald 


Brattleboro R 
* St. Johnsbury Caledonian-Record 


office has the $1,000,000 Squibb ac- | 


comes to the European marketing 
scene, he says, “Most U. S. com- 
|panies have a distorted picture of | money 


more than $500,000 a year.” cated but will operate with the 
|latest American marketing tech- | 
niques. 
| “There isn’t a creative man, as 
k it, on the Eur ancon-| . . : 
Potent said. rl pote agate with Pan American World Air- 
‘they are about where the U. S. was | ways in Europe, and Robert Mail- 
40 years ago.” lard, former press manager for 
, nh : - 

Another point made by Mr. Sabena Airlines in Belgium. 
Akers was: “We are different from | AI is maintaining two contact 
ithe J. Walter Thompsons and Mc- | offices in the U. Ss. The New York 
Cann-Ericksons because we are office (in the Empire State Bldg.) 
not set up to service domestic cli- | !8 Managed by Ted Nelson, former- 
ents.” | ly with George N. Kahn Co., Paris 

He also noted that AI is not |& Peart and the old William Wein- 
| working through affiliates. “If cli-| ‘Taub agency. The Chicago repre- 
|ents knew more about their agen-|S€Mtative (in the State-Madison 
cies’ agreements, they wouldn’t| Bldg.) is Percy Graham, formerly 
sleep so well tonight,” he laughed. | with Ruthrauff & Ryan. 


Lynn Akers 


| Mr. Akers indicated to AA that | 


_@ One of the features of the agen-| he has by no means completed his 
\ey’s operation will be a “brains | °rganization. He plans to open sev- 
trust” or plans board that will sit |¢t@! more offices in Europe and to 
'in the Monte Carlo headquarters |™ove into South America later this 
\and be available for trips to vari- | Ye@t. He also said that he has been 
‘ous European cities to discuss a/| ‘talking to several American agen- 
client’s problem. This plans board | ©!€s about the possibility of affilia- 
will fly in an Al-owned plane. tion. 

“This is a business man’s agen- | 
cy,” Mr. Akers asserted. “We be- NEW AGENCY GETS 3 
jlieve this setup can help make ‘MAJOR’ ACCOUNTS 
for someone. We don’t care LONDON, Jan. 23—Torben 
for the flannel suit, Madison Ave. Grunth, marketing director of Ad- 
|—-or whatever all that implies. | vertising International, told Apver- 

“This is the only agency in the|tTistnc AcE here that the agency 
|world that doesn’t provide expense | “already has three major interna- 
accounts for entertainment. We tional accounts, some medium- 
| will make a complete presentation |size accounts, including American 
|to a client, but we won’t entertain| ones, and some substantial local 
people. 

“We never want to have an ac- | however, to identify them. 
count that we couldn’t service. We | “We are going to accept as clients 
don’t have salesmen. We have/only one advertiser in each busi- 
service men, We pay wages and we | ness field,” Mr. Grunth said. “We 
sell merchandise.” 


will not handle competitive ac- 


European accounts.” He declined, | 


The client doesn’t get full value. 
The reason is that existing interna- 
| tional agencies and the internation- 
al divisions of domestic agencies do 
not have a complete network of 
offices. 

“What happens is that they eith- 
er have their own fully-owned sub- 
sidiary offices in some markets and 
work through associate or affiliat- 
ed agencies in others, or that they 
j}have no fully-owned subsidiaries 
and work through a network of as- 
sociate and affiliated agencies. 

“In both these cases the commis- 
sion is split, and when the commis- 
sion is split the advertiser is not 
|getting full value. It’s a simple 
| question of economics. 

“By having our own network of 
fully-owned offices in ripe markets 
all under the control of one head- 
quarters and with no split commis- 
sions, we can overcome this prob- 
lem.” # 


*McCall's’-SMI Ad Contest 
Entry Deadline Is Feb. 3 

Feb. 3 has been set as the dead- 
line for entries to the ninth annual 
|McCall’s-Super Market Institute 
| local newspaper ad awards com- 
petition. Entries will be judged for 
“more for all” philosophy, best na- 
| tional brands promotion, best spe- 
‘cial event advertisement, most 
|original or creative idea and best 
personnel relations. 

Trophy awards for each of these 
| five categories will be made with- 
lin each of three store annual dol- 
lar volume groups: less than $5,- 
000,000, $5,000,000 to $20,000,000, 
and more than $20,000,000. 


According to Mr. Akers, AI will 
operate on the 15% commission 
? system and will supply clients with 


counts. The one exception will be 
where an existing client does not 
| operate in one or more markets and 


‘Caldwell Times’ Now a Daily 
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...to any report form quickly 
by processing at R & S 


PUNCHING ¢ CONSISTENCY CHECKING 
TABULATING * PERCENTAGING 
CODING * PRE-CODING OF QUESTIONNAIRES 


One low cost — estimates free 


A 


a> 
‘ad 


RECORDING & STATISTICAL CORP. 


certified statements showing the | where another advertiser wants us 
actual commissions granted by lo-|to handle his marketing in those 
‘cal media. | countries.” 

Explaining the thinking behind 
|# AI has lured some top-drawer the formation of the new agency, 
advertising people to staff its op-|Mr. Grunth said: 
erations. The creative chief on the| “We aim to bring the very latest 
|Monte Carlo plans board will be 


The Times, Caldwell, Ida., estab- 
lished Oct. 3, 1957, as a semi-week- 
ly, began publishing as a five-day 
daily Jan. 6 and plans are being 
|made to publish a Sunday edition. 
|Gideon Oppenheimer is the pub- 
|lisher. Don R. Pickens Co. is the 
paper’s national representative. 


|Keith Monk, former top creative | 
j}man with S. H. Benson Ltd., one 
lof Britain’s largest agencies. In| 
\charge of legal matters will be 
Mario Bruno, an Italian lawyer, 
who was trained in New York by 
| JWT. 
| The production chief is Dennis| 
|S. Brooks, formerly with S. C. Pea- 
jcock Ltd., London agency. The 
marketing director is Torben 
Grunth, a Dane who was formerly 
with Robert Otto & Co., New York, | 
| as account executive on Reming- 
ton shavers (an international ac- 
count that is currently being solic- 
ited by agencies, as it is leaving 
Otto March 31). 

The Paris office is headed by 
|Andre Cuisinier, founder of Slog 
Advertising, an agency that Mr. 
Akers bought. France is the only 
country where AI bought out an) 
existing agency. 


Go peddle pencils, 


Smidley. 


Ya must be blind the way you 
continually overlook Cascade. It's as 
plain as the nose on your face that 
here's a bosic buy in the West 

Look, Cascade is exclusive television 
for a huge, four-state area with billions 
of dollars in new industry, millions 


of acres in new farms— 


Other office managers are: Rug- | 
gerio Ceccarini (Milan); Joachim | 


|Freyburg (Frankfurt); Fernand 
|Nilwick (Brussels); Axel Juhl | 
| (Copenhagen); Sammy Schinasi | 


|(Rome); Fred Steiner (Vienna) ;| 
Marc Nagles (Antwerp); and Tage | 
| Renander (Stockholm). | 
® Also associated with AI are) 
Geoffrey Brooks, onetime ad man- | 
ager of Lipton tea; Andy Shepard, 
former top executive with Grant 
Advertising, Chicago; and _ two) 
aviation specialists, Rene Morrell, 
| former public relations executive | 


th aA 


of new families. The wide- 
eyed boys are grabbing it, Smid, 


and you just con't see it? 


CASCADE 


BROADCASTING COMPANY 
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Action Reports 
from National Advertising Agency Network 


Your advertising agency should be in close personal touch with your key markets. Every 


BIRMINGHAM, ALABA 


obs ae 
“9 ate a 


NAAN agency can offer their clients national and international marketing services. 


r ; ’ . fi 
. ; ‘ t Py 


MA 


he 


| aoe 


The Advertising Agency Network of RESULTS 


NAAN- canada 


is Ronalds Advertising Agency, Ltd. Assignment: 
To assess potential of television promotion for a 
sales finance and loan company, in absence of any 
Canadian precedent. Result: Comprehensive reports 
based on 80 U.S.A. case history studies, many 
stating specific results, from affiliate in U.S.A. 


NAAN - sirMiNGHAM, ALABAMA 


is Robert Luckie & Company. Assignment: for large 
scale poultry raiser, to estimate potential for dis- 
tributing Grade A fresh eggs through dairies. 
Result: Affiliates in 15 cities of comparable size 
reported on local dairy experience, gave Birming- 
ham client a sales pattern. 


NAAN- BosTON, MASSACHUSETTS 


is The Reingold Company, Inc. Assignment: To 
produce detailed market-by-market brand informa- 
tion on soft drink sales quickly. Result: Affiliates 
supplied data for tremendous chart of leading 
brands in all cities covered, to report accurately 
on brand positions throughout the country — 
“reliable, helpful marketing information”. 


NAAN- cLEVELAND, OHIO 


is Carr Liggett Advertising, Inc. Assignment: To 
hire a native of Toronto to open an office for sales 
operations there for a client. Result: NAAN Cana- 
dian affiliate placed Vads, screened prospects, 
selected eight best possibilities. Cleveland client 
spent only one day interviewing the eight selected 
and hired his man. 


All NAAN advertising agencies are listed at right. Call the agency nearest 


you now. 


Serving Advertisers for 25 Years 


National Aavertising Agency Network 


607 NORTH GRAND AVENUE, ST. LOUIS 3, MISSOURI 


Address NAAN Headquarters for your personal Case History file. 


any May 


NETWOR™ 


The National 
Advertising Agency 
Network 


Call The NAAN 


Agency Nearest You 


for Action! 


Alinwk : ir 7 gh 
Robert Luckie & Company, Inc. 


Alabama: Mobile 
Morris Timbes, Inc. 


California: San Francisco 
Garfield Advertising, Inc. 


Canada: Montreal, Toronto, Edmonton 
Ronalds Advertising Agency, Ltd. 


Colorado: Denver 
Galen E. Broyles Co., Inc. 


District of Columbia: Washington 
Henry J. Kaufman & Associates 


Delaware: Wilmington 

John Gilbert Craig Advertising, Inc. 
Florida: Miami 

August Dorr Associates Advertising, Inc 
Ilinois: Chicago 

Robertson, Buckley & Gotsch, Inc 
Ilinois: Peoria 

Mace Advertising Agency, Inc 
Indiana: Fort Wayne 

Louis E. Wade, Inc. 

ini a it 


Caldwell, Larkin & Sidener-Van Riper, Inc 


lowa: Cedar Rapids, Des Moines 
Ambro Advertising Agency 


Kentucky: Louisville 

The Mullican Company, Inc 
M = oe. : g +, 

The Reingold Company, Inc. 
Michigan: Grand Rapids 
Webber Advertising Agency 


Missouri: St. Louis 
French and Shields, Inc. 


Nebraska: Lincoln 
Galen E. Broyles Co., Inc. 


New York: New York 
Hazard Advertising Company, Inc. 


New York: Syracuse 
Flack Advertising Agency, Inc 


Ohio: Cleveland 
Carr Liggett Advertising, Inc. 


Ohio: Marion 
Howard Swink Advertising Agency, Inc 


Oregon: Portland 
Cole & Weber, Inc. 


Pennsylvania: Philadelphia 
The Uliman Organization, Inc 


Rhode Island: Providence 
George T. Metcalf Company 


South Carolina: Greenville 
Henderson Advertising Agency, Inc. 


Tennessee: Memphis 
Merrill Kremer, Inc. 


Tennessee: Nashville 
Doyne Advertising Agency, Inc. 


Texas: Dallas, Fort Worth 
Evans & Associates 


Washington: Seattle, Tacoma 
Cole & Weber, Inc. 


Wisconsin: Milwaukee 
Hoffman & York, Inc. 


National Advertising 
Agency Network 


607 NORTH GRAND AVE. 
ST. LOUIS 3, MISSOURI 


Serving Advertisers for 25 Years 
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ENTHRONED— 
Bowing to Chi- 
cago weather by 
donning mittens 
and a scarf, Miss 
Frostproaf (Con- 
nie Tison) of 
Frostproof, Fla., 
sits on new Ever- 
sweet Corp. ship- 
ping containers 
for its fresh or- 
ange jvice. Inter- 
national Paper 
Ca. produces the 
container 
for EverSweet’s 
plant in Lyons, 
m. 


Barnes Satterthwaite Regan Dollnig 


Caldwell Knott Porter King Schmidt 
NAEA DOINGS—Chatting at the 80th meeting of Newspaper Advertising Executives Assn. 
in Chicago are E. B. Caldwell, Parade; Larry Knott, Chicago Sun-Times; Arthur A. 
Porter, J. Walter Thompson Co.; Harry King, Chicago Tribune; William Schmidt, Cin- 


Moffett Reeves Uihlein Hassinger Heindel 
STRATEGY HUDDLES—Thrashing out some aspects of the advertising business at the News- 
paper Advertising Executives Assn. conclave are John W. Moffett, Minneapolis Star 
and Tribune; George Reeves, J. Walter Thompson Co.; Erwin C. Uihlein, Jos. Schlitz 
Brewing Co.; Dent Hassinger, Bureau of Advertising; Louis E. Heindel, San Jose Mer- 


= Pl i 


HONORED—Winners of the 11th annual Dorothy Dawe’ writer of the Toledo Blade; Berneice Dollnig, direc- 
awards for distinguished journalistic endeavor in tor of the consumer education division, Sears, Roe- 
the home furnishings industry are shown here in buck & Co. (special categary), and Nathan Mandel- 
Chicago following presentation of the prizes by Neil baum representing the decorator studio of Good 
Regan, American Furniture Mart pr counsel. They Housekeeping. Not shown are Constance N. Parker 
are Barbara Barnes, home furnishings editar of the of the Daily Record, Middletown, N. Y., and Betty 
Philadelphia Bulletin; Tina Satterthwaite, feature Milburn, Tucson Citizen, also winners. 


Kenyon Braucher Proud 
SALUTE—Frank Braucher, recently retired president of Magazine 
Advertising Bureau, and a retiring director of Advertising Federation 
of America, is presented a plaque commemorating 13 years of AFA 
service by Robert E. Kenyon, Mr. Braucher’s successor on the AFA 
board, while being congratulated by C. James Proud, AFA president. 


- HONOR —G. D. 
Crain Jr., pub- 
lisher of Adver- 
tising Age, was 
the guest of hon- 
or at a luncheon 
given for adver- 
tising directors of 
client newspapers 
by Cresmer & 
Woodward  Inc., 
following its cus- 
tom of saluting 
an advertising 
leader at its an- 
nual session in 
Chicaga Mr. 
Crain is shown 
receiving a me- 
mento of the oc- 
casion from Del 
Worthington, ex- 
ec vp of C&W. 


Mandelbaum 


Franks Talbot Johnson Bedell Brown Day 
cinnati Times-Star; Hobart Franks, Atlanta Journal and Constitution; Paul Talbot, St. 
Louis Post-Dispatch; Lyle A. Johnson, Omaha World-Herald; Clyde Bedell, Clyde Be- 
dell Inc.; Britt Brown, Wichita Eagle, and Douglas Day, St. Louis Post-Dispatch. 


Lunding Kurz Healy Meigs Berger Lowe 
cury and News; Franklin J. Lunding, Jewel Tea Ca; Wally Kurz, Chicago Tribune; 
Charles Healy, O’Mara & Ormsbee; Merrill Meigs, Hearst Corp.; Louis Berger, Jos. 
Schlitz Brewing Co., and Fred Lowe, Detroit Free Press. Schlitz received a special 
award from NAEA for its newspaper advertising in 1957. 
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QUALITY 
CIRCULATION 


1,045,000 (Pub. Est., Dec., 1957) 
73% Newsstand Sales 
No Reduced-rate Subscriptions 


a girl’s 
best friend 
is her 


seventeen 


~ Meee Hane mete ee 
a nee aS » . 
ae Pes tit Sat eee 1) a Ni aoe aa 4 


Spine %or araree ee 


In the eyes of the world, today’s teen-age girl is an 


independent, confident, poised young woman. But in her 
own eyes she’s sometimes far less assured. She admits— 
to herself and her intimates—that she needs a slight assist. And she gets it 
from SEVENTEEN—the one magazine devoted exclusively to helping the 
Young Woman Under 20 fulfill her role in family, social and community life. 
SEVENTEEN thinks like a girl, writes like a girl, has emotions like a girl. Thus, between SEVENTEEN 
and its readers there exists a depth of understanding and mutual admiration that is unique. 


Perhaps that is why no other advertising has the influence and 


the impact of the messages appearing in SEVENTEEN. Es 


Where ABC's are a plus factor... 


SEVENTEEN-AT-SCHOOL 


Your educational materials go to 19,500 Home 
Economics teachers in this unique sister publica- 
tion of SEVENTEEN. It adapts SEVENTEEN’s edi- 
torial content into lesson plan form... carries 
your advertising—via SEVENTEEN— into the class- 
rooms of 75% of the nation’s high school Home 
Economics teachers. 


eo 


it’s easier to START a habit than to STOP one! 


SEVENTEEN MAGAZINE, 488 Madison Avenue, N. Y. 22+ PLaza 9-8100 


VI TL 


US OC WG-ee ie OORT 


Pe ee ee ee Se eye oe Mahe Soa th Le peg SE tg Fe 2 ee ee Re LS 8 eS ST eee. 73 ee 
Se 2 I Pena 2 = a ee ee 6 Pe Sn ie ieee fe _— ; Se ie ee a eee eee ee Py, = Byes Bay er ae 
ann Se ties Nee - ier a = eee: a : ee “oe ager wee 5 RE, OE ly ad Mie CR 5 ee BA) f 
See Hee es te eat ce ee ee ahs aes Ras ae wie Ee ah let “aed PONE Goma Keg ert op Se eon oe 8 ret : rat 
eee Megas! = Sethe “er eae ei cae c iene Br ie aa reuse a a ot gE Ea nage Cees iS : = 
see er Cee cog Sabu. the ; =n Pais ; ‘ e Pre mates, Ja teied RS Sn ae DEA greet 4 SA iar aaa ag 
te pen ~ , ae Aes xr ae ie ei 2 ipa RS Bi amare Ramah ot aa . ae a en are tS 4 oad ee a ee eS pete ey eee Nik: ot. eo Pee. bate 
tr rs Age ne oe a, ees. Ree ge PONE Sh 5 a pce Ieee he Da eine oe Bs =; ay See...) Se ee ee DA eed fy 2 a ene 
i are ore | © ee Bein a SRR 1 Ae ee NR Sl ee eat an fa =. = leg BA | > eee le ek Re at me Si sin ys ewes Seer, Tee Mee, - a a = Minato 
aie. = Magee) esi wee a a ag eg Sot DE ota f te ee Lae say ee one cha ee a ee a ~ ne Eso : ee 
| aemamemanamemeeeete iE 8 “4 a Be 
ec 
ef 
rh 
tnd 
— 
MO At 
| 
& i 
_- a 
rs 
¥ 
by 
eS 
} ¢ 
, él cats es 
om | AS 
, . * Figaliy aaa ak aie 
ne #- er oe pe 
-— rs J > eae : said 
: J , | x ake : 7 
” 3 ‘ 7 v 4 7 
pe 7 sf 7 oS -— Se . i 
’ * , Be 4 ; ; Yh ; La 
. r tes _ ae: ; es ¥ Py e. oA p> Sala : * 
mill c a . Py 
i is ‘ a ~p ? , 
“ .o" : “¢ ji 
a aie o- ? _ Py E : ‘ oe 
> ? 7 
a * ‘ a e ~ 
Pia ; A & : ee r 
ee a ‘ & , : : 
Behold h . eae 4 ¥ ~ F 
P tet Sad “es Fi a a a! 
— f ty Sp BS ae % ash e x a. 7 . < Ste a 
é nee ea ee ee ° 4 i lie 4 eins as 
‘ hes! a me as ae 4 ae " eae “ ; Vy - x oe > baa ce 
ee ga ; 7 oe aan Fie. si 74 a ’ ‘ : a 
_ ar Os Stet She Sh ol a Si, 7 g > 3 a 7 ; 
up . ae. ees “+ ; ; EO a ! Py ; 
» Tey sae ‘a OS eae a a = F a bo ~ c.. ; a < 4 ; 
* * ,. - . rie " ee ets : ; " ‘ 
i a an re ‘ Lane Seer 7 ? 
wh os co ae eet ites poate = 
oF a ae OO aera Sector tp bmi elt gibe ae =x ene mak ale aa 
i i. ¥ ren i " Ame YL se i, ta 
: : | Wien F 70 ial Z cantik - 
i ae eS ee ee Po : he c * . 
’ 4 = oS * 
5 A. te - / az * 
epee - Be a, payee . ~ Cres fe ‘ ~ 
x i - x: 
wdias j the ‘ 
: me ie j eee C a 
’ ,] R a Lee — 
. men ; es — 
" a ; 
i ee eee val 
* os Shee ae ed 
ww : 
fi iG 
_ : “ 7 
i ae | 
! : 
, 
| , 
ef 
ee : 
} P 
te, 
a 
— ~ : 
- S= — ; 
_ —— 
~ oe 
a 
A a T i 
v4 “a “ a e 
a“ ; 
F ¢ . ? 
| & “a | ~ : 
z ~ y : : 
e - ' ‘ : 
eooeereee eee ee eee eee ee eee eee ee ee eer eeeeereeeeeeeeeee een be 
. . . 
. . bad ‘ es 
i] 
. . ° _— . J ¢ 
. . ® = _ c 
. . . je o " - “1 
ez = ge Salis ey ae a regia) sos he tig Fay (CO ay | ; 
. e ° Repos sey eae ac ae eg Se op . st | 
. . . —o clef : 
. . . ret si | Se ne 
. . . : =; r ZY - = — 
. . oS ‘ 
eeeevoeeveeeeeweeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeees c 
i f “alee ete eae Sih) lye ec aaa Ogee, So ue : ea ; 
ue 2 pigs > Set nae pats ad. ee ; a ak oe eae : aCe Coat = , 
as % Se Hes Fe ie a gs ie ae et) wiheg “i ae ek ee oie ot Ba o 


Advertisers reach more 
readers for each 


dollar spent 


in |Parade| than in any 


other syndicated Sunday 
magazine-—and 

about twice aS many as 
in any major 


weekday or monthly 


TN ek mgm ime ene 6 eimmmee 
- and hee you cae capes! remnim 


magazine |Parade| --.=- 


Parade...The Sunday magazine 
section of 59 fine newspapers 
covering some 2800 markets...with 
16 million readers every week. 
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dvertising Age 


Feature Section 


Merchandising Whys and Wherefores 
Many Factors in M. O. Tests 
PR Has Bigger Role in 1958 


Production Man Likes ‘Floating’ Margin 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Watch Those Promotions! Post Office Checks Them 


Carefully Against Lottery Law 


In its Dec. 23 issue, Advertising Age reported a new promotion idea of the Merchandise Mart in Chicago, 
whereby a home furnishings show was to be staged starting Jan. 17, and was to be opened to the public. “An 
admission of 90¢ will allow the public to tour four floors of displays by home furnishings manufacturers, and 
perhaps win a new home or gifts of home furnishings,” the story said. 

This story led promptly to a letter from the local postmaster, advising that the general counsel of the Post 
Office had asked him to advise Advertising Age that the Merchandise Mart promotion would be a lottery “if 
the prizes are to be awarded by means of drawings or any other method of chance” . . . and announcements 
thereof “would be nonmailable.” Also enclosed was a copy of the postal lottery laws, which we are reprinting 
here as a reminder to advertisers that these laws should be carefully checked before promotions are estab- 


lished. 


ELEMENTS OF A LOTTERY 
Statement issued by the Office of the 
General Counsel, Post Office Department, 
Washington, D. C., Jan. 31, 1957. 


Courts have defined a lottery as a 
scheme wherein something of value is ex- 
acted from participants for the chance of 
winning a prize, and thus you have the 
three necessary elements, consideration, 
chance, and prize. The difficulty ensues 


‘when endeavoring to determine whether 


any particular plan involves the giving up 
of a consideration, or whether the award- 
ing of the prize is governed by chance. 
Ordinarily there is no trouble in determin- 
ing the presence or absence of a prize. 


There have been two fairly recent de- 
cisions in the federal courts dealing with 
the question of consideration in a lottery: 
Garden City Chamber of Commerce v. 
Wagner, 100 Fed. Supp. 769, wherein it 
was held that a requirement that partici- 
pant visit a number of stores to determine 
if his number is posted in one of the store 
windows, thereby entitling him to a prize, 
does not constitute a consideration for a 
prize, and that such a scheme is therefore 
not a lottery; American Broadcasting Co. 
Inc., et al. v. Federal Communications 
Commission, 110 Fed. Supp. 374, dealing 
principally with requirements of merely 
listening to the radio or watching tele- 
vision programs. 

This office must continue to hold that 
the element of consideration is present in 
a prize scheme when a substantial ex- 
penditure of time and effort is involved. 
However, in view of the above court de- 
cisions, this office takes the position that 
consideration is not present in the follow- 
ing and similar situations: where the sole 
requirement for participation is registra- 
tion at a store and, in addition, attendance 
at a drawing or a return to the store to 
learn if one’s name was drawn; visiting a 
number of stores, or a number of different 
locations in a store, to ascertain whether 
one’s name or number has been posted; 
witnessing a demonstration of an appli- 
ance or taking a demonstration ride in 
an automobile, etc. 


From time to time there are submitted 
to the Department for review plans in 
which a merchant will award prizes by 
means of a drawing, and his proposed ad- 
vertisement will state that tickets enti- 


tling the holders to participate in the 
drawings are “given away free”’—with 
each purchase, or payment on account, of 
one dollar. In these cases it is not apparent 
to the merchant where the consideration 
lies, inasmuch as there is no extra charge 
for the tickets; the customer pays a dollar 
and receives his dollar’s worth in mer- 
chandise. The Supreme Court dealt with 
this problem as far back as Jan. 30, 1893, 
in the case of Horner v. U.S. 147 U.S. 449. 
Involved in that case was the sale of bonds 
issued by the Government of Austria and, 
by means of drawings held each year, 
certain of the bonds were to be redeemed 
at a figure in excess of the purchase price. 
In addition, certain of the bond holders 
selected in this manner were awarded 
large cash prizes. It was held that this 
was a lottery although each bond purchas- 
er received full value for the money paid 
out—in the same manner the customer 
would receive full value when making a 
purchase in the store. In both cases the 
purchaser received a chance to win a prize, 
and the consideration, of course, is the 
necessity for purchasing a bond or the 
merchandise in order to receive the chance. 


Many contests which involve the award- 
ing of prizes by chance, usually by guess- 
ing, require entries to be accompanied with 
box tops or other evidence of having pur- 
chased the promoter’s product. Consider- 
ation is present in such enterprises and, 
therefore, they are lotteries. Usually, how- 
ever, the contestants are permitted to sub- 
stitute reasonable facsimiles of such box 
tops, labels, entry blanks or other similar 
prerequisites to competition. If such fac- 
similes are easily made from the adver- 
tising matter announcing the contest or 
from some other source readily accessible 
without purchases, the scheme may not 
fall within the strict purview of the postal 
lottery laws. Promoters, advertisers and 
publishers and, of course, postmasters, 
who wish to obtain a ruling on any such 
proposed scheme should write to the Gen- 
eral Counsel as far in advance as possible 
for advice and guidance. 


With respect to the element of chance, 
no one will experience difficulty in rec- 
ognizing that a drawing involves chance. 
However, there are other schemes in 
which the chance element is not so readily 
apparent; for example, where a prize is 
awarded to the first 50 ladies visiting the 


“X” Department Store after it opens its 
doors on a certain day; or where a home in 
a city will be selected at random to be 
visited during the day and a prize given 
the housewife if she has on hand a certain 
food product; or the awarding of prizes to 
persons whose names are selected from 
the telephone directory and published in 
the classified advertisements of a news- 
paper. These all involve the element of 
chance. 


Still another form of chance is that 
which presents itself when the amount of 
the prize is not definitely determinable 
in advance. In the case of Public Clearing 
House v. Coyne, 194 U.S. 497, the Supreme 
Court on May 31, 1904, held as to the 
scheme then before it, “That they were 
not engaged in conducting a lottery in the 
sense in which that word is ordinarily 
used is entirely clear, since this involves 
fixed prizes and the allotment of the prizes 
to the holders of numbered tickets which 
are drawn from a box. In such cases the 
word lot or chance attaches only to the 
name or number of the ticket drawn, and 
not to the amount of the prize, but the 
statute covers any scheme for the dis- 
tribution of money by lot or chance *** 
and by the word chance, as defined by 
Webster, is meant ‘something that befalls, 
as the result of unknown or unconsidered 
forces; the issue of uncertain conditions; 
an event not calculated upon; an unex- 
pected occurrence; a happening; accident, 
fortuity, casualty. ***’ The return to mem- 
bers who have been able to secure a large 
number of other members, and to pay 
their own monthly dues, may be very 
large in comparison with the amount paid 
in, but the amount of such return depends 
so largely, and indeed almost wholly, upon 
conditions which the member is unable 
to control, that we think it fulfills all the 
conditions of a distribution of money by 
chance, ***” 


Under this decision all schemes where- 
in the amount of the prize is uncertain are 
held to involve chance. This includes plans, 
for example, where the amount of the 
prize depends upon the number of persons 
who decide to participate in the contest; 
or there is a provision that the prize will 
be divided among tying contestants if a 
tie should develop. Still other examples: a 
scheme wherein the amount of the prize 
is governed by the sales total on a given 


day in the store conducting the plan; a 
plan wherein balloons are released over a 
city at a certain time and the prizes at- 
tached to them, or for which they may be 
redeemed are of unequal value. 


There is one type of lottery which is 
carried on in all sections of the country 
and with which most people are familiar 
—‘Bingo!” You have in this game the 
awarding of prizes by means of chance, 
and almost always the payment of a fee 
to participate in the game, so that there 
are present all three elements of prize, 
chance and consideration. It has been our 
experience that the fact that “Bingo,” or 
“Bunco,” or “Keno,” or whatever name 
might be applied to this game—is a lot- 
tery, is ordinarily apparent to all. The 
difficulty arises because of a misunder- 
standing that an announcement or ad- 
vertisement of such a game is acceptable 
in the mails as long as full details are not 
included. In other words, it is believed by 
some that if the announcement merely 
carries such words as “Party” or “Games” 
or “Big Game Wednesday Night” or just 
the printing of the familiar dollar sign, 
that such an announcement does not con- 
travene the law. This, of course, is not the 
case. If the matter under consideration 
is, in fact, an advertisement of a lottery, 
the omission of the scheme’s details ren- 
ders it none the less objectionable. 


A highly popular form of contest is the 
so-called “best-letter” contest wherein 
the prizes are given for the best essays or 
statements on a given subject, frequent- 
ly having to do with the product of the 
plan’s sponsor. These plans fall within 
that class of enterprises in which the 
awards are made upon a basis of skill, 
assuming that the comparative skill of the 
contestants determines the outcome and 
the winning entry is not selected by some 
method of chance. Therefore, in this and 
other contests of skill, the plan does not 
become a lottery by the insertion of a re- 
quirement that the entrant purchase an 
article of merchandise or furnish some 
other consideration. 

However, although skill is involved, yet 
if a tie is possible, such as in “best-name” 
or “best-slogan” competitions, and a con- 
sideration is required to be furnished, it 
is necessary to include a rule that a prize 
identical with the one tied for will be 
awarded each tying contestant. This goes 
back to the question of chance in the 
amount of the prize, as already referred to. 


Prior to the year 1909 the postal lottery 
statute forbade the mailing of matter re- 
lating to schemes which awarded prizes 
dependent upon chance. In that year, the 
law was amended to apply to schemes 
wherein the awarding of the prizes is de- 
pendent in whole or in part upon lot or 
chance. In times past it has been contend- 
ed that the guessing of the number of 
beans in a glass jar was not chance, be- 
cause a trained mathematician might be 
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able by means of his skill to approximate 
the number of beans, although admitted- 
ly there was some chance involved in 
the approximation and he could not def- 
initely ascertain the exact number merely 
by observing the receptacle and its con- 
tents. Since the amendment of the law 
there is no question that it applies to such 
a scheme, as it is dependent in part at 
least upon chance. 


This applies similarly to the prediction 
of the number of votes cast in an election, 
or the scores to be made in an athletic 
contest. 


Fishing contests have also been held to 
involve the awarding of prizes depend- 
ent in some measure upon chance. How- 
ever, the law was specifically amended 
to exempt “any fishing contest not con- 
ducted for profit wherein prizes are 
awarded for the species, size, weight, or 
quality of fish caught by contestants in 
any bona fide fishing or recreational 
event.” (Section 1305 of Title 18, U. S. 
Code; Section 124.52, Postal Manual.) 


It should be stressed that it is neces- 
sary for all three elements—prize, chance, 
and consideration—to be present in a plan 
in order for it to be held a lottery. If 
there is chance and a prize, but no con- 
sideration, or if there is consideration but 
the awarding of the prizes is not governed 
by chance, the scheme is not a lottery. 

The law, Section 1302 of Title 18, United 
States Code (Section 124.31 of the Postal 
Manual) provides that no “*** newspaper, 
circular, pamphlet, or publication of any 
kind containing any advertisement of any 
lottery ***” shall be carried in the mails. 
The term “advertisement” applies to any 
notice which appears in the newspaper 
relative to a lottery, whether it is inserted 
at the expense of the promoters or is 
merely a news item. 

The law also provides that newspapers 


Salesense in Advertising ... 


“containing any list of the prizes drawn 
or awarded by means of any such lot- 
tery *** whether said list contains any 
part or all of such prizes,” shall not be 
carried in the mails. This portion of the 
statute is of special interest to newspaper 
men in connection with the publication of 
the winners of the Irish Sweepstakes. The 
question arises afresh each time the win- 
ners are announced. Newspaper items 
relative to these winners are nonmailable. 
This applies equally to announcements of 
winners in other lotteries, regardless of 
who the operators might be. 

In applying this portion of the law, an 
exception has been made for newspaper 
articles “‘which have a news value in their 
own right, and in which the lottery ele- 
ment is only incidental to a newsworthy 
event.” The law is not designed to sup- 
press information of news value to the 
public, even though incidentally connected 
with a lottery. The original ruling of the 
Post Office Department making this inter- 
pretation was issued following the ap- 
pearance of news items concerning a raf- 
fle wherein the winner was denied his 
prize because of his race. Notwithstanding 
the incidental reporting of the lottery’s 
results, such news stories would be re- 
garded as mailable. 


It should be noted that the postal lot- 
tery laws, as enacted by the Congress, pro- 
vide for no exceptions in favor of lotteries 
which are conducted for worthy causes, 
or which might be regarded as merely “a 
little raffle.” Therefore, the Postmaster 
General has no authority to make such 
distinctions when applying the lottery 
statutes. 

A publisher who is in doubt as to the 
mailability of any contest announcements 
proposed to be carried in his newspaper 
may call upon the Bureau of the General 
Counsel for advice, which will be given 
upon receipt of a full outline of the con- 
test. = 


Multiplicity of Elements Influence 
Advertising Readership 


By James D. Woolf 
Advertising Consultant 

On Dec. 16, my column in this space 
dealt with a “Simple Rule for Writing 
Effective Headlines.” Quoting John Ca- 
ples, the net of what I said was this: 
“First and foremost, above all else, try to 
get self-interest into 
every headline you 
write. Make your head- 
line suggest to the 
reader that here is 
something he wants. 
The rule is so funda- 
mental that it would 
seem obvious. Yet the 
rule is violated every 
day by scores of copy- 
writers.” I also said 
that the headline (with or without an ac- 
companying picture), is the most im- 
portant element in any advertisement. 

Before me is a letter from Mark Hunt- 
ington Wiseman, a creative consultant 
whose philosophy of advertising has al- 
ways commanded my interest and respect. 

Mr. Wiseman’s letter reads in part as 
follows: 

“T dislike to disagree with a consulting 
colleague who is so nearly always, in my 
opinion, right. 

“But I’m strongly motivated by liminal 
perception of your piece in this week’s is- 
sue to insist that form has much to do with 
headline effectiveness. 

“Documentation is difficult because of 


James D. Woolf 


the multiplicity of advertising elements 
and their combined influence on reading, 
but repeated analyses of readership re- 
search data by Gallup and others (includ- 
ing myself) have been pretty convincing. 
Nothing can take the place of good con- 
tent, but good content can certainly be 
expressed poorly or well, depending upon 
the verbal and structural form used. 

“In other words, there is such a thing as 
‘headline architecture. My experience 
strongly suggests that a headline which 
is well-built is likely to be far more effec- 
tive than one which ‘writes itself’ or is 
purely intuitive. Of course, I agree with 
the quotation from Dunn’s book, and your 
horrible examples.” 


® I readily agree with his point of view. 
I used my words carelessly when I said 
the headline is the most important ele- 
ment in any advertisement. I should have 
said “many” instead of “any.” I can recall 
fine advertisements in which illustration 
and form perhaps contributed greatly to 
capturing the attention and interest of the 
reader. The memorable Red Cross adver- 
tisement (World War I), “The Greatest 
Mother of Them All,” is a case in point; it 
was the wonderful illustration that gave 
the headline its emotional tug. 

I certainly agree that “good content can 
certainly be expressed poorly or well.” 
The verbal and structural form of, for ex- 
ample, the Marlboro ads—and also of the 
Hathaway ads—has a lot to do with their 


Advertising Age, January 27, 1958 


The Creative Man’‘s Corner... 


We mentioned a Volkswagen ad, 


satisfying life. 


in gear. ... Ferry a carload of kids 
Every door has safety latches. 


right—we sure do! + 


were buying the car for genuine use reasons and not because, as the copy 
message said, it is sold in more than 100 nations. 

This Plymouth ad—from a woman's magazine- 
to us. And, we are sure, to any woman who reads it. Obviously it is out to 
sell a second car for a wife’s use—a logical objective with today’s higher 
incomes and suburban living. But what causes us specifically to applaud the 
ad is the realistic manner in which it does this—throwing Freudian and 
other psychological motivations to the winds and simply talking brass tacks 
about how a car of her own can help a housewife lead a much more full and 


Nothing about being the envy of the gal next door. Nothing about showing 
all your friends your husband is successful enough to be able to afford a 
second car. No, sir. “Don’t be dependent on your husband’s free time,” the 
copy says, “or on your neighbor’s good nature. 


never fights back and the big, wide windshield lets you see in all directions.” 

The wonderful thing about this copy is that it lets a woman see herself in, 
and identify herself with, the situations described. Wonderfully natural writ- 
ing and superbly human thinking. If you have the idea we like this ad, you're 


you can be the woman 


vou yearn to be with 


a Plymcal 


of your own, 


,] 
4 
recently, and our feeling that people 
makes a great deal of sense 
... Push a button and you're 
with the securest feeling in the world. 
. . » Even parking is easier because the wheel 
4 


effectiveness and memorability. 

Some time ago, in this column, I com- 
mented on “The Watchmakers of Switz- 
erland” campaign. One beautiful ad was 
headed, “New companion for an old timer 
...” The promised benefit, “New compan- 
ion,” is so moderate that its oomph is as 
gentle as the tug of a Swiss hairspring. 
But this advertisement, appraised on the 
basis of total impact, has tug aplenty in all 
other departments of expression: 


e 1. The emotional four-color photo- 
graphs are as beautiful as they are sug- 
gestive of quality. 


e 2. The all-over design and typography 
bespeak good taste and elegance. 


e 3. The tone of the copy is restrained 
and credible. 


e 4. The size of the space unit, a full-color 
page, lends importance to the message. 


I am wondering if we don’t at times 
struggle too hard for spectacular head- 


. lines. We write some such thing as “Enjoy 
That Alert Feeling,” or “Now enjoy full 
sleep every night,” and sigh with frustra- 
tion. These headlines promise benefits, of 
course, but they are admittedly short on 
uniqueness, drama, excitement. What we 
should try to remember during such dark 
moments, I suggest, is that our headline 
may NOT be our total vehicle of expres- 
sion. 

We should consider whether our prom- 
ised benefit, when weighed in terms of 
total all-over impact and “headline archi- 
tecture,” is much stronger than it appears 
in terms of the headline content alone. + 


* * * 


Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for 
permanent reference. Price $5.95. Write 
Advertising Publications, 200 E. Illinois 
St., Chicago 11, IIl., for “Salesense in Ad- 
vertising,” available on five days’ approv- 
al, 
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"How did you come to pick that particular brand, Martha?” 


“Well, when the salesman read me what 
McCall's Use-Tested Tag said about it, | 
knew it was just the one | was looking for.’ 


a 


IT’S A FACT: week after week, in store after store 

, > 
across the country, retailers are finding that McCall's 
Use-Tested Tag helps them close sales. 


That’s because the Use-Tested Tag is designed, in a 
way that’s unique, to sell merchandise at the point 
of sale. Here’s how it works: 


@ Each Use-Tested Tag contains a feature-by-fea- 
ture endorsement of a product, based on exhaus- 
tive tests which duplicate typical home uses of 
the product by the homemaker. 


@ The tag is written in friendly, non-technical lan- 
guage that the consumer can quickly understand 
— tells her what the product will do for her in 
her home, instead of giving just a vague blanket 
endorsement. 


@ Each Use-Tested Tag has behind it the powerful, 
impartial authority of McCall’s Magazine, which 


reaches more than 5,200,000 top prospect families 
every issue. 


@ Each Use-Tested Tag acts as a silent salesman 
when the retailer is not on the floor, and gives 
him potent and convincing sales talk material when 
he is. } | 


If you'd like to learn how to put the power of 
McCall's Use-Tested program behind your prod- 
uct, write to McCall's, 230 Park Ave., New York 
17, N. Y. — or see your McCall's representative. 


MeCalls 


The magazine of Togetherness, 
reaching more than 5,200,000 families 


oe 
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On the Merchandising Front... 


Some Merchandising Whys and Wherefores 


By E. B. Weiss 


e Retailers—wholesalers, too—tend to 
complain that they are left holding the bag 
when a supplier discontinues a model, col- 
or, size or pattern. Not long ago, The San- 
dura Co., maker of vinyl floor covering, 
announced a plan un- 
der which dealers may 
obtain a price protec- 
tion credit against fu- 
ture purchases amount- 
ing to approximately 
12¢ for every square 
yard of discontinued 
pattern the dealer has 
in stock. Usually, it is 
not practical to make a 
thorough accounting of 
each dealer’s stock; either his word or in- 
formation gathered (frequently too casu- 
ally) by the manufacturers’ salesman must 
suffice. As a consequence, programs such 
as this tend to become simply an addi- 
tional discount. Nonetheless, this sort of 
offer unquestionably has a strong appeal 
—constitutes good trade relations. 


E. B. Weiss 


e Warns a food super merchandise execu- 
tive: “We pass up a lot of deals because it’s 
just too difficult to comprehend them. Our 
test for a deal in this respect is simple: If 
our buyer can’t understand the deal with- 
out having to grab a pencil, then the shop- 
per certainly won't understand it.” And 
that reminds me of a deal developed for 
the Hotpoint automatic washer. Here’s 
how it works: (1) the prospect buys a bot- 
tle of Sta-Put at the food store. The only 
entry blank is on the label of this bottle; 
(2) she completes a simple jingle and 
fills out the entry blank; (3) then she goes 
to the appliance store and submits her en- 
try; (4) the appliance dealer presumably 
then gives a demonstration—and also 
gives the shopper 50¢; (5) the shopper 
also has a chance to win a Hotpoint ap- 
pliance. Simple, isn’t it? 

e A department store controller’s group 
recently asked store resources to do a bet- 
ter job of controlling shipments. The con- 
trollers had these complaints: 

“1. Partial shipments too numerous. 2. 
Shipments from two locations combined 
and sent to one. 3. Goods from several 
purchase orders combined in one ship- 
ment. 4. Two or more invoices for one 
shipment. 5. Two or more shipments 
for one invoice. 6. Failure to mark both 
the order number and the department 
number on the shipment and invoice. 7. 
combining goods from several orders and 
using only one order number.” 

e Two interesting packaging develop- 
ments: 

A. Designing the package so as to make 
it easier for store personnel, particularly 
stock clerks (and for the shopper, too) to 
identify the various numbers in a line. For 
example, Breck shampoo is using new col- 
or symbols for ease of identification on 
each of its three shampoos. A more am- 
bitious packaging development along this 
same line was announced by the H. W. 
Gossard Co. This involves a flip top for 
its stock room box for corsets. It’s called 
the “Stock-Keeper” and, according to Gos- 
sard, it “takes the ‘irk’ out of clerk.” It 
improves stogk orderliness, eases inven- 
tory taking, cuts wrapping costs and speeds 
movement of merchandise from stockroom 
shelf to counter or fitting room. The stock 
box, in many instances, is thrown away 
—and perhaps for this reason has received 
little packaging attention. A variety of 
manufacturers might well study this Gos- 
sard development. 

B. Designing packages so as to encour- 
age women to take them from store shelf 
to dining table—as is. To encourage this 
usage, some food producers are actually 
playing down the brand name on the pack- 


age (which in this split-second self-serv- 
ice shopping age hardly seems wise). They 
are—more wisely—planning labels, tags, 
overwraps and caps so that they are easily 
removed when the package is ready to go 
on the table. But perhaps the wisest move 
would be to create for the name a social 
significance that would make women 
proud to display the brand name on the 
table! 


e Why do you think that Philip Morris 
gave allowances of $75,000 on purchases 
of $756,000 by Liggett Drug, but allowances 
of only $18,000 on purchases of $719,000 
by Thrifty Drug? Why did Katz Drug, on 
purchases of $218,000, get an allowance of 
$9,000 from Philip Morris, while R. H. 
Macy on $174,563 got an allowance of only 
$25? (Gimbel’s got $600 on purchases of 
$61,000.) I don’t have the answer, but I 
wasn’t at all astonished at the apparent 
discrepancies. Allowances tend to be ne- 
gotiable—and that which is negotiable 
can become a mass of bewildering contra- 
dictions. (Messrs. Robinson-Patman and 
the FTC accomplish no more than to put 
a finger in one hole in one dike; but there 
are innumerable dikes and countless 
holes.) Note that the allowances Liggett 
got apparently amounted to 10% on pur- 
chases! There is little question that in 
1958 allowances will reach an all-time high 
in variety and in dollars. And there is also 
little question that the more the large re- 
tailer concentrates on allowances, the more 
he becomes a landlord and a media broker 
rather than a merchandiser, and the poor- 
er becomes his net profit-showing as a 
consequence. Dollar turnover, not allow- 
ances, is the secret of retail net profit. 


e The cash refund offer has become pret- 
ty common—so common that it may re- 
quire a plus feature. For Armour Star 
beef stew that plus feature was provided 
by not merely offering a 25¢ cash refund 
for two labels, but sending that 25¢ cash 
refund in a “sparkling space station bank.” 
Another variation on the cash refund of- 
fer; On Nescafe instant coffee the shopper 
was invited to buy either the 2 oz. or the 
6 oz. jar, mail the label plus the complete 
inner seal. The purchase was made at reg- 
ular price. Then the shopper got from Nes- 
cafe a coupon which the food store re- 
deemed “for your next jar—same size— 
absolutely free.” The idea of sending the 
shopper back to the store a second time 
for the free unit has an appeal to the re- 
tailer—although coupons continue to be 
an irritant to the retail fraternity. 


e While electric blankets have made ex- 
cellent progress, the electric sheet has 
done poorly. Recently, however, it has 
been promoted in one area as an “electric 
coverlet,” and some upward push has been 
recorded as a result of this change in ter- 
minology. Perhaps the motivational re- 
searchers have the explanation—in any 
event, whether or not this bit of semantics 
fully turns the trick, it serves to remind us 
that a stubborn item may sometimes be 
made to move by a term that somehow 
seems to offer more to the potential cus- 
tomer. 


e Broader distribution for some items oc- 
casionally necessitates so-called “fighting” 
brands. Thus, the Proctor Electric Co. re- 
cently entered the low price field for small 
appliances under the name Wyncrest. The 
top of the Proctor line is, of course, the 
well-known Mary Proctor products. The 
Wyncrest items were apparently devel- 
oped in an effort to build a larger volume 
through food supers and probably also for 
the drug and variety chains. (The same 
trend is to be noted in phonograph rec- 
ords.) If the era of trading up is ended— 
even temporarily—(and I think it is) the 
fighting brand in lower pricing points may 
become more popular. Broader distribu- 


tion sometimes leads in the same direc- 
tion. 


e It would hardly be proper to point to 
one example as indicative of a trend, yet 
it could be that the horribly chaotic mar- 
keting condition of the major appliances 
may lead to a general reversal of the ex- 
isting broad-distribution marketing strat- 
egy. General Electric appears to be mov- 
ing in the direction of greater selectivity 
in dealer franchises. There will be fewer 
dealers handling both Hotpoint and Gen- 
eral Electric brands. (In another field— 
woven floor coverings—Bigelow has an- 
nounced a new high-fashion line to be 
made available, at least initially, to se- 
lected stores, which may be another ap- 
proach to this same problem.) In brief, 
like any sound plan, the policy of broad 
distribution can be overdone; perhaps this 
has happened in some major classifica- 
tions. Moreover, there comes a time, occa- 
sionally, when it is wise to reverse the 
field. For both reasons—and perhaps for 
other reasons as well—the time may be 
ripe in several industries for a new look at 
policies of broad distribution. But, basic- 
ally, I lean to the view that most brands 
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need all the distribution they can get in 
this age in which the retail function con- 
sists primarily merely of display. 


e A food super operator reports the fol- 
lowing experience: 

“Regarding space allocation and shelf 
position, we recently stumbled across 
something that was very interesting to us. 
In one particular category of merchan- 
dise, we carry complete lines of the two 
heavily advertised brands. In our area 
these two brands do 99% of the volume 
in this category. One brand outsells the 
other, in our stores and nationally, four 
to one. In one crowded store, they were 
given equal space and unintentionally the 
slower one received slightly better posi- 
tion. The ratio changed from four to one 
to five to three—still in favor of the more 
popular brand. 

“Similarly, and in this case consciously, 
we were able to move the No. 3 adveriised 
brand to the No. 1 spot strictly with the 
use of shelf position and shelf space allo- 
cation. Price, advertising and promotion 
among the bakers were comparable. It 
makes one stop and think.” 

Indeed it does! + 


Looking At the Retail Ads 


By Clyde Bedell 


(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 


Sometimes it is fun to take a pitiable 
little ad and with a quick re-do, show 
how much the three great requirements 
of a good ad can be fed into white space, 
in place of what’s there. 

A friend handed me this ad and sug- 
gested something of the kind. But he was 
gone before I looked at the ad, and now I 
have no idea what the thing is offering. 

Maybe my friend knew the outfit. May- 
be he knows what Sno-Balls are. 

The three requirements, by the way 
(one oversimplification of advertising’s 
creative task), are these: INTEREST IM- 
PACT, PERSUASIVE POWER, and COM- 
MUNICATIONS QUALITY. 


® The good ad must be interesting enough 
to get itself read. It must be persuasive 
enough to fulfill its selling function. And 
it must communicate its message very 
quickly and easily (for the reader) or it 
will never get off the printed page. It is 
only when ads get OFF the printed page 
and into the emotional and intellectual 
centers of people that they become worth 
money to advertisers. 

The tiny pic at top left looks like an ice 
cream cone. The upper right pic looks like 
a sundae in a paper cup. The item for sale 
is “12 giant Sno-Balls.” They cost 8.5¢ 
each, so they can’t be of ice cream—and 
be giant. There are four fabulous varie- 
ties, whatever that means. Flavor? Color? 
Ingredients? Coating? 


s This was run in the summertime in a 
paper with about a million circulation. 


Employe Communications... 


Treat the Week 


12 GIANT 


6NO-BALLS 


DELICIOUS— IN 4 $400 
FABULOUS VARIETIES for 1 


THIS COUPON 


FREE! GOOD FOR ONE 
10° CONE 


or for 10c toward the purchase of any 
serving —if presented before 


July 27, 1957 
One Coupon Per Person 


' 

7301 N. Milwaukee Ave. , | 
MILWAUKEE AVE. ce 
aT oe . 

WAUKEGAN RD. ' 


Since there is a free coupon in it, good for 
10¢ on a cone, and that part of the ad is 
understandable, no doubt it pulled. 

But isn’t it a pity that 220-volt space 
must be used to offer 220-volt bargains or 
free deals, to overcome the weakness of 
six-volt messages or communications? 

What I started out to say is, it would be 
hard to do over an ad when you don’t have 
any idea what's being offered. # 


Public Relations Has Bigger Role in ‘58 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in emplaye 
relations.) 


There is a curious, persistent myth 
floating around in management circles 
these days that union public relations ac- 


tivity will decline in 1958. One well-re- 
garded company public relations official 
remarked last week that “labor’s pr must 
suffer because, with shrunken treasuries 
due to plant closings and layoffs, the un- 
ions simply don’t have the money.” This 
viewpoint reveals a monumental igno- 
rance of two things: (a) the size of inter- 
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A visit to Pratt & Whitney Aircraft’s Wilgoos Lab is a typical stop 
for Bill Vannah (center). Here, he goes over a Plottomat system 
that gathers and records data on a test facility. Fred Jestaedt (/eft) 


MEET BILL VANNAH... 
THE EDITOR WHO 


HEN McGRAW-HILL’S now highly successful magazine 
LS pene ENGINEERING was being born only a few years ago, 
the field it was designed to serve—control systems engineering—was 
so new that few technically-qualified men were available as editors. 
Bill Vannah at that time was a control systems engineer. He had 
earned his B.S. and M.S. in mechanical engineering at M.1.T. He had 
received practical experience in the application of military-industrial 
control systems at the M.I.T. Servo Lab and The Foxboro Company. 
Bill perceived the tremendous opportunity for service that could 
be rendered by CONTROL ENGINEERING and joined the magazine as 
an associate editor while it was still in the pilot issue stage. Today he 
is a consulting editor to the McGraw-Hill Book Company, Secretary- 
Treasurer for the North American Control Council, a member of the 
ASME and ISA .. . and Editor of CONTROL ENGINEERING. 


What does a Control Systems Engineer do? in 


Bill’s words: “Control systems engineers do the ‘undone’, They 


MeGraw-Hill Publications ‘@: 


is responsible for operating this equipment. Chuck Winick (right) 
worked on the development of the original system, and is now 
designing innovations to give higher performance to the system, 


translate ideas into complete and working control systems that pro- 
vide measurably improved performance. They do this through the 
design, application and test of instrumentation, computers and auto- 
matic control systems. They design and apply the harnesses for 
nuclear, chemical, petroleum, aircraft, missile and machinery 
processes. To do it all, today’s control systems engineer must have a 


working knowledge of hydraulics, electronics, pneumatics, mechan- 
ies, electrics, and optics.” 


McGraw-Hill editors help you reach your key cus- 
tomers. Bill, like other McGraw-Hill editors, knows how to com- 
municate in the language of his readers. All editors of McGraw-Hill 
magazines write with the authority of firsthand experience . . . are 
constantly up-to-date on the latest trends in their fields. This is 
why key men in business and industry pay to read McGraw-Hill 
magazines, and why it pays you to concentrate your advertising 
messages in their pages. 


‘ 
Surat 


McGraw-Hill Publishing Company, Inc., 330 West 42nd Street, New York 36, New York 
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national union treasuries, and (b) the 
squared-jaw determination of unionism 
not to retreat but to advance. 


= In its thoughtful roundup of union pub- 
lic relations activity published recently, 
Industrial Relations News presented five 
reasons why management and manage- 
ment public relations people should bestir 
themselves: 

1. The Steelworkers have launched a 
monthly series of television programs in 
23 steel centers to “highlight and discuss 
the most important issues before Ameri- 
ean labor.” 

2. An AFL-CIO radio series, “Wash- 
ington Report to the People,” was 
launched on Jan. 5. Carried over 200 radio 
stations, the report will offer “interviews 
with legislators on the status of issues of 
major importance.” 

3. UAW has stepped up its 43-station 
coverage with a mobile broadcasting unit 
which will move into news-making areas 
around the country. The IUE in Novem- 
ber started a national daily news program 
covering 19 cities where concentration of 
IUE members is heavy. 

4. State and local union organizations 
are sending AFL-CIO materials to 
schools. The Nebraska State AFL-CIO 
subscribes to AFL-CIO publications for 
all universities, colleges and high schools 


in the state. 

5. The AFL-CIO film division has set 
up a film-of-the-month program to pro- 
vide unions with educational films on la- 
bor issues for their own members, and for 
use before church and school groups. 


s The AFL-CIO, the News notes, has 
made its greatest strides since the merger 
in education and in public relations. This 
is particularly to be noted in the improved 
professional appearance and _ superior 
editing of the union publications. Two 
UAW monthly publications have been 
supplanted by a lively, readable weekly 
newspaper which will be published in 
several geographical editions “to provide 
UAW members with better and more fre- 
quent information.” 

“There is strong evidence,” says the 
News, “that 1958 will see the AFL-CIO 
and its member unions concentrating 
more heavily on public relations than at 
any time in their history. They will use 
radio, television, publications, films, and 
lectures, and they will operate on every 
level from the national scene to the local 
school.” 

Certain public relations officials in com- 
panies we know are grappling with large 
international issues of social significance. 
They might be better advised to roll up 
their sleeves and go into action on the lo- 
cal battlefields. + 


What They Were Saying 25 Years Ago... 


Stuart Peabody, manager of sales and 
distribution analyses of Borden Co. and 
president of the Assn. of National Adver- 
tisers, addressing the Advertising Club of 
New York (AA, Jan. 21, 1933): 

“I think the majority of advertising 
managers will join me in the fervent plea 
that salesmen ask to see us only when 
they believe they have something to say 
which is of real importance or which will 
help our business. When the intelligent 
salesman in advertising is forced to make 
a quota of so many calls a day, he is cer- 
tain to waste a lot of his time. Further- 
more, he wastes a lot of my time, all for 
the sake of reporting back to the boss that 
he has called on the Borden Co. and ‘Pea- 
body says the appropriation is committed 
for this year, but he'll bear us in mind for 
1934.’.”” 


P. A. O'Connell, president of E. T. Slat- 
tery Co., Boston, and president of the Na- 
tional Retail Dry Goods Assn., addressing 
its annual convention (AA, Jan. 21, 1933): 

“The pulling power of retail advertis- 
ing would be increased at least 50% if all 
comparative price advertising were elim- 
inated and the appeal concentrated on 
quality-value, reliability and serviceable- 
ness.” 


George Burton Hotchkiss, professor of 
marketing at New York University, ad- 
dressing the same convention (AA, Jan. 
21, 1933): 

“The consumer must be shown the ad- 
vantages he will derive from the merchan- 
dise he buys. I can heartily endorse ad- 
vertisements that tell the consumer, ‘Get 
the light you pay for by buying American 
lamps,’ but I insist that mere repetition 
of a slogan, ‘Buy American,’ is bad ad- 
vertising, bad psychology and bad eco- 
nomics. Any form of an appeal to patron- 
ize home industry is a dangerous compet- 
itive weapon that cuts both ways.” 


Alfred P. Sloan Jr., president of General 
Motors, commenting on the significance 
of the automobile as stressed in a report 
of the Research Committee on Recent So- 
cial Trends, appointed by President Hoo- 


ver (AA, Jan. 7, 1933): 

“Our modern life is so organized that 
the ability of the individual to move rapid- 
ly and at will from place to place is of ex- 
treme importance. The automobile, as the 
instrumentality of this mobility, may be 
said to constitute much of the warp and 
woof of our economic and social structure. 
Having contributed so much to the de- 
velopment of this social and economic 
structure, the automobile has made it- 
self indispensable. So, no matter what 
might come out of the present situation, 
the automobile will be an integral part of 
civilization for many years to come.” 


P. Hicks Cadle, exec vp of A. C. Legg 
Packing Co., Birmingham, in a letter to 
the Voice of the Advertiser (AA, Jan. 28, 
1933): 

“Had it not been for the farm market 
which we have been going after harder 
than ever this season, we would not have 
enjoyed any material increase in our 1932 
volume of business, We have served near- 
ly three times as many farmers so far 
this season as we ever served in the 
past... 

“1932 was our biggest and best year, 
both from point of volume and profit.” 


Dr. Henry C. Link, secretary of the Psy- 
chological Corp. of New York, discussing 
a study by 60 psychologists of the adver- 
tising reactions of 7,000 housewives, in an 
address to the local chapter of the Ameri- 
can Marketing Society (AA, Jan. 28, 1933): 

“It was found that the success of an 
advertisement was determined by the 
manner in which its central theme identi- 
fied the product with some current habit, 
set of habits, irritation, feeling, desire— 
explicit or implicit—on the part of a cer- 
tain portion of the buying public. When- 
ever an advertisement or campaign did 
this, it was effective, whether used only 
once or many times. Advertisements which 
did not do this, or did not do it well, were 
ineffective, no matter how often they were 
run, no matter how many colors they 
used, no matter how many media they 
appeared in.” 


Advertising Age, January 27, 1958 


Mail Order and Direct Mail Advertising .. . 


Many Factors Involved in Tests 


By Elon G. Borton 


In a recent column we talked a little 
about testing as a vital factor in direct 
mail success. But there are some cautions 
about testing for the tyro. 

Some people go hog-wild about testing 
—wasting time and 
money and just confus- 
ing the pattern for 
themselves. They test 
inconsequential items 
that are not important 
and they take test re- 
sults altogether too lit- 
erally. 

Direct mail test re- 
sults cannot always be 
accepted as _ gospel. 
There are too many factors involved. What 
works for another company may not work 
for you. What works for you in December 
miay not apply in April. A mailing just be- 
fore a world-shaking event may pull en- 
tirely differently from that same mailing 
during a quiet period. A mailing list of 
salesmen may respond well, while a simi- 
lar mailing to accountants falls flat on 
its face. If your test mailing does not ask 
for some direct response action, your 
test results mean little. 


Elon G. Borton 


s But testing, if properly done, gradually 
gives you a pattern which will guide 
your procedure well. So likewise the ma- 
jor tests made by others will help you 
avoid mistakes. The important thing is 
to analyze carefully your own test re- 
sults and the reported results of others. 

I have done my earlier share of testing 
a multitude of minor elements—a small 
envelope against a large one, colors of 
paper, different methods of addressing, 
copy on one or both si 2s of the sheet, 
underlining—but found ihat while there 
may be differences in results, the differ- 


ences are usually too small to be worth 
the trouble. I finally came to the conclu- 
sion that I should primarily test the big 
fundamentals and not worry about the 
small things. 

What are these important fundamentals 
which you should test? . 
e First: Your product and its price—your 
offer. 
e Second: How you present your offer— 
your copy and the physical format. 


e Third: Whom you address—your list. 


® Most of the minor factors—how the 
letter should be processed, use of color 
of printing, reply form, kind of postage, 
enclosures, best days of week to mail, 
etce.—have been tested many times by 
others and their findings will usually 
apply to your mailings. You will proba- 
bly not need to test these. 

If you are testing any one item in your 
mailing, make sure every other factor is 
exactly the same in your two tests: you 
cannot test two items at the same time. 
Any second factor should be checked in 
a second test. 

Another caution. Any test should go to 
a representative section of your list. If 
your big mailing is to go across the na- 
tion, your test cannot be sent only to 
people in one state; it should go to repre- 
sentative names in several states typical 
of all the rest. 


s Remember that conditions change and 
test results this year or month may not 
apply next year. You must retest your 
test results occasionally. 

Does all this sound complicated and 
forbidding? It can be tremendously inter- 
esting, and it is the only way to make 
sure that your own or your company’s 
money brings best results from your di- 
rect mail. + 


Looking at Radio and Television ... 


What Kind of Selling Atmosphere? 


By the Eye and Ear Man 


What price should a client pay for hav- 
ing the “right kind” of television or radio 
program in which to place his commer- 
cials? Should a high rating show that is 
not “in the proper spirit” be passed by 
like Confidential magazine, despite its 
high circulation and low cost per thousand 
homes reached? 

The fact of the matter is, wisely or not, 
advertisers do try to select an environ- 
ment for their commercials that they feel 
is fitting and proper. Despite the indis- 


putable fact that television is a mass 
medium and priced as a mass medium, ad- 
vertisers are willing to pay a premium 
price to use it selectively in order to sell 
in the manner to which they are accus- 
tomed. 

This is the year of the westerns. The 


horses and the good guys are running 
head and withers above any other cate- 
gory of programs. And yet, as of this 
writing, half of a high-rating western— 
i.e., better than 12,000,000 homes—‘“Rest- 
less Gun,” is being hawked without suc- 
cess. “Wagon Train,” a surprise winner 
over Disney this year, has had several 
sustaining segments despite its good show- 
ing. 


® Does this mean that a western may ap- 
peal to the masses but that many an 
advertiser wants no part of it? Obvious- 
ly, it does. This raises many good ques- 
tions: 


e 1. Should an automobile try to sell 
against a horse opera with an incongruous 
setting and bizarre costumes? 


e 2. Should a food product be associated 
with a bunch of unwashed, tall slobs who 
eat with their dirty fingers and wipe their 
unshaven mouths with the backs of their 
hands? 


e 3. Should a blue chip client u. any 
field have his good name dragged behind 
the dusty rear end of a horse when his 
time comes to sell? 


e 4. Do people who watch westerns have a 
receptive attitude toward commercials or 
are they simply unwinding and trying to 
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CALCOFLUOR-TREATED PAPERS ARE REAL STOPPERS ! 


PEM OREELAA PP E ELLA ELE, OO 


This is not just another white sheet but the whitest coated stock now in 
regular production. Its sparkling brilliance can mean greater profits for 
you. Just push out the perforated area above and slide any ordinary 
coated white sheet underneath for comparison. What makes the differ- 


(see other side) 
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Do your paper table napkins... 
or other paper products... have 
the clean, crisp whiteness they 
need to meet today’s trend toward 
whiter whites? If not, take advan- 
tage of the ‘‘magic’’ of Catco- 
FLUOR* White... Cyanamid’s 
dramatic fluorescent white dye. 


The same CaLcorLuor brilliance 
that makes paper table napkins 
whiter, more appealing—also adds 
selling sparkle to 


CATALOGS - ANNUAL REPORTS 
SALES LITERATURE - MANUALS 
FOLDERS AND GREETING CARDS 
PROGRAMS - BUSINESS CARDS 
BOOKS + PAMPHLETS - LABELS 
PACKAGES - LETTERHEADS 
BUSINESS FORMS 


See for yourself what a striking 
difference a CALCOFLUOR.treated 
paper can make in the whitenes 

of your product! Ask your jobber 
for samples, orwrite to Cyanamid. 


*Trademark 
—EeVYANAMID 


AMERICAN CYANAMID COMPANY 
DYES DEPARTMENT 
Bound Brook, New Jersey 


New York + Chicago + Boston + Philadelphia 
Charlotte + Providence + Atlanta « Los Angeles 
Portlan 41, Oregon 
North American Cyanamid Limited 
Dyes Department + Montreal and Toronto 


CALCOFLUOR 


P ® 
Symbol for <Laleo> Quality Dyes 
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get away from it all? 

Similar questions can be posed about 
associating with a smutty comedian or 
a gory murder show with its borderline 
lunacy and violence or even a tear-jerker. 
Many Biblical shows have been produced 
with importance, but not lending them- 
selves to selling moods or interruptible 
segments. 

It is true that advertisers place their 
ads in print media with little regard to 
the editorial adjacency. But it is equally 
true that there is less intensity in reading 
than in viewing and the advertiser’s as- 
sociation with television’s editorial content 
is more direct and vivid. 


s Advertisers who try to identify them- 
selves with a program and with a flow 
from program curtain to commercial be- 
ginning, are inviting comparison and as- 
sociation. Such advertisers certainly will 
be judged by the company they keep. 

Products have personalities or brand 
images. Ideally they should “marry” pro- 
grams which reflect those images. This 
entity is sought in a program and its 
commercial and yet rarely achieved. Too 
often the programmer ignores the com- 
mercial writers and vice versa, leading 
to the “kerplunk” theory of dropping the 
commercial in as discussed here at length 
in the past. 

Television is a medium primarily used 
to sell goods. The fact that the home folks 
like westerns is not enough reason to give 
them westerns until they run out of their 
canyons. The commercial aspects of the 
medium must be weighed equally. No 
matter how high a rating a program has, 


Tips for the Production Man... 


it must get a sponsor before it can con- 
tinue on the air. 


® More and more, as prices of television 
programs and time go up, the medium is 
approaching the category of the magazine 
concept where the commercial will have 
little or no association with the program 
which will act as a carrier of one-minute 
spot announcements. Should this become 
a reality in a majority of programs, it 
will probably matter very little into what 
kind of a program the spot is dropped. 

For the advertiser who wants to identi- 
fy himself with a program, the question 
of mood is undoubtedly important. But 
just how important? Surely an advertiser 
would be wrong to give up a western 
with 14,000,000 homes for a nice little 
family show with 7,000,000 homes. Better 
he should work out his program-commer- 
cial problem with ingenuity. 

But if the differential is narrower— 
say within 3,000,000 homes, the advertiser 
may well elect to sacrifice some circula- 
tion in favor of a happy home mood for 
his pitch. It is possible, since the rating 
margin between shows usually eventual- 
ly narrows, that the westerns will give 
way to more topical shows for this reason. 


® As in all other activities, moderation 
is the rule of thumb in making this kind 
of decision. By all means the ideal goal 
should be the program that reflects the 
product. But if it is possible to reach 
greater circulation by using an incongru- 
ous type of program, the masses of people 
who watch the show can’t all be idiots. 
The problem then becomes: you gat them 
in the tent, now sell them. # 


‘Floating Upper Margins 


By Kenneth B. Butler 


Until the use of bleed photographs be- 
came common, it was axiomatic in typo- 
graphic design and in printing that a page 
had four margins and the type page had 
definite dimensions in height as well as 
in width. 

An interesting booklet “The Smoke Sig- 
nal” designed and printed by the Lakeside 
Press, R. R. Donnelley & Sons, Chicago, 
employs what is, to me at least, a new 
dimension in the handling of the upper 
margin of the printed page. 


s A lowered type page for chapter head- 
ings is not new, but the application of the 


The Plame I ndvene 


Among the tribes of the Great Plains the business of life oun 
thsted of two main activities bunting game for food. and war- 
fing with their red or white enemies Both were matters of vital 
importance to them Lack of meat meant hunger. and sometimes 
starvation. Lack of evooess in war, if it continued long enoagh, 
could mean tribal extinction. Since signals. by smoke or ot her- 
wise, helped in the location of game animals, they served the red 
men in providing food. And sinee such signals could convey in 
formation about the position or movements of enemy forces, they 
could also play a decmve part in the fierce struggle for survival 

No wonder, then, that the art of signaling was regarded w 
highly among the Indians—and particularly aroong the Plains 
tribes, who lived amid vast open spaces and normally clear ur. 
These people developed the eyesight of eagles. They trained 
their senses and instincts to an acuteness baffling (6 the while 

‘a mas. Through ther uncanny refinement and perfection of the 
a art of cammunieating over long distances they were able to oon 
bee ey any pertinent iaformation that could pass from one to 

’ anothers conversation. 


Seerd Codes 


Many frontieremen jearned tn understand and use the clos 
ap mgm language which permitted understanding bet ween people 


“floating” principle to all pages in a book- 
let presents an interesting idea. 

That it provides a looser page with 
more air in it, is only one aspect. Anyone 
who has wrestled with the problem of fit- 
ting copy to the page, of facing the spectre 
of widow lines, may find this free-wheel- 
ing method a time-saver. 

Despite the rigidity of type and of hori- 
zontal lines of composition, the pages in 
this booklet present a certain informality 
which, while modern in feeling, retains 
certain classical proportions. 

Of the eight printed pages of the book- 
let, only three retained common top mar- 
gins...and none of these repeats was to 
be found on facing pages. + 


THE SCOPE OF THIS WoRK adds constantly to the sum of our 
experience and our ideas for more advantageous planning and 
production of printing It is always a pleasure to bring this 
knowledge and our best judgment to the service of any user of 
printing, and it is by no means necessary that he be « large user. 
Consulting us will not place you under any obligation whateo- 
ever. Se please feel free to call us or write us today 


The Lakewide Prose 

R. R. DONNELLEY & 8ONS COMPANY 
‘$50 Best Teeny secon! Bureet (hieng: 16 

New York Gales (fice 420 Lesington Avenar, New York 17 


THE QUALITY FEELING—The sternness of type only is relieved by this ingenious use of 
floating upper margins. Simplifies paging and copy fitting...uses white space ta 
offset the absence of illustration. 


DRAWTHINKS 2. 


The COPYWRITER'S 


Practical knee-bending for copywriters 


Some basic knee positions for stick figure communication 


Whether your final reproduction of 
figures in an ad message is a photo- 
graph, an illustration or a cartoon, 
your original rough concept and its 
interpretation by art may be aided 
by correct knee positions in your 
figures. Combining these knee actions 


with the recent elbow studies (AA, 
Dec. 30, Jan. 13) should enable you to 
be pretty exact about how the art de- 
partment should develop your figure 
ideas, as in these easy-to-draw stick 
figures. The technique is rough... the 
ideas clear. 


Woman excitedly goes to greet man, shows product, they dance. 


Side view of knee, from front or rear, exaggerates action. 


Try to visualize yourself or someone 
else in position you are trying to com- 
municate, then see if you can trans- 
late this image of the knee action into 
simple “hinge” leg. 


Next Lesson: “What’s Wrong with This Picture?” 


Coming: “The Ideal Consumer” =e 
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—Total Advertising, in Pages——. ———Total Advertising, in Lines————, 


Jar. dan. Jan. Jan. 
1958 1957 1958 1957 
Farm Magazines 
Capper’s Farmer 44.1 42.7 44.1 42.7 
Farm & Ranch—Southern Agriculturist : 
Southeastern Edition . . 32.1 31.9 32.1 31.9 
Southwestern Edition 30.8 35.4 30.8 35.4 
Average 2 Editions 31.6 33.2 31.6 33.2 
Farm Journal: 
Central Edition 59.7 64.5 59.7 64.5 
Eastern Edition 54.3 65.0 54.3 65.0 
Southern Edition ...... 50.0 57.3 50.0 57.3 
Western Edition ...... 52.3 63.0 52.3 63.0 
Average 4 Editions 54.1 62.4 54.1 62.4 
Progressive Farmer: 
#Carolina-Va. Edition 57.2 65.9 57.2 65.9 
#Ga.-Ala.-Fla. Edition .. 55.5 64.3 55.5 64.3 
Ky.-Tenn.-W. Va. Edition 49.9 57.6 49.9 57.6 
Miss.-La.-Ark. Edition 48.6 56.5 48.6 56.6 
Texas Edition 51.9 59.2 51.9 59.2 
Average 5 Editions 52.6 60.7 52.6 60.7 
Successful Farming 47.1 54.1 47.1 54.1 
Total Group 229.5 253.1 229.5 253.1 
Not included in totals. 
Monthlies 
Agricultural Leaders’ Digest 15.1 11.6 15.1 11.6 
American Fruit Grow>r 32.8 26.4 32.8 26.4 
American Poultry Journal: 
Eastern Edition 31.7 38.0 31.7 38.0 
Midwest Edition 32.5 38.3 32.5 38.3 
Southeastern Edition 34.1 37.1 34.1 37.1 
HSouthwestern Edition 30.1 35.2 30.1 35.2 
Pacific Edition 29.7 35.8 29.7 35.8 
Average 5 Editions 31.6 36.9 31.6 36.9 
American Vegetable Grower 25.9 22.4 25.9 22.4 
Better Farming Methods 24.0 22.5 24.0 22.5 
Breeder's Gazette . 14.0 12.1 14.0 12.1 
Broiler Growing 34.5 39.1 34.5 39.1 
California Citrograph 21.1 21.6 21.1 21.6 
California Farm Bureau Monthly 11.4 114 11.4 114 
The Cattleman ‘ 77.9 107.9 77.9 107.9 
Cooperative Digest .. 5.8 48 5.8 48 
County Agent & Vo-Ag Teacher 36.7 45.7 36.7 45.7 
Electricity on the Farm 6.9 9.4 6.9 9.4 
Everybodys Poultry Magazine 35.7 39.0 35.7 39.0 
Farm Management 19.2 14.7 19.2 14.7 
Farmer-Stockman: 
#Oklahoma Edition 28.1 34.4 28.1 34.4 
Texas Edition 22.3 32.5 22.3 32.5 
Average 2 Editions 25.2 33.4 25.2 33.4 
Florida Cattleman 74.0 69.9 74.0 69.9 
Florida Grower & Rancher 27.7 28.1 27.7 28.1 
Kentucky Farmer 19.3 17.6 19.3 17.6 
tLivestock Breeder Journal: 
Eastern Section 05 — 70.5 os 
Southern Section 56.0 — 85.0 — 
Michigan Farm News 2.6 16 2.6 1.6 
{Missouri Farmer 10.6 8.3 10.6 8.3 
National 4-H News 91 12.8 9.1 12.8 
National Live Stock Producer 11.3 15.3 11.3 15.3 
Nation's Agriculture 6.6 8.8 6.6 8.8 
New Jersey Farm & Garden 39.6 47.4 39.6 47.4 
ahi Ohio Farm Bureau News 10.2 10.2 10.2 10.2 
rs Poultry Tribune: 
Eastern Edition 39.8 51.4 39.8 51.4 
Midwest Edition 37.2 46.0 37.2 46.0 
Southeast Edition 44.0 51.4 44.0 514 
an Southwest Edition 37.5 48.1 37.5 48.1 
i Pacific Edition 429 49.6 42.9 49.6 
Average 5 Editions 40.3 49.3 40.3 49.3 
. Southern Planter . 20.7 24.6 20.7 24.6 
ar Tennessee Farmer & Homemaker 12.3 12.3 12.3 12.3 
=i Turkey World 78.7 87.6 78.7 87.6 
; Western Dairy Journal 47.6 45.7 47.6 45.7 
Western Fruit Grower 27.1 22.1 27.1 22.1 
Western Livestock Journal: 
Mts. & Plains Edition 88.2 70.9 88.2 70.9 
Pacific Slope Edition 162.6 171.9 162.6 1719 
Wyoming Stockman-Farmer 37.2 36.0 37.2 36.0 


_, Total Group ' 1,298.9 1,199.3 1.2989 1,199.3 
2 Not included in totals. 


t Changed from a 688-line page to a 420-line page in September 


Newspaper Monthly Farm Sections 


Iowa Farm & Home Register 144 11.3 144 11.3 
; Texas Ranch & Farm 41.0 45.0 41.0 45.0 
i Total Group 554 563 554 563 


—Total Advertising. in Pages—— 


Dec Dec. Jan.-Dec. Jan.-Dec. 

1957 1956 1957 1956 

Semi-Monthlies (December) 
American Agriculturist 17.2 23.2 357.4 406.4 
Dakota Farmer 29.8 28.4 702.6 764.4 
Colorado Rancher & Farmer 14.2 16.9 373.7 437.8 
The Farmer , 35.3 45.8 968.9 1,033.3 
Hoard’s Dairymar 36.7 38.4 63.8 64.7 
Kansas Farmer 12.1 19.2 455.6 568.9 
is Michigan Farmer 21.1 27.4 561.1 637.9 
Missouri Ruralist 11.0 16.8 530.7 570.3 
Montana Farmer-Stockman 27.9 29.2 674.3 753.9 
Nebraska Farmer 33.2 40.6 944.9 1,031.3 
New England Homestead 20.9 22.0 388.4 417.7 
Ohio Farmer 21.4 26.4 671.2 769.5 
Pennsylvania Farmer 19.3 21.0 503.1 595.4 
Rural New-Yorker . 11.9 16.8 282.0 380.0 

Prairie Farmer: 

Zillinois Edition 37.6 40.9 1,032.2 1,100.5 
ZIndiana Edition . 378 418 991.8 1,068.3 
Average 2 Editions 37.7 41.4 1,012.0 1,084.4 


Commercial Gis- 
play Excluding 


Poultry, Classified 


and Livestock, 
in Lines 

Jan. Jan. Jan. dan. Jan. Jan. 
1958 1957 1958 1957 1958 1957 
18,903 20,899 18,903 20,899 17,520 19,446 
13,761 13,670 13,761 13,670 11,479 11,076 
13,203 15,181 13,203 15,181 10,743 11,579 
13,543 14,259 13,543 14,259 11,192 11,272 
25,590 27,655 25,590 27,655 23,413 25,090 
23,301 27.870 23,301 27,870 21,124 25,305 
21,445 24,583 21,445 24,583 19,268 22,018 
22.447 27,016 22,447 27,016 20,270 24,451 
23,196 26,781 23,196 26,781 21,019 24,216 
38,886 44,782 38,886 44,782 36,453 42,026 
37,747 43,723 37,747 43,723 35,251 40,546 
33,939 39,143 33,939 39,143 31,988 36,687 
33,041 38,393 33,041 38,393 30,803 35,764 
35,261 40,275 35,261 40,275 31,939 36,791 
35,775 41,264 35,775 41,264 33,287 38,363 
21,203 24.362 21,203 24,362 20,220 23,208 
112,620 127.565 112,620 127,565 103,238 116,505 
6,473 4,974 6,479 4,974 6,479 4,974 
14,161 11,640 14,161 11,640 13,752 11,384 
13,590 16,319 13,590 16,319 6,538 10,953 
13.942 16,412 13,942 16,412 6,890 11,281 
14.619 15,921 14619 15,921 7,424 11,145 
12,923 15,082 12,923 15,082 6,224 11,107 
12,723 15,355 12,723 15,355 7,311 11,041 
13,559 15,818 13,559 15.818 6,877 11,105 
11.178 9,661 11,178 9.661 11,044 9,562 
10,304 9,649 10,304 9.649 9,875 9,220 
6.300 5,434 6,300 5,434 5346 4,197 
14,810 16,786 14,810 16,786 11,804 11,915 
14,224 14,546 14,224 14,546 13,916 14,394 
8.596 8,645 8,596 8.267 8.162 8,267 
32,722 45,311 32,722 45,311 13.416 15,225 
2,567 2,016 2,567 2,016 2,567 2,016 
15,738 19,601 15,738 19.601 15,738 19,601 
2,487 3,378 2,487 3,378 

14,627 16,066 14,627 16,066 8,047 9,093 
8,257 6,295 8,257 6.295 8,257 6,295 
12,084 14,785 12,084 14,785 10.678 11,910 
9,596 13,981 9,596 13,981 8,190 11,106 
10,840 14,383 10,840 14,383 9,434 11,508 
30,790 29,176 30,790 29,176 12.842 12,579 
18.839 19,102 18,839 19,102 17,384 17,546 
15,129 13,850 15,129 13,850 13,836 12,096 | 
28,231 28,231 28,231 

31,031 31,031 31,031 

5,532 3,604 5,532 3,604 4,952 3,374 
4,462 5,726 4,462 5,726 3,745 5,004 
3.810 5,390 3,810 5,390 3,810 5,390 
8,257 11,109 8.257 11,109 7,873 10,295 
2,995 3,893 2,995 3,893 2.995 3,893 
17,822 21,355 17,822 21,355 13,680 16,318 
4,612 4,595 4,612 4,595 3,446 3,640 
17,059 22,039 17,059 22,039 10,155 14,824 
15.960 19,731 15,960 19,731 10,159 13,456 
18,870 22,064 18,870 22.064 11,019 14,573 
16,089 20,623 16,089 20,623 9,703 13,948 
18,424 21,293 18,424 21,293 10,103 14,031 
17,280 21,150 17,280 21,150 10,227 14,167 
14,478 17,240 14,478 17,240 13,108 16,372 
9,622 9,564 9,622 9,594 8,480 8,356 
33,746 37,586 33,746 37,586 18,119 20,286 
20,044 19,607 20,044 19,607 9,413 6,793 
11,398 9,261 11,398 9,261 11,398 9,261 
37.859 30,401 37,859 30.401 10,466 6,958 
69,735 73.742 69,735 73,742 15,040 15,005 
28.168 27,090 28,168 27,090 21,853 22,387 
600,683 567,664 600,683 600,683 406.644 358,476 


1957. 


14.455 11,612 14,455 11,612 
41,020 44,982 41,020 44,982 
55.475 56,594 55.475 56,594 
——Total Advertising, in Lines ———. 
Dec. Dec. Jan.-Dec. Jan.-Dec 
1957 1956 1957 1956 
12,572 16,911 260.324 296,203 
23.418 22.298 550.860 599,327 
10.766 12,829 283.148 331,428 
27,711 35.872 759,623 810,129 
26.745 27,969 464406 471,346 
11,298 14,603 346,263 432,382 
16.221 21,019 430,898 489,891 
8.371 12,841 403,364 433,484 
21.067 22,106 509,796 569,920 
25,153 30.714 714,571 780,003 
14,063 15.420 271,878 292,412 
16,431 20,307 515.521 590,967 
14,806 16.136 386.355 457,284 
9.321 13,160 221,023 298,011 
27,357 29.798 751,428 801,173 
27,539 30.436 722,088 777,732 
27,448 30,117 736,758 789,452 


+ Formed by merger in December 1957 of the Breeder-Stockman and Southern Livestock 


20,353 
20,535 
20,444 


-—Total Advertising, in Pages—,. ———Total Advertising, in Lines——, 


Dec. 

1957 

Wallaces’ Farmer ..... 40.4 
Western Farm Life ........ 13.5 
Colorado Edition ........ 5.0 


Wisconsin Agriculturist & Farmer25.6 


Total Group 455.3 
2 Not included in totals. 


-— Total Advertising, in Pages——. ———Total Advertising, in Lines ————, 


Dec. Jan.-Dec. 
1956 1957 
50.4 1,040.8 
14.6 318.8 

2.0 96.2 
34.8 729.6 


“529.8 10,918.4 12,295.1 340,441 403,841 8,759,216 9,869,784 275,621 


dan. -Dec. 
1956 


Dec. 
1957 


1,178.6 
337.5 
135.5 
880.6 


10,652 
3,952 
20,064 


Dec. Jan.-Dec. 
1956 1957 


31,703 39,534 816,105 


11,481 249,997 
1872 75,494 
27,254 572,093 


Jan.-Dec. 
1956 


924,199 
264,622 
106,238 
690,350 


Advertising Age, January 27, 1958 


January Pages and Linage in Farm Publications 


Current Figures for U. S. and Canadian Publications Reporting to Advertising Age 


Commercial Dis- 
play Excluding 
Poultry, Classified 

and Livestock, 
in Lines 
Dec. 
1957 


26,806 
8,104 
3,660 

19,382 


Jan. Jan. Jan. Jan. Jan. Jan. Jan. Jan. Jan. Jan. 
1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 
Semi-Monthlies (January) 
Colorado Rancher & Farmer . 19.6 19.0 19.6 19.0 14,852 14,385 14,852 14,385 13.421 12,355 
Dakota Farmer ......... 34.8 36.6 34.8 36.6 27.295 28,726 27,295 28.726 26,007 27,096 
Farmer's Magazine ...... 9.3 17.0 9.3 17.0 3,998 7,297 3,998 7,297 3,265 7,227 
Hoard’s Dairyman ...... 47.9 45.2 47.9 45.2 34,874 32,925 34,874 32.925 30,049 28,121 
Indiana Farmer's Guide 15.7 14.2 15.7 14.2 12,330 11.104 12,330 11,104 9,924 7,685 
Montana Farmer-Stockman .. 33.6 36.2 33.6 36.2 25,386 27,377 25,386 27,377 18,638 19,320 
Nebraska Farmer .......... 53.2 61.0 53.2 61.0 40,244 46,151 40,244 46,151 31,716 39,086 
Western Farm Life . 29.2 21.5 29.2 21.5 22,908 16,861 22,908 16,861 16,803 12,666 
Colorado Edition .. 30.3 30.1 30.3 30.1 23,784 23,675 23,784 23,675 14,441 13,763 
Total Group 273.6 2808 273.6 280.8 205.671 208.501 205.671 208.501 164,264 167,519 
* 
Farm Linage Tren Fiswes in thousanis 
MAGAZINES } MONTHLIES 
1958 
JAN.| 113 } 
1957 


EE ARIBIRIR 


JAN. BZ) 


SEMI-MONTHLIES 


-—Total Advertising, in Pages——. ———Total Advertising, in Lines———, 


Dec. 
1957 


Bi-Weeklies (December) 


Arizona Farmer-Ranchman .. 49.1 
California Farmer: 
Northern Edition ... 23.2 
Southern Edition 21.4 
Average 2 Editions .. 22.3 
tDairymen's League News 10.4 
Total Group 818 


+ Not included in | totals. 


Weeklies (December) 


lowa Farm Bureau Spokesman 39.4 
The Poultryman: 

National Edition ..... 13.3 

Dixie Edition ........ 14.0 

New England Edition . 18.0 

New Jersey Edition .. 17.0 
Weekly Star Farmer: 

Kansas Edition 6.4 

Missouri Edition .. 6.6 

2Okla.-Ark. Edition 5.7 

Average 3 Editions ... 6.2 
Western Livestock Reporter 24.0 

Total Group .......... 131.9 
# Not included in totals. 

| Dailies (December) 
tChicago Dally Drovers Journal 28.2 
tKansas City Daily Drovers 

cl re 23.2 
tOmaha Daily Journal-Stockman 31.2 
tSt. Lowis Daily Livestock 

Reporter ; 18.3 

\ | errererirr rs 
+t Twenty-one issues in December 1957; 
Quarterlies 
tFarm Quarterly ...... she 69.3 
+ Published spring, summer, autumn and 
Canadian (December) 
Country Golde ......cce0- 22.7 
Family Herald ........... 43.9 
Farmer's Advocate & 

Canadian Countryman .. 27.0 
Farmer's Magazine ........ 16.0 
Free Press Prairie Farmer .. 56.2 
Les Bulletin des Agriculteurs 29.8 

Western Producer ........ 36.7 

Total Group ......... 232.3 


t Three issues 


BI-WEEKLIES 


1957 


pec. [62 | 


NOV. 


Dec. Jan.-Dec. Jan.-Dec. Dec. 
1956 1957 1956 1957 
55.4 85.5 85.0 37,166 
29.7 576.9 603.7 17,594 
28.4 538.2 579.2 16,169 
29.1 557.5 591.5 16,881 
111 185.8 195.7 7,561 
95.6 8288 872.2 61,608 
in December 1957; two issues in 
40.0 379.9 377.8 40,010 
14.3 208.0 193.8 14,428 
15.3 219.4 15.3 15,230 
18.0 257.8 263.6 19,562 
35.9 369.9 476.9 18,482 

8.8 163.8 200.4 15,785 

9.4 171.7 208.2 16,189 

8.3 150.4 184.3 14,096 

8.8 162.0 197.6 15,356 
19.2 434.4 362.4 23,835 
151.5 2,031.4 1,887.4 146,903 
27.6 472.8 462.3 60,119 
21.7 446.9 421.7 49,357 
28.7 498.9 484.8 66,476 
17.9 332.6 312.7 39,003 
95.9 1,751.2 1,681.5 214,955 
twenty issues in December 1956. 
87.3 313.0 200.5 32,872 
winter. 

17.6 428.2 402.1 16,309 
43.7 884.6 979.5 42,832 
36.8 502.4 551.9 18,908 
16.2 254.5 299.6 6,864 
55.4 1,126.5 1,149.8 58,958 
29.0 686.2 659.4 20,150 
34.2 607.2 630.6 39,313 
232.9 4,489.6 


WEEKLIES 


pec. [147] 
{315_] 


1957 


1956 


Jan.-Dec. 
1957 


Dec. 
1956 


41,894 646,529 


22,417 
21,502 


436,174 
405,906 
21,959 421,540 
8.115 135,285 
71,968 1.203.354 
December 1956. 


40.660 386,221 
15,548 
16,633 
19,482 
39,009 


225.693 
238,023 
279,749 
401,361 


21,609 
23,109 
20,571 


403,713 
423,033 
370,471 
21,763 399,072 
11,463 387,062 


164,558 2.317.181 


58,795 1,006,308 


46,320 951,078 
61,269 1,061,747 


37,990 707,789 
204,374 3,726,922 


41,396 144,606 


12,656 
42,659 


308,311 
862,579 
25,752 351,668 

6,950 109,181 
58,193 1,182,846 
19,592 471,933 
36,637 649,691 


Jan.-Dec. 
1956 


493,703 
513,071 
454,018 
486,930 
311,203 


2.214.429 


983,890 


897,583 
1,031,754 


665,464 
3,578,691 


95,053 


4,672.9 203,334 202,439 3,936,209 4,105,427 


Dec. 
1957 


Dec. 
1956 


22,187 
131,191 


24,645 
135,676 


32,872 41,396 


27,323 26,114 
* 502 
6,306 


24,839 
20,150 
22,673 


111,793 120,762 


Elliott Succeeds Samuelson 
John B. Elliott has been appoint- Nordic Hills 


Country Club, Itasca, 


Ray 


Pitts, 


|tive control of his family- owned | Pitts Joins Ruppert 

formerly a district | 
ed western advertising manager of Ill. Mr. Elliott, whose appointment | sales manager of Piel Bros., Brook- 
Living for Young Homemakers in | becomes effective Feb. 15, has been | lyn, N.Y. brewer, has joined Jacob 
Chicago, succeeding Jack R. Sam- jan advertising account executive | Ruppert, New York brewer, as as-|joined Crescendoe Gloves 


uelson, who resigned to assume ac- | with the magazine since 1950. | sistant merchandising manager. 


|New York, 


Lang Rejoins Crescendoe 


in the same capacity. 


Inc., 


|Miss Lang headed the advertising 

Lillian Lang, formerly advertis-|and promotion division of Cres- 
ing and sales promotion director of |cendoe for over four years, 
-|also has been with Ben Sackheim 


and 


Advertising and Macfadden Pub- 


| lications. 
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*W. R. Simmons 
& Associates 
Research, Inc. 


IN THE 16-STATE Southern rural market where half of America’s farm 


families live and prosper, The Progressive Farmer is the first adver- 
tising buy —and here’s why — 


First in Readership 


The Progressive Farmer has 4,480,000 Southern rural readers, 760,000 
more than Farm & Ranch and 1,930,000 more than Farm Journal.* 


First in Preference 


Among farm readers of both magazines, 73.6% prefer The Progressive 
Farmer, 18.2% prefer Farm & Ranch. Among farm readers of all three 
magazines in the South, 68.1% prefer The Progressive Farmer, 17.4% 
prefer Farm Journal and 14.5% prefer Farm & Ranch.* 


First in Influence 


Year after year, in scores of independent surveys, The Progressive 
Farmer has invariably been given the overwhelming vote by rural dealers 
and wholesalers as the magazine with greatest advertising influence on 
Southern rural families. 

Ask your own Southern distributors, dealers or their best farm customers 


which farm magazine they prefer. Your Progressive Farmer representative 
will arrange to defray the cost of your survey. 


First in Advertising 


The Progressive Farmer continues to lead the farm magazine field in 
advertising linage and is second only to Farm Journal in advertising 
revenue. In 1957, advertisers invested almost 34 times as much in The 


Progressive Farmer as in Farm & Ranch — twice as much as in all the 
other five Southern farm publications combined. 


FOR MANY ADVERTISERS the South is the FIRST BUY today. And 


the FIRST BUY in the South is The Progressive Farmer—first by any 
test of the power and prestige of a magazine. 


THE SOUTH SUBSCRIBES TO 


The Progressive Farmer 


Advertising Offices: BIRMINGHAM e RALEIGH 


e MEMPHIS ¢ DALLAS 


NEW YORK ¢« CHICAGO e« LOS ANGELES « SAN FRANCISCO 
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Price Jungle Applies to 
Appliances, Too: Weiss 

To the Editor: Your Dec. 30 edi- 
torial, “The Biggest Marketing 
Problem of '58,” was right to the 
point, although I don’t know why 
you limited your comments to au- 
tomobiles; certainly major appli- 
ances and traffic appliances, too, 
are wallowing in the same morass 
of price jungle. 

I have commented several times 
on the fact that we no longer have 
a one-price marketing structure in 
most markets. “Let the buyer be- 
ware” is more true today than in 
the days before national advertis- 
ing became a factor. 

In connection with automobiles, 
the basic problem is complicated 
by the fact that there are actually 
70 different types of optional 
equipment being offered currently 
on one of our car lines—plus 141 
paints and 33 trims. These permit, 
really, some millions of permuta- 
tions! That’s quite an oddity in 
an age of mass-produced brands; 
it is also a wonderful screen for 
the price manipulator. 

Recently, I shopped a _ table 
model radio in a great retail outlet. 
I was told the price was 30% off 
list. But I noted that the list price 
quoted—$39.50—was $10 above 
the true list price! 

It may interest you to know that 
the completely chaotic condition 
existing in the auto industry has 
led to a new business service. A 
company has started a monthly 
bulletin called “Auto Costs.” This 
publication “gives you the whole- 
sale prices of 1958 cars and equip- 
ment—know the exact cost before 
you make a deal; save hundreds of 
dollars when you buy a new car.” 

And a year or so ago a marketing 
group awarded top marketing hon- 
ors to the head of one of the Big 
Three auto producers! 

E. B. Weiss, 
Stamford, Conn. 
- “ . 
Says Journalistic Crusade 
Against Ad Tax Is in Order 
To the Editor: Congratulations 


ing of the big news of the day: the 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


timore tax and the similar, pro- 
posed St. Louis tax is a genuine 
service to the marketing fraterni- 
ty. 

Advertising, of course, is one of | 
the singly biggest components of 
marketing, and, as such, must be 
protected from such _ incentive- 
killing, discriminatory legislation | 
as it seems is becoming the vogue | 
for municipalities to consider these 
days. 

Your reporting of this dangerous 
“situation” has been excellent, to) 
date. I think an all-out, old-time 
journalistic crusade against it is 
in order. 


George Peterson, 
Executive Director, The Insti- 
tute of Consulting Marketing 
Engineers Inc., Chicago. 
* - . 
Cites a Common Gimmick 
in Current TV Ads 
To the Editor: We 
following for “Ads 
Without.” 
The “gimmickry” employed in 
the attached retail advertisement is 


s8Admiral i 


aa, Now fer the first time, 
os i sound is boomed vt 


submit the 
We Can Do 


sole is $389.95. Nor do the non- 
pictured sets at the prices shown, 
have the features described in the 
copy. They are low-end “carry- | 
over” models. Both the industry | 
and the public could well do with- | 
out this type of copy. 

We have not identified the local 
advertiser as the practice is so 
common. 

Carl A. Parent, 

Trade Practice Consultant, 

Better Business Bureau of San 

Diego, San Diego, Cal. 


Sell the Store or the Item? 
Reader Continues Controversy 

To the Editor: Immediately after 
World War II, a controversy was 
started by the advertising manager 
of Gimbel’s in 
whether department store adver- 
tising should sell the store or the 
item. As I recall, the case was nev- 
er resolved. 

My own experience indicates 
that there’s a time for everything 
—sometimes the items are stronger 
than the store, and sometimes the 
store is stronger than the items. 

This, of course, leaves 
Bedell in the position of picking 
the wrong time to criticize the re- 
tailers’ efforts, unless he has inside 
information on the subtleties that 
direct the selling emphasis of the 
store at the particular time the ad- 


wna mies || VErtisement runs. 


4 SPEAKER, EIGHT 
WATT POWER PACK 


(New SLIM-e1-0-DIME STYLING | | 


eee 


all 


too common in the television 
industry today. Such carefully con- 


|trived confusion can hardly fail to 
|antagonize potential customers. To 
on your candid and concise report- | start 


with, the prices of $159.95 
and $189.95 do not apply to either 


ad tax. Your complete journalistic | of the sets illustrated. The pictured 
coverage of the unbelievable Bal- | table model is $239.95 and the con- | 


333 WEST LAKE STREET - 


lollins 
Miller and 


harchings 


INCORPORATED 


PUOTOLNOMAV ERS 


LETTERPRESS 


CHICAGO 6 


GRAVURE 


Even with the advent of the sta- 
tistically minded sales promotion 
manager, department store adver- 
tising is best when directed by a 
loose-minded open-end thinker 
who can sense the store’s relation- 


ship with its customers and would- 
|be customers. 


There is a time to indicate, 
through slick precision ads, that 
the store is craftsmanlike in its 
operation. There’s a time to indi- 
cate that the store is a top-value 
center by using big, bold, weighty 
sale ads. There’s a time to act like 
the consumers’ purchasing agent 
by running copy that’s objective 
and non-committal. There’s a time 
to be a fashion authority, and a 
time to stand on the sidelines; a 


. . . ' 
time to sell items, a time to brag 


about your virtues. It takes a mad 
genius to be a good department 
store advertising manager; too bad 
they’re paid so little. 

None of this, of course, applies 
to department stores that have se- 
lected merely a slice of the market, 
and cater to a class market. How- 
ever, most department stores have 
to be all things to all people and 
Mr. Bedell should specify what the 


store is trying to be in its adver- | 


tisement before questioning its ef- 
forts. 
Wm. J. Appel Jr., 
Mannie R. Klein Advertising, 
Washington, D. C. 


Small-Agency Man Wants 


|Ad News Spread Out 


To the Editor: I’m wondering 
how many others like myself from 
small agencies the country over, 
are getting a little weary of the 
tiresome reports on the “Big Boys” 
carried so abundantly in the trade 
publications. JWT, BBDO, Y&R, 
etc., are paraded across the pages 
in an endless display of brilliant 
accomplishments, comings and go- 
ings, near misses and total losses. 
Isn’t it about time a little more 
publicity be given the “grass roots” 
where clever ideas are sometimes 
born too? 

An outsider leafing through any 
current trade publication would 
surely think that all advertising of 
any merit whatever is being done 
solely along the golden stretches 


New York as to} 


Clyde |. 


“You can usually spot a wrong kid just by the way he looks’ 


Sure R's unter, but it's 8 tact penpie today jucige a youngster By eppeerence And once they ve [bed » 
boy. 8 tough to Change thew omads abgut him, thee attitude foward hie (ook sf pou Gey umm of horn 
Grog fis wochers eyes your negroes eyes Could the way he looks Mme Chithes he @rars give 
them the wrong lrpremvan’ Are you mang sure Ne lomks right @enget gh, everyetere be pore” 


Dress Right- you cant afford not to! 


of Mad Ave. 

The auto industry has boiled 
down to the “Big Three”. . . radio 
and tv to the “Triple Whammy” 
. Soap to the “Tiresome Three- 
some.” Is advertising too going the 
way of all flesh, to end up in a 
series of alphabetical “Wizards of 
Ooze?” Aren’t a lot of advertisers 
selecting agencies to impress com- 
petitors rather than to sell the| 
consumer? Can it be that all truly | 
icreative talent is concentrated in 
agencies with the largest billings? 
Finally ...who particularly cares 
who lost what account or gained it, 
except perhaps those directly in- 
volved? 

For once I would like to see more 
space devoted to the accomplish- 
ments of the thousands of agencies 
like ours with similar accounts, 
problems, interests and ideas. I'd 
also like to see more about the 
men and women who are creating 
on limited budgets in smaller 
spheres. After all, what is done in 
New York is far from spectacular 
considering the millions spent an- 
nually. 

Radio found that people soon tire 
of programs originating exclusively 
from New York, Chicago and Hol- 
lywood. Independents are flour- 
lishing. Tv, when costs are brought | 
within reason, may do likewise. | 


And advertising is still very much | 


alive in “them thar hills.” I for 
one would like to hear more about | 
independent advertising and a lit- 
tle less about who’s going with) 
whom these days in “good ole New 
Yawk!” 


Peter W. Mesner, 
Copy Chief, Jessop Advertis- 
ing Co., Akron. 


Note of Thanks 


To the Editor: I have just had a 
chance to read my Jan. 6 issue of 
ADVERTISING AGE, and I want to 
jthank you for the kind comments | 
you made on Page 12 about our 
company. 

Bowman Gray, 

President, R. J. Reynolds To- 

bacco Co., Winston-Salem, 

Ni ¢. 


Can't Tolerate Degradation 
of Competitor's Product 
To the Editor: When any manu- 
| facturer uses paid space to degrade 
/a competitor’s product, surely we 
must label such an insertion not 
only “advertising we can do with- 
out,” but advertising which our in- 
dustry simply cannot tolerate. 
This Shaw & Slavsky insertion 
in the January issue of Progres- 
sive Grocer points to equipment 


jdesigned and manufactured by 


aos 


Disapproves of Association's 
‘Dress Right’ Approach 

To the Editor: Not often do the 
major publications have advertis- 
ing that we “can do without.” But 
the enclosed from a recent issue of 
The Saturday Evening Post is a 
good example. 

William M. Branham, 
Advertising Division, Leeds & 
Northrup Co., Philadelphia. 


Chesley Industries, Detroit, as 
“The Wrong Way” to offer carry- 
out service in supermarkets. The 
upside-down portion of the adver- 


sad d H 
WRONG 
WAY 
How much are old fashioned 
carry-out methods costing you 


+ 


1OW! HELP YOURSELS TO LOWER 
IVER MEAD AND LATRA PROFITS: 
BAe Kenn - 


shows what Shaw & 


| tisement 
Slavsky consider “The Right Way.” 
Incidentally, Chesley, a leading 


manufacturer of supermarket 
equipment, also produces a parcel 
pick-up system. 
Jacques LesStrang, 
President, LesStrang Associ- 
ates, Ann Arbor, Mich. 


NCR Field Men to Get 
Weiss ‘Pilferage’ Article 

To the Editor: We enjoyed read- 
ing the article “What Retailers 
Don’t Know About Shopper Pil- 
ferage” by E. B. Weiss which ap- 
peared in your Dec. 23 issue. 

May we have permission to re- 
print the article? Full credit to 
ADVERTISING AGE and E. B. Weiss, 
of course. 

Please quote the price of 10,000 
reprints of the article supplied by 
you. 

The reprints would be sent to 
our field selling organization for 
educational purposes. 

Warren Matthei, 

Product Information, The Na- 

tional Cash Register Co., Day- 

ton. 


a 


| Nn ha Ne A ig lt eM ps yf ei a eR ae ee I nM a, Rc le <a ten 
ite + a aces lea 7 £ re “S ees pee a he ey <a oa oe hg es ee ae i a a ee eee eS ee sae et oy ee i aie = hs 
i ~ igre ns: Lo upd 7 ee emer, = ¥ per” : ; = wets a eee Senin s rose tae et ae ted oral ae 
- ES eee a 
x Led & 
™ Advertising Age, January 27, 1958 
a ARR RR : - > 
— : ‘ 4 : 
: ————— 
(2; 7 Ye a a Be & } 
TE reign 8 eg Be 
err ieee ce eh ee Bs oe 
en Eh eae ae ‘3 
i Eecae nineteen po — i Tees fa ‘4 
Se wo oe <a 
i . 2 RS ec, | 
ll _ ae i - - - 
8 7 3 
eee : 
: iz = “a oes ie ; r 7 
“ee. Mi os, Sa a 
‘oe Sp Ts sen ae irae i” 
ee eh. i See lay L 
Be. ee is d 
il * Roy es: a 
pe Sine cs ; ae ape 
Tr rr 
37.) a Nae yy 
0 ee el ip | 
sat <n ele sae dimes vere thea : % 
. . + ae 2 See es mi be at . 
‘a Ee. aS 5 ice ‘ ee ee a 
> . : oot NE Satan Oe ee Ae Sele “a 
? AS it Og mato 6. Pero “4a 
: A> gee MMMM coat Sars Seta ieee ; i. 
= ee See a 
g gt EE MCCS ain aneren eo 
RR entice Nagy a ae, ' 
bi on “ oe oe ae rh ca . : 
ap a * _" Ff 
ee — 
i 
os 1 
ne - . oat in a table meas! TV | 
P set... with ne increase , 
* cobine vine. New | 
Admire! dowgr plover 
Avo! pecters se high bh 
Betty sec nd serreunds 
the puture Hews netur 
aly ovt brent — wet hhe 
: 
sound sound ene - 
. ture ore togerher a — . 
GIGANTIC || 
ans TRADE-IN 
- = Allowances ’ 
SLIMLINE TY WITH 
. ¢ ( 
ae | . 
FOR TRUE 
- 5 
— ee etl 
: —— Gens. Sennears. cnseune 6 mienanee anaeee a ; 
= § / “ 
i / yy || res : . woe & 
: ral | : - y 
: = 4 
™ —— ei 4 : 
oe The | 
po ? 
te 1 paving © casters codbinr's aagre Wille rmyuiting Nev te dentin ae 8 jet theme part tow” 
ee eieemsmtatid mee ees 
| ee pe A 
4 me | CT ~s 
ee , | <== —— = 
en ee ; 
— ——— ies ¥*.. Es 
; SS 0¢2 Mase ’ ~ 5 Bi 
“ vay hongedarg i ae 
} an. 
’ —— - 
sage I at. 
‘. ~— | 
, : polly AVM LHOUM 3HL 
; ee Be 
e é . | 
> 
= * e . 
i : ; | . . 7 | 
a “ | e e . 
; | Pp —CsCSSCisd 
: ee 
$ : 
a 
. 
° 
i . 
s . 
eS e « . 
. 
* 
J . 
of © : 
u 
° ; i 
: . 
. 
ee a ee 
goh- 
ea whe a OE Fey eh vee ng er a ey pe ola he aaa ax. sig? i EP i. oe ee Py tg? eof PA eee oe Ck te ber 


Fawcett Women's Group was first 


in 1957 advertising linage gains among the 


leading Screen-Romance magazine groups. 


ADVERTISING LINAGE GAIN AND LOSS 


Fawcett Women’s Group leads in all three fields! 


IN THE GROUP FIELD IN THE ROMANCE FIELD IN THE SCREEN FIELD 


GAIN 9.8% GAIN 15.2% GAIN 2.8% 
5 B Cc 


A. FAWCETT WOMEN’S A. TRUE CONFESSIONS . A. MOTION PICTURE... 2.8% 
GROUP A B. Modern Romances ‘ B. Photoplay —10.2% 
B. Dell Modern C. True Story ' C. Screen Stories —15.0% 
Group D. True Love Stories , —15.5% 
C. True Story Women’s E. True Experience 
BIOUD co cccices —17.5% F. True Romance 


Source: Printers’ Ink 


And THE FAWCETT WOMEN’S 
GROUP continued to deliver a 
bonus with circulation averag- 
ing 2,220,000 for the last six 
months of the year. 


FAWCETT 
WOMEN'S 
GROUP 


TRUE CONFESSIONS 
MOTION PICTURE 


2,100,000 


CIRCULATION 
GUARANTEED 


Jb Cali LO _ “ a Fawcett Publications, Inc. 
Ae, Young limtn fo 67 W. 44th Street, New York 36, N. Y., Phone: MUrray Hill 2-3606 


Chicago * Detroit - Hollywood - Los Angeles - Miami * San Francisco 
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Along the Media Path 


TV Guide popped its cork when |the national convention of the Elec- 
it passed 6,000,000 circulation with | trical Women’s Round Table Inc. in 


its Dec. 28 issue and sent out bot- 
tles of champagne to 900 top ad- 
vertising people with a note: 
“Won’t you join us in a toast to 
‘six’?” 


e Five women in the home service 
departments of the nation’s elec- 
tric utilities are winners of the 1957 
Laura McCall Award for home 
service achievement. McCall’s pre- 
sented a bronze plaque and $200 to 
Evelyn Hansen, Utah Power & 
Light Co., Salt Lake City; Marion 
E. Ryan, Detroit Edison Co.; Mar- 
garet Buchan, Indiana & Michigan 
Electric Co., Fort Wayne, Ind.; Mrs. 
Maxine Gentis, Sacramento Munic- 
ipal Utility District, and Mrs. Erma 
Meeks Boyen, Hawaiian Electric 
Co., Honolulu. Presentations were 
made during a dinner meeting at 


The most 


LOOKED AT 


tv station 
in 


Dallas! 


Chicago. 


e 60 newspaper boys will be mem- 
bers of a “Young Columbus” trip 
to Lisbon and Madrid next April. 
The boys will be selected through 
local contests by newspapers dis- 
tributing Parade, with Trans World 
Airlines, co-organizer of the trip. 


e Designs for 25 building projects 
to be constructed in the next year 
have won awards in the design 
awards program sponsored by Pro- 
gressive Architecture. The winners 
were chosen from a field of more 
than 600 entries submitted in the 
annual competition conducted by 
the magazine. 


e Application has been filed with 
the Federal Communications Com- 


j;mission by WIMA-TV, Lima, O., 
\for authority to change its visual 
power from 16,000 watts to 198,000 
watts and aural power from 10,000 
watts to 105,000 watts. 


e Playboy and producers of the 
movie “Run Silent, Run Deep” are 
|sponsoring a contest to find the 
| girl who most resembles the sub- 
}marine Nerka’s pin-up picture in 
the story. Resemblance will be 
based on the figure since the girl 
|in the picture is masked. The win- 
ining girl will receive a screen test 
|with Hecht-Hill-Lancaster and an 
opportunity to become Playboy’s 
“Playmate of the Month.” Entry is 


EL PASO 
Is the clothing manufacturing center 
of Texas with annual sales 
in excess of 


$50,000,000 
El Paso is a SWELL place 
to do business. 


The €1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNINO AND SUNDAY 


El] Paso Herald-Post 


& SCRIPPS-HOWARD NEWSPAPER 
EVENING 


Line BUYS BOTH! 


| 


| 


| 
| 


Bond 


Mill 


McGraw 


McGRAW-HILL’S NEWEST—Nelson Bond, exec vp, publications division; 


| Charles S. Mill, publisher, and Do 


nald C. McGraw, president of Mc- 


Graw-Hill Publishing Co., look over the first issue of Purchasing 


Week, launched Jan. 6 after years of study and research (AA, July 
29, 1957). 


by photos submitted by March 15 
to “The Girl They Left Behind” 
| Contest, 202 N. Canon Dr., Beverly 
Hills, Cal. 


e McCall’s is the publication recip- 


annual achievement awards. The 
magazine was cited for its “Togeth- 


e Holiday is fishing for advertisers 
with a hooked-fish mailing piece 
which points out that “Dazzling 
pictures and fine writing (always 
devoted to pleasure) lure the read- 
jer into a mood of pure enjoyment 

...the perfect environment for 
| selling.” 


e Aircraft & Missiles Manufactur- 
ing, newest Chilton Co. publica- 
jtion, bowed with a January issue, 
| which included 100 pages and cov- 
ers. About 13 pages were advertis- 
ing. 

| 

e A page-size bread wrapper with 
a facing page ad for Lane’s Toasty 
| Twist bread fattened a December 
jissue of the Transcript, Moncton, 
|N. B., newspaper. 


|@ Department of New Laurels: 
The New York Times published 
its biggest weekday issue—160 
pages—Jan. 6, as part of its three- 
|day review of national and inter- 


5-day FREE trial 


Send no money now. Mail the cou- 
pon, simply indicating your willing- 
ness to examine the book for 5 days 
—at our risk. Then, if you like the 
book, send us your check for $5.95. 
You can’t lose—you may win a lot! 


Leading advertisers endorse 


“Along with most everyone 


Salesense in Advertising 


381 of Jim Woolf's articles now 
available in one big book 


Advertising and sales executives of many of America’s most 
successful advertisers are enthusiastic readers of James D. 
Woolf's “Salesense,” afong them such firms as Dupont, Gen- 
eral Mills, General Electric, Parker Pen, Ford, General Motors, 
Cream of Wheat Corp., Kellogg’s, Aetna Life, Heinz, and hun- 
dreds of other leaders. Typical is this statement by D. H. 
Grigsby, Director of Advertising, Zenith Radio Corp., Chicago: 


else in this business, | have en- 


joyed your ‘Salesense’ articles. What is more important, I have 
benefited from them.” Now—in response to a flood of demand— 


the Woolf articles, 381 of them, are bound in a handsome cloth- 


bound book. Use coupon to 


send for your trial copy. 


—_—— eas es sas es ——————— 
ADVERTISING AGE | 
200 E. Iilinois St., Chicago, IIlinois | 
Okay, I want to examine the book. Please send it tome | 
at once. If I like it, I'll send you my check for $5.95. If I | 
don’t, I'll return it to you after 5 days. | 
Name | 
F | 
ompany | 
Address | 
City lone State 


ient of the “Public Relations News”’ | 


national economic and _ business 
conditions. The Times’ three busi- 
ness review sections carried 334,246 
lines of advertising. Total linage 
for the three days was 576,499 lines 
or 240 pages. 

Foreign language editions of 
Popular Mechanics have shown a 
17% gain in advertising for 1957 


| 


| 


erness” campaign to strengthen|@S Compared to 1956. 
family and community life. The January issue of Motor 
F | Boating, the annual Motor Boat 


Show issue, had 492 pages and the 
largest advertising billing in the 
magazine’s history—489 advertis- 
ers. 

Sports Afield’s February issue 
showed an increase of 10.5% in 
billings over the February, 1957, is- 
sue; this follows the gain of 14.8% 
chalked up by the January issue 
over the same issue in 1957. 

The February issue of American 
Home showed a linage gain of 16% 
over February 1957—due in part to 
the magazine’s Best House for the 
Money Citation Building program. 
In addition, the issue had the high- 
est ad revenue of any February is- 
sue in 25 years. 

Circulation of Time hit a new 
high of 2,277,000 for the Jan. 6 is- 
sue which featured its Man of the 
Year, Nikita Khrushchev. This is 
2,100,000 above the circulation of 
Time’s first Man of the Year issue, 
Jan. 2, 1928, featuring Charles A. 
Lindbergh. 

The 1958 special issues of Life 
International and Life en Espanol, 
|devoted to “Americans Around the 
| World,” set an alltime advertising 
| revenue record for the magazines, 
with a combined gross volume of 
|more than $425,000. This topped the 
|previous mark, set by the 1957 
lspecial issues on “The American 
|Woman,” by almost $100,000. 

Everywoman’s Magazine’s March 
issue shows an increase in linage 
of 4.2% over the issue of March, 
1957. 

The January issue of Premium 
| Practice, which contains the ninth 
jannual Blue Book Directory of 
\Incentive Merchandise Suppliers, 
|carried 96 pages of advertising—a 
28% increase over the year before. 

The new magazine, “1957 for 
Young New Yorkers,” achieved 
50,000 distribution through school 
systems in the New York metropol- 
itan area. The goal was achieved 
three days before its Nov. 20 pub- 
lication date. 

Last year was the biggest adver- 
tising year in American Girl’s 40- 
year publishing history, the maga- 
\zine reports. In 1957 it carried 
337.7 pages of advertising—a gain 
jof 11.3%. The category showing 


bo largest increase in linage was 


cosmetics. 

The first farm catalog edition of 
Agricultura de las Americas, with 
|101.46 pages of advertising, repre- 
sents more advertising of farm 
equipment, farm supplies and other 
|products for agricultural use than 
|ever before appeared in an export 
|magazine, the publisher, Imple- 
ment & Tractor International Corp., 
| says, + 


Advertising Age, January 27, 1958 
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| 
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| 
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Proxy Fight Brews 
at Fox Head Brewing 


CuIcaGco, Jan. 21—A hot proxy 
fight is brewing between opposing 
groups of.directors of Fox Head 
Brewing Co., Waukesha, Wis. 

The minority faction of directors 
headed by Arthur J. Feicht, Chi- 
cago insurance broker, plans to 
hire proxy solicitors and lawyers 
as part of a move to force a spe- 
cial stockholder meeting Feb. 28 
to regain control of the brewery. 

The same group also plans to 
file an appeal with the Wisconsin 
supreme court, asking reinstate- 
ment of a temporary restraining 
order against the three opposing 
directors. The order, which re- 
quired that all checks on the brew- 
ery account be signed by both 
groups of directors, was vacated 
by a Waukesha court. A perman- 
ent injunction against the opposi- 
tion also will be sought, Mr. Feicht 
said. 


es Mr. Feicht, Frank Huber and 
Leo Calvey, formerly board chair- 
man, president and _=secretary- 
treasurer, respectively, of Fox 
Head, were fired from their jobs 
last Dec. 27 by the other three di- 
rectors, headed by Joseph P. An- 
tonow, Chicago lawyer. 

Oscar Flatt, Fox Head vp and 
brewmaster, and Alexander R. 
Morse were elected president and 
board chairman respectively, by 
Mr. Antonow’s group. Mr. Feicht’s 
group charges that the election 
was illegal. 

Mr. Feicht and a group of asso- 
ciates bought Fox Head more than 
two years ago (AA, July 11, ’55). 
The same group also purchased 
Peter Hand Brewing Co., Chicago, 
a month earlier. Fox DeLuxe and 
Fox Head “400” beers have all 
been brewed in Fox Head’s Wau- 
kesha, Wis., plant for the past two 
years (AA, Dec. 12, ’55). # 


Mister Softee Ads Seek 
250 New Distributors 

Mister Softee chain of fran- 
chised mobile ice cream vending 
units, headquartered in Philadel- 
phia, began a major newspaper 
and trade paper ad campaign Jan. 
19 seeking to add 250 new fran- 
chised units before the start of the 
summer sales peak. 

The three-prong campaign is 
aimed at (1) gaining new dis- 
tributors in the central Atlantic 
states where it already operates, 
(2) gaining new distributors in six 
states where it doesn’t yet operate 
—Illinois, Kentucky, Michigan, 
North Carolina, Rhode Island, and 
Virginia—and (3) soliciting fleet 
operators in high per capita income 
areas in the East. Feigenbaum & 
Wermen Inc., Philadelphia, is the 
Mister Softee agency. 


‘Family Weekly’ Up 126.6% 

In listing the percentage increase 
(or decrease) in revenue for 94 
magazines in last week’s issue, 
ADVERTISING AGE said that TV 
Guide showed the biggest gain 
(71.7%) in 1957. This was in error; 
Family Weekly, with revenue up 
from $3,354,283 in °56 to $7,600,263 
last year, registered a gain of 
126.6%, not 26.6% as shown. 


WANE Names Pierce 


R. Morris Pierce has been named 
vp and general manager of WANE 
and WANE-TV, Fort Wayne, Ind. 
He formerly headed the tv opera- 
tion only. Reid G. Chapman will 
be manager of WANE, with direct 
responsibility for sales and pro- 
gramming. 


Film Is Available 


“How To Run Successful Sales 
Meetings,” a 15-minute color 
soundslide film and record on low 
budget sales meetings, can be rent- 
ed or purchased through American 
Training Films Co., 520 Fifth Ave., 
New York. 
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“that overs all mei fils. and nothing ele 


it’s the only magazine devoted 100% to 
“ways and means of buying advertising 


PITFALLS IN MEDIA SELECTION 


ACCOUNT EXECUTIVES ANO MEDIA |» ~ 


SPANISH SPEAKING RADIO 


EDI A OF MISSES MARKET 


WHISKYS MEDIA PROBLEMS = £ 


GROGRAPHICAL SPUT RUNS 


MEDIA PLANNING 


Too Little Light in a Bigger, Darker Room 
... Leonard S. Matthews 


The media vice president of Leo Burnett presents a 
trenchant argument for a common yardstick of media 
efficiency. Until that comes along, ? seme here’s what 
media buyers can do with the limited information 
available. 


Current Media Patterns in Industrial 
Advertising ... Richard C. Christian 


What's happening to industrial advertising? Broader 
use of available media, more intense media research— 
plus growing use of general media—are revolutionizing 
industrial media strategy, says the executive vice pres- 
ident of Marsteller, Rickard, Gebhardt & Reed. 


21 Pitfalls of Media Selection 
...dackson L. Parker 


An experienced agency media director conducts a 
chilling tour through the subconscious of the media- 
buying mind. From habit, through fear of people, to 
the search for security; here are the mental quirks that 
can foul the wiliest advertising strategy. 


Television as a Medium for Corporate 
Advertising ... Oliver Treyz 


Television is a powerful medium for building a favor- 
able public image for your company. The head of 
American Broadcasting Corporation television network 
analyzes TV public relations strategy through com- 
pany case studies. 


MEDIA TECHNIQUES 


King-size Posters... 


The newest device in transportation advertising is the 
king-size poster. Its big advantage; standardization. 
Its big potential; national advertisers. 


Uniformity Needed in Broadcast Ratings 
... Earle A. Buckley, Jr. 


The vice president of a Philadelphia agency flatly 
declares that broadcast rating services are competing 
so hard, value to advertisers has been nullified. 


New Device to Expedite Media Scheduling... 


Medium-sized advertising agencies can now mechanize 
routine clerical operations involving media schedules 
and space orders with a simple new machine. 


ORGANIZATION MATTERS 


Part taken by Account Executives in 
Media Decisions... Media Forum 


Four agency account executives take ~ A the question: 

you, as an account executive; take any part in 
determining media to be used in a campaign?” The 
answers are illuminating. 


Should Account Executives be in or out of 
Media Planning? ... Stuart D. Cowan, Jr. 


Do account executives help — or hinder — media plan- 
ning? One agency vice president explores the pros and 
cons of the problem with the help of his colleagues. 
Conclusion: account men can help if they stick to 
strategy and leave the details to the media department. 


MEDIA AND MARKET DATA 
What are the Media of the Missiles Market? 


The new science of missiles has created an industry 
which is taking off like a rocket. Here’s an exclusive 
Media/scope report on the advertising media which 
open doors to this new growth market. 


pn Ts cote nem ale 


Here’s what's in the January Media /scope for everyone 
interested in the media-buying function. 


How Spanish-speaking Radio Reaches 
a 4-million Market... 


Like other minority groups, Spanish-speaking 
Americans are making their presence felt economically 
as never before. One medium which reaches this grow- 
ing market is radio. Here are the vital statistics — and 
the potential — of Spanish-speaking radio. 

Regional and Sectional Editions of 
Consumer Magazines: 3 


The last installment of Media/scope’s comprehen- 
sive report on this new way to use consumer magazines 
gives the details on Reader's Digest, Newsweek, 
Parents’ and other consumer magazines. 

Alcoholic Beverage Advertising Continues 
to Gain in Magazines... 


The competitive liquor industry is stepping up the 
advertising pressure in magazines. One reason: na- 
tional media skirt the manifold restrictions of state 
and local laws. 


Radio Rate Cards—Can they be Simplified? 


As if radio buying isn’t confusing enough, there are 
as many kinds of rate cards as there are stations. 
Here’s a way to simplify the poor media buyer's job. 
What is the Advertiser’s Stake in Higher 
Business Paper Rates? ... DeWitt Young 


A paradox? Not really. A business publication execu- 
tive explains where the revenue from steadily increas- 
ing page rates goes. His major point: it goes into 
improving editorial quality. 


TRENDS AND TREND MAKERS 


The Media/scope: A Look Around 
and a Look Ahead 


What's the forecast for the Advertising Research 
Foundation’s controversial consumer magazine study; 
for the troublesome taxes on advertising; for intelligent 
media evaluation? A provocative discussion from the 
media buyer's point of view. 


Men of the Month in Media... 


The spotlight on six top newsmakers in media during 
the past thirty days. 


BSF&D’s George Johnston 
...Charles V. Hicks 


George Johnston is one account executive who success- 
fully made the transition to the media department. 
Here's what makes him tick. 

Consumer Magazines Show Continued 
Growth in Circulation, Rates and Cost 

per Thousand ... Harry J. Johnson 
Magazine costs are still rising. Media/scope’s research 
consultant gives the facts and figures. 

“Persuasion for Profit”: A review of book 
by Nicholas Samstag... Philip Ewald 


One media promotion man takes a close look at a book 
by another promotion man which, oddly enough, deals 
with the subject common to both their careers. 


DEPARTMENTS 


Publisher's Notebook...Walter E. Botthof 
Trade Talk... Dave Wasko 

Media Study of the Month... 

Market Studies of the Month... 
Media/quest...John F. Klatt 

Scope on People... 


Editorial: “How Subliminal Can You Be?” 


Media/scope’s editor pours some timely oil on the 
fire raging around some new advertising techniques. 


You can subscribe to Media/scope at the money-saving 
price of only $2 a year if you order at once (regular 
rate is $3). This low rate is to introduce Media/scope 


Save money! Order Media/scope today! 


and will soon be withdrawn. Use the handy coupon. 
Mail it today. 


A great boon to sellers of space or time 


The biggest advantage of Media/sco — as an 
advertising medium is that every advertising 


MEDIA/SCOPE, 1740 Ridge Avenue, Evanston, Illinois 


IT SOUNDS GOOD! Enter our subscription for the new monthly 
Media/scope for one year at money-saving introductory rate of $2 
(regularly $3). I'll remit promptly when you bill. 


( Check here if you want 3 years for $5 (you save $2) 


man who reads it obviously has a consuming in- 
terest in media. He is reading about the ideas 


Name 


Title 


and methods of others in his business that will 
help him do a better job of selecting markets and 


Home Address 


media. So, if you have an idea about where he 
should spend advertising money to best advan- 


Business Address 


tage, this is the place to tell him about it. 


City 


Zone State 
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MeCall 


reache 
a new 


IN ADVERTISING REVENUE® 
AND IN CIRCULATION 


In 1957, McCall’s publishing philosophy received greater endorsement 
than ever before in its more than 80-year history—both by a record 
number of reader-families and by an all-time high investment 

of the nation’s top advertisers. 


McCall’s advertising revenue, during 1957, totalled $21,731,543— 
a gain of $4,427,321 over 1956. 


In circulation, McCall’s reached a record 5,305,000 
for the second 6 months of 1957—a gain of 
almost half a million over the same period in 1956. 


These figures represent significant evidence of McCall’s 
sustained growth as one of America’s great magazines and 
most powerful advertising media. 


Source: Revenue figures—PiB; 2nd six months 1957 circulation—Publisher’s estimate; 1956 circulation figures, ABC. 


Ik 
The magazine of Togetherness... a S 


* OF THE NATION’S TEN TOP MAGAZINES IN ADVERTISING REVENUE, : 
McCALL’S IS SECOND IN TOTAL ADVERTISING REVENUE GAINS. 1957 OVER 1956 
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Advertising Age, January 27, 1958 


Warren Agry, 68, 
Veteran Magazine 
Ad Executive, Dies 


New York, Jan. 21—Warren C. 
Agry, 68, retired vp of American 
Home, died Jan. 17 of a cerebral 
hemorrhage at Hanover, N. H. 

Born in Newtonville, Mass., Mr. 
Agry was graduated from Dart- 
mouth College in 1911. He worked 
as a salesman for the People’s 
Home Journal from 1911 to 1919, 
when he was named western man- 
ager of the magazine. 

In 1927 he moved to Cosmopoli- 
tan and in 1929 was named its ad- 
vertising manager. In 1930 he 
joined Good Housekeeping, where 
he was successively advertising 
manager, business manager and 
publisher. He joined American 
Home in 1944 as advertising direc- 
tor, and he became vp and assis- 
tant to the publisher in 1952. He 
retired last month. 

He had served as chairman of 
the National Better Business Bu- 
reau, and as vp of the Federal 
Grand Jury Assn. He was a mem- 
ber of the Dartmouth and the 
Union League Clubs, in New York. 


JOHN E. MAZZEI 


New York, Jan. 21—John E. 
Mazzei, 49, sales and advertising 
manager of S. A. Schonbrunn & 
Co., coffee roaster and distributor, 
died Jan. 19 of a heart attack at 
his home in Palisades Park, N. J. 

Born in Lucca, Italy, he was 
brought to the U. S. by his parents 
at the age of ten. He was graduated 
from New York University and 
shortly afterward joined the 
Schonbrunn organization as a 
salesman. In 1940 he was appointed 
sales and advertising manager of 
the company. 

Mr. Mazzei was a former presi- 
dent of the New York Coffee Roast- 
ers Assn. and at the time of his 
death was chairman of its techno- 
logical committee. He was active 
in fund raising for the Boy Scouts 
of America, the scholarship fund 
for the Casa Italiana at Columbia 
University, and St. Mary’s Hospital, 
Hoboken, N. J. 


ROBERT SCHAUB 

Sr. Louis, Jan. 21—Robert C. 
Schaub, 53, director of the Lind- 
say-Schaub Newspapers and gen- 
eral manager and editor of the 
Herald & Review, Decatur, IIL, 
died Jan. 17 at Barnes Hospital 
here. 

Mr. Schaub began his career as 
a reporter for the Decatur Review 
in 1928 after he was graduated 
from Princeton University. In 
1933-34 he was managing editor 
of the East St. Louis Journal and 
then returned to Decatur to be- 
come managing editor of the Re- 
view. He was made executive edi- 
tor of the Herald & Review in 
January, 1957, and later was 
named vp and general manager as 
well. 

He was a member of the Inland 
Daily Press Assn., the American 
Society of Newspaper Editors, 
Associated Press Managing Edi- 
tors, and the Illinois Press Assn. 


DENNIS L. REGAN 

WAsHINGTON, Jan. 21—Dennis L. 
Regan, 53, advertising director of 
the Home Building Journal, offi- 
cial publication of the National 
Assn. of Home Builders, and a for- 
mer advertising manager of Col- 
lier’s, died Jan. 15 at Doctors Hos- 
pital here, after a brief illness. 

Mr. Regan was with the Cro- 
well-Collier Publishing Co. for 25 
years and was advertising mana- 
ger of Collier’s from 1950 through 
1953. Subsequently, he started his 
own magazine consulting service. 
About four years ago he became 
advertising director of the Home 
Building Journal. 
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| Fight Tooth Decay with Colgate wdih yo Stop Bad Breath All Day! 


ees 
COLGATES...NOW INTHE 
MOST CONVENIENT TOOTHPASTE 
CONTAINER EVER! 


AEROSOL GARDOL— 
Colgate - Palmol- 
ive Co. is running 
ads such as this 
one, which ap- 
peared in the Ex- 
press, Easton, Pa., 
last week, to 
launch its new 
aerosol dentifrice 
(AA, Jan. 20). 
The company 
says it plans to 
go national with 
the product 
shortly. Ted 
Bates & Co. is 
the agency. 


Frank Goldberg. 
Leading Australian 
Adman, Dies at 67 


SypNEY, AUSTRALIA, Jan. 23— 
Frank Goldberg, 67, founder and 
governing director of Goldberg 
Advertising, Sydney, died at his 
home here Jan. 10 following a 
long illness. 

Mr. Goldberg, who emigrated to 
New Zealand from Er gland, start- 
ed his agency in Weliington, New 
Zealand, in 1912. The agency has 
since opened offices in Auckland, 
Dunedin, Melbourne, Sydney and 
London. Sydney has been the 
home office since 1926. 

A highlight of Mr. Goldberg’s 
career was his participation in the 
War Effort Publicity Board (now 
the Australian Advertising Coun- 
cil), an honorary body of admen 
set up in 1940 to help the govern- 
ment in its wartime advertising 
activity. 


RAY LEE 

Fort Worth, Jan. 21—Ray Lee, 
51, advertising manager of the Fort 
Worth Star-Telegram, died here 
yesterday. He joined the Star-Tele- 
gram in 1927 as a classified adver- 
tising salesman, and was named 
advertising manager in 1954. He 
was a former president of the Ad- 
vertising Club of Fert Worth and 
last June was elected a member of 
the board of the Advertising Feder- 
ation of America. 


ARCHIBALD WEBBER 
SPRINGFIELD, MASs., Jan. 22— 
Archibald Leslie Webber, 81, ad- 
vertising manager of the Milton 
Bradley Co., maker of games, died 
Jan. 14. He had been with the 
company for 56 years. Mr. Web- 
ber wrote a history of the Bradley 
organization’s first 50 years. 


ROBERT E. BRITTON, formerly assistant 
director of marketing research of 
General Mills, has been named vp 
in charge of expanded marketing 


and research operations of Mac- | 
Manus, John & Adams, Detroit. | 


MPA ‘Can't Back’ 
ARF Magazine 
Study, Carr Says 


(Continued from Page 1) 
reau committee, which considered 
the study for a month, cited two 
reasons for withholding its en- 
dorsement: (1) There are “sharp 
differences of opinion about the 
survey,” not only among publish- 
ers, but also among advertisers and 
agencies; (2) “Legal complica- 
tions” might “well follow any such 
organization action.” 


# In a letter to Dr. Wallace H. 
Wulfeck, assistant to the president, 
Wm. Esty Co., and ARF board 
chairman, William B. Carr, vp and 
ad director of McCall’s and chair- 
man of the MAB committee, said: 

“This action on the part of the 
MAB committee has nothing to do 
with the merits or demerits of the 
proposed study. It simply means, 
Doc, that we feel participation or 
non-participation in the study re- 
mains an individual publisher de- 
cision.” 


# Commenting on the MPA action, 
Dr. Wulfeck said: 

“From the beginning, the foun- 
dation did not expect that all pub- 
lishers, all national advertisers, or 
all agencies would support the sur- 
vey. Personally, I have never felt 
that the ARF could expect 100% 
support for any research project. 

“Things don’t happen that way. 
Seldom do researchers or the in- 
dustry reach complete unanimity 
as to study design or method of 
participation. However, I believe 
that the study should be made as 
proposed when sufficient financial 
support is obtained.” 

Dr. Wulfeck noted that “the 
amount subscribed so far is the 
largest, to my knowledge, that has 
ever been voluntarily contributed 
to an operation of this character,” 
despite the fact that the ARF has 


|talked to fewer than half of those 


who “might be logically 
ested.” 


inter- 


® The- ARF plan, announced last 
summer, is to survey in one study 
the audiences of the 34 leading con- 
sumer magazines. Publishers are 
expected to bear 75% of the esti- 
mated $800,000 cost. 

Time Inc., McCall’s and News- 
week are on record as opposed to 


taking part in the study. On the | 


other hand, this week True joined 
Look and Family Circle among 
magazines backing it. 

Among the uncommitted pub- 
lishers are Curtis, Hearst and 
Reader’s Digest. 


Old Colgate Ties 
Moved Babbitt to 
Brown & Butcher 


(Continued from Page 1) 


& Butcher combination is Thomas 
C. Butcher, formerly exec vp of 
Lennen & Newell, who becomes 
president and a director of Brown 
& Butcher, while Carl Brown 
moves up to chairman of the 
board. 


s Messrs. Brown, Butcher, Marsh- 
all Lachner, new Babbitt presi- 
dent, Michael Frawley, new exec 
vp, Jack Sugden, new marketing 
vp, and Russell Thatcher, admin- 
istrative assistant, all have one 
more thing in common besides 
their new Babbitt affiliation: They 
are all alumni of the Colgate- 
Palmolive Co, 

Carl Brown and Tom Butcher 
worked as agency men on Colgate 
products; in addition, Mr. Butcher 
is an ex-Colgate employe. And 
all five men learned the soap and 
cleaner business with Colgate. 

For Carl Brown the new lineup 
represents the fulfillment of a 
long-cherished hope; for the rest, 
it’s like old-home week. 


= Mr. Brown came to New York 
from Blackett-Sample-Hummert in 
Chicago in 1943, to set up the east- 
ern office of the old Sherman 
& Marquette agency (now Bryan 
Houston Inc.) and work on Col- 
gate products. At the time Tom 
Butcher was assistant advertising 
manager on Halo and other Col- 
gate products, and Marshall Lach- 
ner and Michael Frawley were 
both top executives in Colgate’s 
|soap division. 

After World War II, Mr. Butch- 
er left Colgate to join Doherty, 
Clifford, Steers & Shenfield, was 
hired by William Esty Co. to work 
on the introduction of Colgate’s 
Fab and joined Esty co-worker 
Adolph Toigo at Lennen & Newell 
as exec vp; L&N handled several 
Colgate products. 


# Mr. Brown, meanwhile, brought 
out Ajax cleanser for Colgate, 
(which quickly swept into the No. 
1 sales spot), subsequently formed 
his own agency in 1950 with a 
Sterling Drug nucleus, added No. 
1 seller Halo in 1955 and Vel beau- 
ty bar a year later. 

Last November he abruptly re- 
signed all his Colgate billings— 
Halo and Vel beauty bar—esti- 
mated to be worth more than 
$3,500,000. 


s After 16 years with Colgate, 
where he rose to vp of the soap 
division, Mr. Lachner resigned in 
1956 to become president of Pabst 
Brewing Co. He found this type 
of suds not to his liking, and last 
month became president of Bab- 
bitt. 

Shortly after Mr. Lachner’s 
move to Babbitt, Mr. Frawley, by 
now general sales manager of Col- 
gate’s household products division, 
and Mr. Sugden, assistant Vel 
brand manager, also moved over 
to Babbitt. 

The circle was completed this 
|week when Brown & Butcher 
joined the roundtable. 


|s Mr. Brown told Apvertisinc AcE 
today that he and Tom Butcher 
have had a “long, close personal- 
business relationship” and in years 
| past, when he wanted Mr. Butcher 
as an associate, he either couldn’t 
afford him or they both worked 
on competing Colgate accounts. 
There was no relationship be- 
| tween his resignation of Halo and 
Vel two months ago and this 
week's events, Mr. Brown main- 
tained. 
| “My decision to do it happened 
‘before Marshall Lachner even an- 
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nounced his intention to resign 
{from Pabst]. There wasn’t any 
deal involved in this.” 

With the Colgate resignation a 
fait accompli, and the Lachner de- 
parture in the works, Mr. Brown 
contacted Mr. Lachner and made 
his pitch. “I had to have Babbitt 
to get Butcher,” he explained to- 
day. 


® While “Auld Lang Syne” echoes 
through the corridors of Babbitt 
and the Brown & Butcher shop, a 
rather different melody was being 
sung at Donahue & Coe and Doyle 
Dane Bernbach. 

Although the Babbitt account 
has been reported as billing seme- 
thing like $2,000,000, neither D&C 
nor Doyle Dane had enough time 
on the account to bill anything 
like that amount. The two agen- 
cies were awarded the Babbitt 
business only last July, when a 
Colgate shakeup affected both 
company management and agen- 
cy alignment (AA, July 22). 


® The Donahue & Coe package 
was reported to total $2,000,000; 
the DDB share about $500,000. Re- 
ports today said Donahue & Coe 
actually billed close to $500,000, 
while Doyle Dane billed not more 
than $100,000. 

While Donahue & Coe billed 
much more than Doyle Dane, 
there was no doubt that they spent 
considerable money to tool up for 
the account which was going to 
put them “solidly into the big- 
time package goods picture.” And 
the brevity of Babbitt’s stay at 
Donahue & Coe cost the agency 
money. 


s Donahue & Coe’s agreement 
called for a 90-day cancellation 
notice, but Doyle Dane’s resigna- 
tion, by letter last week, was im- 
mediate. A Donahue & Coe memo 
to employes explained that Bab- 
bitt has a new president with a 
new team—which “frequently 
wants a new agency.” These are 
the “simple and wunvarnished 
facts,” it stated. 

Mr. Lachner was said to have 
been inaccessible to anyone from 
Doyle Dane since he took over the 
president’s chair. “We haven’t had 
any recent contact, we haven't 
been in the inner circle, we’ve had 
no chance at all to present our 
case to him,” Doyle Dane said. 


2 At Brown & Butcher the first 
job on the Babbitt agenda will 
probably be an attempt to reverse 
a trend that has brought about a 
steadily declining share-of-market 
for a product that was once the 
leading cleanser in the country; 
a trend which contributed sub- 
stantially to Babbitt’s net loss of 
$520,000 last year. 

Earlier this year Bab-O had bet- 
ter than 18% of the market, which 
was surpassed by Colgate’s front- 
running Ajax, with more than 
40%, and Procter & Gamble’s fast- 
streaking Comet, up to nearly 25% 
of the market. Current reports in- 
dicate that Bab-O holds less than 
15% of the market. 

Glim, still a regional seller, in 
the past has been merchandised, 
advertised or merely placed on re- 
tail shelves in various markets. 
While its sales have risen, its share 
of any given market does not ap- 
pear to have kept up with the 
avalanche of new products in the 
field. 


s Nearly two years ago Bab-O 
made its first packaging change 
in more than 30 years, announcing 
it was out to regain the No. 1 spot 
it held through much of the 1940- 
51 period. Last summer a thor- 
oughgoing revamp of marketing 
operations took place, but most of 
the changes have since been 
scrapped. 

John E. Phillips was promoted 
to director of advertising from an- 
other Babbitt spot, but he re- 
signed from the company shortly 
after that promotion. + 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 
7 


AVERAGE PAID CIRCULATION FOR 
HELP WANTED ! POSITIONS WANTED 


Advertising typography firm 25 years|Prodn. Mgr.-Prig. Buyer. Deg. graphic 

quality reputation seeks typography arts. 10 yrs. exp. All reprod. processes; 

salesman with agency accounts. Liberal sales prom. material, displays. Prefer 

commissions, plus profit-sharing leading | greater N. Y. area 

to partnership. We have no salesmen at Box 1177, ADVERTISING AGE 

present 480 Lexington Ave., New York 17, N. Y. 
Box 1164, ADVERTISING AGE WE WILL PRODUCE YOUR MAGAZINE: 


6 MONTHS ENDING JUNE 30, 1957 


480 Lexington Ave., New York 17, N. Y- | pian it, write it, sell space, and handle | 

MOLENE j al bookkeeping and production . club 
Editors . : ..Publie Relations | magazine, trade association publication. 
Copywriters Advtg. Managers (sales or employee magazine). The Arbo- 
Artists Media Production ....Service | gust Co. (Est. 1923) STate 2-9151, Chi- 
“All is grist which comes to our mill” | cago. 


Andover 3-4424, 105 W. Adams 8t., Chgo 3 
INDUSTRIAL ADVERTISING 
SALESMAN OHIO-MICHIGAN 

Interested in selling advertising for this 
top industrial magazine that: 
... Consistently carries over 3000 pages 
of advertising a year 
... Has a professionally recognized edi- 
torial staff. 
Supplies modern marketing aids to 


its salesmen 
... Has a young, aggressive sales staff. 
Offers immediate high bracket in- 
come from current billing in this area, 


plus excellent potential for development. 
If you are between 30 and 40, grounded 
in industrial marketing; intelligent and 
eager to apply yourself to advertisers’ 
problems we want to talk with you 
Send resume for confidential interview. 
All replies will be held in 
dence 
Box 1192, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. ¥ 
COPYWRITER WANTED 

Versatile writer wanted by Chicago agen- 


cy with branch offices. Should have 
broad industrial, some consumer experi- 
ence. Must be strong on collateral ma- 
terial. Willing to relocate in East 


Box 1191, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


| 
| 


| 


strict confi- | 


| 


DIVERSIFIED ADVERTISING MAN 
Solid experience with all types of na- 
tional advertising in the tough appliance 
business, with one of the largest appli- 
ance manufacturers. A degree in physics, 
too! Young. If it’s challenging, I’m in- 
terested. 

Box 1173, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

ADV. & SALES PROM. MANAGER 
12 years experience in Electronics, Hard- 
goods and Appliance industry. Excellent 
background in Graphic Arts, P.O.P., Ads, 
Campaigns and Merchandising. Aggres- 
sive self starter. Married. 30. Chicago lo- 
cation. Write: 

Box 1211, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

MEDIA BUYER—MEDIA RESEARCH 
Responsible woman, 12 yrs. diverse agen- 
cy buying and research experience, con- 
sumer and industrial accts. Anxious to 
head small dept. or assist In larger agen- 
cy 
cago. REgent 4-0411. 

COPYWRITER AVAILABLE 
Creative writer, 3-years top ad-merchan- 
dising work in durable goods, agency, 


Marine Corps PR exp. Prefer agency, will | PEDIGREE! 


relocate for opportunity. 27, BA (journ). 
Box 1199, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS PLACEMENTS 
209 Soe. State St. HA 7-1991 Chicago 
CREATIVE SALES OPPORTUNITY 
Graphic arts industry leader has opening 


| 


on sales team for college grad NOT) 
OVER 25. Should have advertising, mar- 
keting, or public relations education but 
no experience required. Will train and 
develop for a career of selling nationally 
recognized fine quality printing and 
lithography including all creative phases 


Must be willing to travel from headquar- 
ters in Milwaukee. Salary. Write 
Box 1190, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PRODUCTION MANAGER 


| 


Bright Michigan Avenue agency wants | 
Production Mgr. Stenographic experience 
essential. Salary open. Send resume in 


confidence. 
Box 1189, ADVERTISING AGE 
200 E. Tilinois St., Chicago 11, Ilinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
489 E.Ohio St., Chgeo. Su 7-2255 
ADVERTISING PRODUCTION 
MANAGER WANTED 
Young man for Public Relations-Adver- 
tising Department of leading welfare or- 
ganization in Chicago. Must be familiar 
with printing, engraving, typography, 
production of direct mail. Some copy ex- 
perience desirable but not essential. Ex- 
cellent salary 
Box 1188, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


IDEAS MEAN MONEY 
If you can verbally express your 
enjoy taking initiative, and get along 
well with people, you are a young wo- 
man who will surely be interested in 
challenging position with responsibility, 
professional status, and co-workers who 
came to us making $80 to $125 weekly, 
and now are earning to $15,000 yearly 
with prominent Chicago Loop firm. Con- 
tact Miss Kirk, 116 S. Mich. R. 1302 STate 
2-3270, Chgo. 


Our 47th Year 
ART DIRECTOR good enough 
to grow into top spot 
MEDIA DIRECTOR, midwest office 
of major agency to $15M 
AE, good client-handler. No 
special product exper. required 
ACCOUNT RESEARCH MANAGER, 
to work with head of dept $8M 


GLADER CORPORATION 


Dir. Adv. Di 
CE 6-5353 


$25M 


$i2M 


Deon Harris, 


v. 
110 S. Dearborn Chicago 


ADVERTISING MANAGER 
Exp. with hard line consumer products. 
Creative planning of programs complete 
with merchandising and marketing. Age 
35. Detailed resume available 
Box 1209, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
STORY BOARDS—FREELANCE 
Creative and rendering. Agency and film 
studio background. Can Furnish copy 
Ideal for agency with limited TV com- 
mercial budget 
Box 1197, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ANALYTICAL IDEA MAN—MBA 

8 years Mktg. Res. wants to use this 
exp. to step into allied field to make 
better use of special talents: 

1. Analytical ability 

2. Creative—new ideas 

3. Gets along well with people 

4. Knack for writing 
Thinking of Marketing Planning, Client 
Service Work or New Products Develop- 
ment. Age 38. Married, 3 children. Prefer 
Mid-west 

Box 1198, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
e*ee* 5.8 


| TAR 
PROMOTION SPECIALIST AVAILABLE 


| 


| 
ideas, 


* creative 
* resourceful 
* experienced 
* diligent 
* versatile 
Initiates and develops complete sales 
promotion & merchandising programs— 
presentations, sales kits, brochures, p.o.p. 
displays, advertising tie-ins, etc. Special 
experience in related-items promotions. 
Personable. Excellent record 
Box 1201, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
TV PRODUCER 
8 yrs. top agency experience writing & 
production; highly creative; prefer film/ 
animation studio but anything consid- 


ered 
Box 1212, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COPY CONTACT MAN 


with industrial chemical or fer- 
tilizer sales — advertising back- 
ground. Will develop, write, direct 
the preparation of marketing 
plans as member of aggressive 
advertising agency marketing 
team working on a prominent 
mineral and chemical account. 
Box 885 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


ADVERTISING SUPERVISOR 


( Because of recent expansion, one of the largest New York advertising agen- 
() cies needs an additional supervisor for long-established national brands. 
() The man must be an experienced marketing-management executive who... 


@ Has supervised the over-all planning and marketing of one or 


more successful grocery products. 


@ Has had advertising agency experience as an account executive 


or supervisor. 


@ Has created promotional ideas and plans, and led creative people. 


@ Has the self confidence and drive to earn an ownership interest 


in the agency. 


The man we are looking for is between 35 and 45 years of age. Pls. tele- 
phone PL 3-3220, N. Y., for further information. 


Vivian Bon Jour, 7343 Crandon, Chi- | 


| tion. 


| 
| 


POSITIONS WANTED 


POSITIONS WANTED 


Young Marketing and Advertising Ex- 
ecutive—Marketing, Advertising and 
Sales Promotion background. Age 34: 10 
years experience with medium and large 
companies. Electrical, Furniture and 
Steel Products. Have handled $500,000 an- 
nual budgets. Salary $12,500.00 to $14,- 
000.00. Presently Marketing Director for 
New York firm. Would like to relocate 
in Chicago Area. Write for complete re- 
sume or interview 

Box 1210, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

AGRI. ADVERTISING MGR. 
Enthusiastic—now with large chemical 
corp., working with supplements and 
complete farm products. Successful re- 


| gional and national campaigns. Age 35. 


Box 1208, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
HUSBAND-WIFE AD TEAM 
AVAILABLE 

Hire us both and get our combined 13 
years of advertising, sales promotion, 
market research, and public relations ex- 
perience...pay only husband’s current 
salary figure! Twice the sleeves-up work, 
twice the creative thinking (on and off 
the job). We double on typewriter, draw- 
ing board, and slide rule. We deliver re- 
sults. Will relocate. 

Box 1207, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
EDITORIAL-ADVERTISING MAN, 33 
Seeks challenge with future in agency, 
company. 8 years solid experience writ- 
ing, editing publications; producing ad 
layouts, copy; promotional material; 
company-agency liaison. Major company 
area ad mgr. Creative, versatile writer. 
Currently stymied one notch from top. 
Here is major business experience com- 
bined with ability, imagination, initia- 
tive and sound university background 
(M.A. Missouri School of Journalism) to 


create greater sales for you. San Fran- 
cisco, Seattle, Denver, Portland, Los An- 
geles, Dallas areas preferred. Resume 


available. $10,000 
Box 1206, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Wide 


| 


| Will relocate. 


EXPERIENCED SPACE SALESMAN 
Proven ability; mature; seeks connection 


Advertising Age, January 27, 1958 


MISCELLANEOUS 


POINT OF SALE 
Top-flight display designer with unusual- 


with established industrial or technical | ly complete experience in both hard and 


publication. Eastern Territory. 
Box 1202, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


SALES PROMOTION MGR. 

variety industrial experience. 
phases promotion, catalogs, sales meet- 
ings, etc. Top writer. Plenty sales ex- 
perience to make ad programs practical. 


Box 1194, ADVERTISING AGE 
200 E. Illinois S., Chicago 11, Illinois 


Top-flight space salesman available for | 
Central and Western New York territory, | of manufacture from cardboard through 
Fourteen years successful space experi-| permanent materials. Fees are moderate 
ence. Broad advertising background. Ex-|and are handled in a number of ways 


cellent references. J. W. Connell, 36 Bob- 
rich Dr., 10, 
8-4561. 


SPACE SALESMAN FOR THE SOUTH 
or only Florida. Hdq: Miami. Top record, 
top books. Well established contacts. 

Box 1195, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ACCOUNT EXECUTIVE 
Electrical, Electronics, Aviation, Con- 
struction Equipment, and wide variety of 


Rochester 


soft lines seeks new accounts. Twenty 
years of active executive contact with the 
best of national advertisers insures sound 
knowledge of merchandising based on 


All |the understanding of what must go into 


successful product presentation. Intimate 
contact with marketing formulas and 
manufacturer-distributors relationships 
assures displays with more impact value 
and acceptance at dealer-consumer levels 
This design service includes a thorough 
acquaintanceship with sources for fabri- 
cation and recommendations for all types 


depending on the extent of the work and 


N. Y¥. Butler) supervision involved or required. 


Your time is earnestly solicited for a 
preliminary discussion of your needs, 
cause we sincerely believe our qualifica- 
tions are, if not unique, most unusual in 
this field. We sincerely feel that we can 
pepeuse important and measurable re- 
sults. 
Box 1125, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


oe eee 


industrial products. Excellent sales plan- 
ner, top ideas, copy, contacts. Have di- 
rected $500,000 programs. Will relocate. 
Box 1193, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
THINKING WORK HORSE 
wants job. Combination creative and/or 


YOU can Spark Your 
AD OR SALES FORCE 
With This Young, Experienced 


mechanical trade magazine woman. 10 WEST COAST EXECUTIVE 
years thru the gamut: secretarial (plus At a 4 

. ge 33 he has been an integral part 
bookkeeping), editorial, closing. Phone of management for 14 years as Adver- 


WEbster 9-3350 (LA, Calif.) tising Sales Director and the top sales 


representative of one of the West's most 
prominent group of national Publications 
He will bring you competence and skill 
in planning creative sales techniques; 


REPRESENTATIVES WANTED 


Space Salesman wanted by a deminant 
business publication in a growing indus- 


try. Junior salesmen with some selling energy, eagerness and hard work; and 
: ne per : * the knack of sparking a sales force 
experience. Salary & expenses. New York Background includes personal handling 
and Eastern territory. Good opportunity. of major national accounts, and an en- 
Box 1213, ADVERTISING AGE viable record of sales accomplishment 


480 Lexington Avenue, New York 17, N.Y. 
REPRESENTATIVES AVAILABLE 


Worked up through the ranks of produc- 
tion and supervision, business manage- 
ment, and sales to Vice-Pres. of present 


CAGED COPY LION seeks challenging | MR. PUBLISHER: Do you have adequate 


new habitat. This cat's grown fat writing 
and supervising national campaigns. Hun- 
gers for gamer, 4A _ diet, richer in 
consumer fare. Offers slashing prose, fero- 


cious imagination, velvet-paws persua- 
sion. Guaranteed housebroken, mange- 
free. Purrs in the $14,000 range.FREE 


Box 1196, ADVERTISING AGE 
480 Lexington Ave., New York, 17, N. Y. 


SPACE SALES TRAINEE 
Excellent intangible sales experience. 
College, car. 

Box 1205, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. ¥ 


5 years experience administrative and 
all phases advertising and sales promo- 
.. home furnishings preferred. 
Box 1264, ADVERTISING AGE 
200 .E. Illinois St., Chicago 11, Illinois 
PRODUCTION MANAGER. If you pro- 
duce magazines, sales catalogs, manuals, 
advertising, house organs, sales promo- 
tion materials, etc., I can save you mon- 
ey. My record shows that attractive ma- 
terial can be produced with economy, 
speed, and efficiency, without sacrificing 
appearance. Available immediately 
Box 1200, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING MAN 
Southwestern Michigan Area! 
Top flight-15 years, and currently, op- 
erating very successful one-man Chicago 
agency. Age: 45. Now semi-retired to 
year round home on the lake in Sawyer. 
Desires limited clientele who needs com- 
petent agency guidance. The works-Plan- 
ning, Media, Copy, Layout and Produc- 
tion. Phone: HAzel 6-0043, Sawyer. Dun- 
dee, Hlinois. 


PUBLIC RELATION 


writer. Ten years 
manufacturing, agency experience 
Strong on trade product features, tech- 


nical writing, sales promotion, merchan- 
dising publicity 
Box 1203, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


publishing house. Looking to new, broader 
—agedltatl a eas ° “4 opportunities. Finest of character and 
representation in the Midwest? Our es personal references 


poe oe publishers representative firm so write now to iy Pi Ra Be 
can help solve your sales problems. Lets TISING AGE, 4041 Marlton Ave., L. A. 8 
talk it over. California. 
Box 1157, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
TV SPECIALIST—ACCOUNT ADV. OPPORTUNITIES 
EXECUTIVE AVAILABLE MEDEA ANSUASER piwewacan sd $15,000 
0 e q 
For position with agency or advertiser im. all shadie ties 
NYC, Phila. or West Coast. Experience in- | 
cludes three years as Production Super- || MERCHANDISING MGR. ...... $14,000 
visor with major TV "fy tg || Solid exp. in ice cream mdsng. 
and producing top live shows. Two 
years as Account Executive with 4A agency DIR. MKTNG. RESEARCH ..... $13,000 
handling client contact and administration Min. 5 yrs. indust. res. exp. 
of TV programs for diversified clients ¥ 
Six months residence in Detroit as A.E. on COPY-CONTACT ............ $10,500 


To age 35. Ad Agency exp. on 
industrial accounts. 

PUBLIC RELATIONS ......... $8,000 
Industrial & Corporate 

relations exp. 


B. L. CLEM 


“Big Three’’ automotive account. One year 
as A.E. and Writer-Producer of live and 
filmed TV commercials for housewares and 
cosmetic accounts. Also supervised time 
buying for national spot campaigns. Most 
recently served as Sales Representative 
for leading packager of TV programs. | 
offer unique combination of administrative 
and creative ability to supervise all as- } 
pects of your television projects, live or 
film. Age, 34. Salary about $15,000. 
Box 868, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Advertising Consultant 
Imperial Personnel 
37 S. Wabash Ave., Chicago 3, FR 2-4233 


COMPENDIUM OF MARKETING VIRTUES FOR HIRE 
BY PERSPICACIOUS NEW YORK AREA FIRM 


Mature executive with young outiook has well rounded: 
« Executive & administrative ability . riting & presentation skill 
« Analytical skill and objectivity * Sales ability & orientation 
25 years professional research experience in responsible positions in 
Market, Media, Management and Economic Research 
A.B. Harvard; M.B.A. in Marketing, Harvard Gr. Sch. of Bus. Admin. 
Seeking growth position in marketing research where inborn precision and 
thoroughness is of special interest to manufacturer, service firm, advertising 
agency or trade association. Salary negotiable 
Call Gardner at PL 1-0730 or write Room 905, 40 E. 54th St., N.Y.C. 22 
for résumé or appointment. 


MEDICAL 
COPYWRITER 


Leading national advertiser 
with headquarters in Los 
Angeles seeks experienced 
copywriter with background 
in medical and_ biological 
sciences to create advertising 
and promotional materials for 
highly specialized medical 
equipment. Imagination, in- 
itiative and capacity to do 
background research essen- 
tial. This is a challenging and 
rewarding position in our ad- 
vertising department, with ex- 
cellent salary and future op- 
portunity commensurate with 
experience and ability. In re- 
ply, send complete résumé 
and salary requirements. 


Box 878, Advertising Age 
200 E. Illinois St. 
Chicago 11, Illinois 


CANDLELIGHT COPY SERVICE 
Retail, mail-order, agency ad copy 
. . . house organ copy .. . greeting 
card verse, gags personnel bro- 
chures . . . general-interest articles 
for calendars, pamphlets and maga- 
zines written on assignment. Fast, 
dependable service. Box 791 Adver- 
tising Age, 200 E. Illinois St., Chi- 
cago 11, Mlinois. 


GOT IMAGINATION? GOT FORTITUDE? 
GOT 12 GRAND? Sputnik of publishing || 
world ready for launching but needs fi- 
nancial fuel. Startling format, exper. staff, 
greatest potential since sex. Not as dan- 
gerous as Las Vegas dominoes but better 
odds and just as exciting. Jim Mourning, 
1144¥2 Riverside Dr., N. Hollywood, Calif. 


Almost everybody of 
importance in 


advertising and 


marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 
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Advertising Age, January 27, 1958 


AVAILABLE—TOP MERCHANDISER 
Creative idea man, writer, merchandiser, 
administrator now employed seeks spot 
in agency or with manufacturer away from 
Chicago or New York. 35, married—Ac- 
count Executive experience on industrial 
and consumer hard goods. Presently Ad- 
vertising & Sales Promotion Manager with 
national appliance mfg. with million plus 
budget. Have Trade Association & Cos- 
metic background. Outstanding record. Ex- 
cellent references. ideal as creative head 
(copy-contact) or Adv. Mgr. An a 
arranged at your convenience. Box 
ADVERTISING AGE, 200 E. Illinois St., chi. 
cago 11, Illinois. 


ART STUDIO 


Large Graphic Arts service or- 
ganization desires addition of 
a small reliable art service lo- 
cated in New York City. Will 
retain existing management 
and staff. Must be capable of 
handling additional business. 


Write, in strictest confidence. 


BOX 839 AD AGE 
480 Lexington Ave., N.Y. 17, N.Y. 


Puerto Rico Rum 
Institute Adopts 
Ad Ethics Code 


(Continued from Page 3) 


ing agencies, distributors and rep- 
resentatives should discontinue the 


use of radio, television, and sound | 
jtrucks in advertising their prod- | 


ucts. 


However, they may sponsor edu- 


cational and cultural programs as 


a public service without mention- | 
This taboo on} 


ing their brands. 
broadcast advertising will become 


effective as current contracts with | 


Puerto Rican radio stations expire. 
Expirations are expected to be 
complete by the end of February. 
2. No advertising should be pub- 
lished in any publication published 


Cranmer 


THREE-QUARTER MARK—The trio here 


CUTS $1.25 
Up to 5 Sq. Inches 
ZINC 
Line or halftone flush mounted. 
Past Service— 
Satisfaction Guaranteed 
Write A: of cut and screen preferred 
nm back of copy and mail to 
WARD KAH 
Box A 87, Glendale, Calif. 


ADVERTISING 
~~ A 


For college me... of character, per- 
sonality, initiative, and capacity to think, 
this is real opportunity with leading in- 
dustrial business magazine located in 
New York. Experience in advertising or 
publishing not essential. Engineering de- 
gree might help. For about two years 
trainee will travel extensively in Northern 
industrial states contacting readers, to 
learn who they are, what they do, how 
they buy. Thus this trainee will be pre- 
paring himself to later become a top-level 
space salesman who will be able to in- 
terpret readers and their buying potential 
to advertisers. No selling of subscriptions 
or space while training. Salary and ex- 
penses. immediate start. Send all facts in 
outiine. Box 877, Advertising Age, 480 
Lexington Ave., New York 17, N. Y. 


COPY CONTACT MAN 


Must be able to write a sales letter or 
press release as well as the LIFE ad . 

must feel the importance of merchandis- 
ing, direct mail, sales tools and produc- 
tion. Must be a creative executive on the 
“firing line’ . » & lover of follow- 
through detail on the ‘“‘home front.’’ 
Chicago agency needs a guy (age 28-38) 


who would rather make money than 
manipulate martinis. Salary open. Sell 
us in your reply. Box 883, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Ill 


75th anniversary issue cansists of George R. Lamade, 


a a 
Lamade 


reviewing Grit’s 


by grade or high school students. 

3. Sale or donation of distilled 
spirits to any grade or high school 
student or any group of students 
is prohibited. 

4. Advertisements of distilled 
spirits should not make reference, 
directly or indirectly, to the use of 


the product by minors, athletes 


PUBLISHERS’ REPRESENTATIVE 
BASED IN CLEVELAND 


I know a fellow 

who is available .. . 
Twenty-one years selling experi- 
ence—ten years actual product 
selling and last eleven years as 
magazine space salesman—is a 

tential offered to business pub- 
ications seeking a man having 
established contact with adver- 
tisers and agencies in the area. 
41 years of age, happily married, 
2 children, good health. Write him 


direct, Box 881, ADVERTISING 
AGE, 480 Lexington Ave., New 
York 17, N.Y. 


The Midwest's 
outstonding placement 
service for Adv.- Art & 

allied fields. 
eppointment only 
~ MADISON + SUITE 1417 
CHICAGO 2, ILL, 
CEntrel 6-5670 


COPY /CONTACT 


Background in industrial advertising 
preferred. Must be an idea man and a 
facile writer. Should have potential 
for becoming a key man with us. 
Starting salary commensurate with ex- 
perience and excellent opportunity for 
increased earnings. NYC agency. 
Write: 
Box 880, ADVERTISING AGE 
480 Lexington Ave. 
New York 17, N.Y. 


\] 


ASSISTANT COPY CHIEF 
FOR MAIL ORDER FIRM 


The man (or career woman) we are 
looking for possesses a basic under- 
standing of mail order copy principles 
and a general knowledge of mail order 
merchandise; is under 45 years of 
age; must be able to work well with 
others, respecting the judgment of 
one of the top women Copy Chiefs in 
the field; may not know all the an- 
swers but is eager to earn the title 
of Assistant Copy Chief and grow with 
a dynamic, highly respected, long 
established wholesale mail order 
house located in Chicago. ad 

The candidate for this position 
should be able to fulfill these quali- 
fications: 

Good writer—must be able to pick 
out the important facts and weave 
them into interesting selling copy; 

Capable editor—should be able to 
detect weaknesses in another writer's 
copy and have the ability to correct 
them: 

Substitute supervisor—should be 
able to assume Copy Chief's full re- 
sponsibility in an emergency. 

Salary open. Write fully. All replies 
will be kept confidential. 
Box 876, Advertising Me 
200 E. Illinois St., Chicago 11, ilinois 


and persons or characters general- 
ly regarded as heros by minors, or 
who are associated with children 
or adolescents. 

5. Advertisements of distilled 
spirits should not be published in 
the supplements of Saturday or 
Sunday issues of newspapers or 
magazines, nor in those pages in 
newspapers or magazines where 
/comic strips or any other informa- 
tion devoted exclusively to chil- 
'dren and adolescents are published. 


® Carlos L. Yordan, executive sec- 


| Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


ART AND COPY TEAM 
WANTS PERMANENT AGENCY POSITION 


Art director and copywriter now 
working on national accounts seek 
change of creative atmosphere. Spe- 
cialize in coordinated art and copy 
that sells. Would like to hear from 
agencies seeking fresh creative tal- 
ent. Box 879, Advertising Age, 480 
Lexington Avenue, New York 17, 
N. Y 


GROUP ART DIRECTOR 
SALARY OPEN 
All-around ‘Pro’ for 4-A Midwest agency. 
Background in automotive products help- 
ful. Contact me in confidence 

GEORGE E. PYLKAS 

Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 

220 S. State St. + Chicago - WA 2-4800 


industrial 


COpy writer 


Wanted by 4A Advertising Agency 
in Chicago 

Excellent opportunity for writer 
with 3 to 5 years’ experience in 
industrial copy for trade and 

ical magazines and litera- 
ture. Must have knowledge of 
general factory production ma- 
chinery and methods and inter- 
est in things mechanical. You 
will work in Chicago on two 
leading industrial accounts. Give 
complete personal and business 
résumé in your reply and attach 
photograph if possible. 

Box 884, Advertising e 

200 E. Illinois St. Chicago 11, Ill. 


retary of the institute, now in New 
York on a business trip, told Ap- 
| VERTISING AGE that the code, the 
first that the organization has 
adopted, was considered advisable 
to correct the recent development 
of certain abuses in the island. 

Asked about the use of photo- 
graphs of women in rum advertis- 
ing, Mr. Yordan said it was not 
particularly a problem in Puerto 
Rico. There is a tacit agreement, 
he said, not to use women in ad- 
vertising, since the furor that de- 
veloped last summer in the USS. 
when Rums of Puerto Rico ran a 
series of testimonial ads in news- 
papers and magazines to promote 
both rum and tourism. 

The ads, created by Ogilvy, Ben- 
son & Mather, agency for Rums of 
Puerto Rico, merely used photos of 
men and women who had visited 
Puerto Rico, but this aroused a 
storm of protest as a violation of 
the advertising code of the Dis- 
tilled Spirits Institute (AA, July 
22,’°57). The controversy was 
eventually settled by Luis Munoz- 
Marin, governor of Puerto Rico, 
who ordered pictures of women 
dropped from the rum ads (AA, 
Sept. 16, ’57). 


s Commenting on the situation, 
Mr. Yordan said that there is a 
feeling among distillers that there 
are likely to be more developments 
in the U.S. in connection with the 
use of women in liquor advertis- 
ing. 


heard reports that some U.S. dis- 
tillers have been toying with the 
idea of using women in their ads. 
No confirmation of this has ever 
been obtained, however. + 


‘Photographer's World’ Bows 

A new 35¢ bi-monthly, Photog- 
rapher’s World, New York, has 
reached the newsstands. Rate for a 
| b&w page is $350 and for b&w and 
|one color, $425. Paul Gilbert is ad- 


| vertising manager of the magazine.’ 


(Continued fram Page 2) 
well able to pay abundantly; and 
that they prefer nationally brand- 
ed merchandise.” 

Grit counts its readers in 1,000,- 
000 homes in 16,000 communities. 
And, the paper says, 59% of these 
towns have populations under 
2,500; they are located in all 48 
States. 

George R. Lamade, now presi- 
dent and general manager of Grit, 
believes in the fundamentals of 
the small town, following the con- 
cepts of his father. And surveys by 
this weekly national newspaper 
show its readers are primarily in| 
the prosperous middle class. 

Says Mr. Lamade: “America is 
still the land of opportunity, and) 
the soundness of small town think- 
ing still holds the key to liberty 
and freedom.” 


® Grit was slow to start. In 1885 
Dietrick Lamade conceived the 
idea of holding a drawing (legal 
then) as a circulation booster. | 
offering as prizes a piano, a gold 
watch, a marble-top bedroom 
suite, a rifle and silk material for 
a dress. 


Pittsburgh Plate 
Glass Ads to Show 
Company Versatility 


(Continued from Page 3) 
made by PPG, or chemicals made 
by Columbia-Southern, subsidiary 
of PPG.” 


® According to M. J. Batenburg, 
director of information services at 
PPG, many people associate the 
company with glass, paint and | 


| that the company is 


He declined to enlarge on this | 
beyond saying that he, too, has| 


even chemicals and fiber glass, 
but “not nearly enough” know 
“broadly di- 
versified” and contributes to the 
“daily well-being and happiness 
of nearly every American.” 

The ads will be merchandised in 
several ways: Framed prints of| 
the Lambert Airport picture, re- 
produced on canvas, will be pre-| 
|sented to the airport and to St.| 
Louis city officials. Copies of the 
Reader’s Digest containing the 
Lambert ad will be placed on 
plane seats leaving the airport the 
week the ad appears. A four-page 
insert, prepared with the coopera- 
tion of Time, will merchandise the 
series in the March Harvard Busi- 


ness Review. 


PPG executives, salesmen and 


customers. 


105 


Whiteley 


president and general manager; Ralph R. Cranmer, 
exec vp, and Gilbert E. Whiteley, ad manager. 


Small Town Consumer Is Grist for 
‘Grit’; Circulation Nears 1,000,000 


From May until November of 
that year, five days a week, the 
young publisher traveled through 
Pennsylvania’s villages and ham- 
lets promoting Grit and the lottery. 
He slept on a folding cot in the 
office Friday and Saturday nights 
so he could supervise printing and 
distribution of the newspaper. 

The grand drawing was held 
Thanksgiving Day, 1885. After it 
was over, Grit had a circulation 
of 14,000. All the bills were paid. 
There was a cash balance of $400, 
and the three partners raised 
their salaries from $12 to $15 a 
week. 

To help find circulation sales- 
men, Dietrick developed a system 
of direct mail searching that is 
still used. At the turn of the cen- 
| tury, circulation was up to 100,000. 


|@ The present head of Grit joined 


the staff after World War I. He 
became vp in 1922 and general 
manager in 1936. When his father 
died in 1938, the younger Mr. 
Lamade became president. 

In 75 years, Grit has had only 
two presidents, two circulation 
managers, seven editors, four ad- 
vertising managers and six manag- 
ers of its commercial printing 
department. Some 30,000 boys sell 


‘wien in 16,000 communities. + 


Rumrill Names Wells VP 
of Market Development 

James G. J. Wells has joined the 
Baldwin, Bowers & Strachen di- 
vision of Rum- 
rill Co., Buffalo, 
as vp for market 
development. Mr. 
Wells operated 
his own agency, 
James G. J. Wells 
Inc., from 1950 
to 1955, when he 
merged it with 
Comstock & Co. 

Earlier he had 
been with Buf- 
falo stations, 
WEBR and WBEN, until 1948, 
when he resigned to become gen- 
|eral manager of the Buffalo Bills 
pro football team. 


James Wells 


Cutler Elected Chairman 
Robert L. Cutler, international 
division, Buchen Co., has been 
elected chairman of the Illinois 
members of the International Ad- 
vertising Assn. Other officers are 


Proofs and reprints|Gordon R. Blair, advertising man- 
|of all ads will be distributed to! 


ager, Popular Mechanics, foreign 
edition, vice-chairman and treas- 
urer, and Richard M. Murray, 


Ketchum, MacLeod & Grove is | Reader’s Digest, international edi- 


the agency. + 


'tions, secretary. 


3 a SAO SR eS eer aR, GS. ae FG kta Sie ee q CT, STEERER ANE ahi ; EE Face ESO oO” eo ee a ee i re a 
ro i eh ei i ees pies er oo Pes ess ee We cjgeee tgs te ere tt 2. phi yk Seal Meee a 
ERE age ieee See ah ae sae c eee, RSE ae 5 ee oe gates cen aa u : Be tes mS s pe es ae ee , scab 
re Eee se MR cg ge. ee eet ee aa yea Petia mee 220 ni, - oe el 
. ————— —— . 1 . : 7 = 
i “ .. : ~ 2 
ee », & = 
a. ode, wl — ee y . —_ ; - 
‘ ‘ ' r 
a : et mf fo a j oF 
| “= — a ’ ou 
ta = . 
- = P Be ? % ‘ 
od “yr E i nee %} . 
» , a 7 “ ud 
a , , s A ; 
. 7 q fox , 3 
Whe? a” 8 
¢ - m ¥ oe” ry i* 
| ep ; ey, . t & ie 
a ~ te Ef - : aes 4 i Beane ¥ wad ee ee 3 
pet : eae ee - a ceag Ge eee ene pa ars cee * 
are aa i a : Ch ee -~ pes a ee a Ce! yee : 
PO t ; es Bee: ci ay pias : ees, : agi y 
i se wee mee ee SR eager: Yo ae ; , 
= ner ee detainee ke a ; Sy : 
bai 2 Sr, ma as ae [ ae a ee ae “ i 
: ae ee, Rete oY et os rs is >] ‘ “ 
Sl a. ee - : 
apes 1h ka me a Omron e Ae F i a ees , tte = ae 
es Po yl ee i i = Saal ae % Me t oe ti my 
2s, 7 dr a ae ip ii sae eee eee ee eek ge es 
ae: ‘ 2 2, a bt Se Gears. or aha pe ; a ees = ; : = 
} a Gaia < ahi Eee NS a | dat se, eee : oe eS ee 
SCs “ ee ee te 2a eg eens Mtaeieara. « t 22 gee 4 
~ . titled oon 2 ei 4, Wee oa ee 4 * 7) ae ex We a gems oi 
= gat be = eras: te a pees ae, ee ee one 
| ‘A 
27 
i " 
P| | — et ee ; 
SSCS ae 
= ZZ | | 
[| 
a | 
=— | 
| 
‘y 
s 
| : 
| : 
| 
‘ioe, | a 
: | 
Service, 
Sion |_| | a r 
ee 
| = . 
a 
' 
_ 
: 
| — a 
| | 
<i! 
| * 
| 
| 
| 
— ae 
| 
i] a ee 
_ 
parr tg ait Mi ie, © ; . ¥ op ia a a BES ee Oy ey Mile Suck Ce ane: ®, fee sy ae tae ee & c 
ro te eweie #0 - . she ae e," i Ohare Ey ae a ane Wa eo ll ae pepe ae mae a a aa ‘ a 
it, oF mag 5 UN ah Miata YY cree tye te ’ ae igh Seng Si a eee A Deal » ee Lee Lie Se = : is Eig Ween. See ae. sy ae ae 


106 


Lipscomb Hits TV 


Cost Figures as 


Meaningless to Specific Advertiser 


(Continued from Page 1) 
tv doesn’t mean anything to them. 


“There are few ‘average’ shows. | 
Some big successful tv shows are | 


getting a very good payoff. But 
many low-rated shows—below- 
average shows—are losing a great 
deal of money for advertisers. This 
kind of thing does not happen in 
newspaper advertising.” 

Mr. Lipscomb said it takes from 
$3,000,000 to $5,000,000 to put on a 
national weekly half-hour show on | 
tv for one year. He asserted that 
it takes between 13 and 26 weeks 
to find out if a show is a success 
or a failure. 

“In that time a great deal of ad- | 
vertising money can be lost which | 
could have been producing profit- | 
ably if newspaper advertising had 
been used,” he said. 


® Following are the nine selling 
points which will be used by BofA 
this year in selling newspaper 
space, according to Mr. Lipscomb: 


e Newspaper advertising reaches 
more people than any other medi- 
um. 88% of the nation’s families 
get a newspaper every day. 


e People like advertising in dailies 
better than in any other medium. 


e Newspapers deliver more “ready 
to buy” prospects than any other 
medium. 


e Newspaper advertising gets 
more action than any other medi- 
um. 


e Newspapers give more flexibil- 
ity in selling copy than any other 
medium. 


e Newspaper advertising offers 
better retail merchandising than 
any other advertising. 


e Newspaper advertising is a safer 
and surer investment than adver- 
tising in any other medium. 


e Newspaper advertising produces | 
more sales per dollar of advertis- 
ing cost than do other media. 


# A color slide presentation pre- 
pared by the New York News dis- 
closed that talent and production 
costs of many of the popular net- 
work tv shows have increased as 
much as 300% in the last five years. 
On the other hand, the combined 
line rates of newspapers have in- 
creased only 16.7% over the same 
period. 

The presentation documents the 
“imbalanced coverage” tv network 
programs provide market by mar- 
ket and the “unpredictable audi- 
ence preferences” that make it im- 
possible for the advertiser to secure 
the balanced coverage he needs 
across the country. 

“Where an advertiser most needs 
strength, his program is frequent- 
ly weak,” it said. The “imbalanced, 
scatteration” coverage of network 
tv and its iron-clad commitments 
are then contrasted with the “bal- 
anced, mass” coverage and flexi- 
bility of newspapers. 

“Despite all its glamor and show- 


| manship, tv must stand on its own 
feet as an advertising medium, 
measured against the same yard- 
sticks applied to other media— 
cost, balance, coverage,” the pre- 
sentation said. It was presented by 
| Herbert M. Steele, sales promotion 
director of the News. 


® Capt. Eddie Rickenbacker, board 
chairman of Eastern Air Lines, said 
ithe nation’s air lines spent $25,500,- 
000 in advertising in 1957, “of 
| which Eastern has been the largest 
| contributor.” He said his company 
| Spends 94.3% of its ad budget in 
| newspapers. 

Domestic airlines carried 45,000,- 
| 000 passengers in 1957, Capt. Rick- 
jenbacker said. By comparison, in 
1932 the volume was 475,000 pas- 
sengers, and the airlines invested 
only $125,000 in advertising in that 
year. 


|@ The high costs of tv were rapped 
soundly by H. James Gediman, 
exec vp of Hearst Advertising 
Service Inc., keynote speaker at 
the convention. 

Acknowledging that tv has cap- 
tured a greater share of the na- 
tional advertising dollar in the last 
few years and also that the medi- 
um has produced sales gains, Mr. 
Gediman asserted, “You cannot 
run a business on the theory of a 
brilliant series of advertising hits 
and misses—not at $50,000, $60,- 
000 or $100,000, and even more, on 
a single throw. 

“Not when time costs alone in 
one market—New York—run 
$241,000 for a 52-week half-hour 
program on Double A time on one 
major tv station. 

“Not when five 20-second night 
|spots per week—just one spot for 
leach of five nights—for 52 weeks 
over that same one station cost 
$598,000. That’s time cost only. 

“Contrast those appropriations 
| with newspapers, where hardly a 
dozen national accounts average 
as much as 25,000 lines a year. Can 
you imagine the job you could do 
with newspapers with that kind of 
| money?” Mr. Gediman said. 
| The BofA showed its new pro- 
motional motion picture, “Versa- 
tility Unlimited.” The film shows 
the many different uses of news- 
papers by many advertisers for a 
variety of purposes and likens the 
newspaper’s versatility to that of 
Leonardo da Vinci, Italian inven- 
tor and artist. # 


Stever Aubrey Joins McCann 
Stever Aubrey, formerly a vp 
}and account executive of J. Walter 


Eastman Kodak account, has joined 
McCann-Erickson, New York, as an 
account service group head. He will 
supervise the Chesterfield and Oa- 
sis accounts, reporting to C. Ter- 
rence Clyne, senior vp. Mr. Aubrey 
is the son of James T. Aubrey, 
board chairman of Aubrey, Finlay, 
Marley & Hodgson, Chicago agen- 
icy. 


Thompson Co., New York, on the | 


| Breakdown of AA Obits by Age Brackets 


ooo 
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(Continued from Page 1) 

| was also 68.6, the median 70. 

In 1957, according to AA’s study, 
30.5% of advertising men were 61 
years or older at death, compared 
to 42.6% in 1956. 67% of persons 
‘in allied businesses were 61 or 
more in 1957; in 1956 64% had 
lreached that age. While 60.3% of 
men in other businesses had 
reached at least 61 years at death, 
in 1956 76.5% had. 


s According to Institute of Life 
Insurance figures, the life expec- 


Good News! Average Adman’s Age at 
Death Rose io 63 in ‘57-Up 8.8% 


tancy of a white male born in 1900 
was 46.6; for one born in 1955 the 
life expectancy is 67.3. Expectation 
of life for white males at various 
ages in the U.S. in 1955, according 
to ILI, are 31.7 years at age 40, 23.2 
at age 50, 16 at age 60 and 10.3 at 
70. Life expectancy figures for oc- 
cupational groups are not available. 
ADVERTISING AGe’s figures can- 
not be considered comprehensive 
or definitive since they are based 
only on obituaries carried in its 
columns. The significance of the 
figures is difficult to assess. + 


Include Area Data 
in ABC Reporting, 
ANA Urges Dailies 


(Continued from Page 1) 
basis,” the statement said. “Many 
of them have set up sales districts 
using these areas as a basis. 


® “Since it is possible for the ad- 
vertiser to compile metropolitan 
area circulation from individual 
audit reports, the omission of the 
totals serves no purpose. However, 
such a compilation by the adver- 
tiser or his agency for every news- 
paper would involve many hours 
of clerical calculation. 

“The Assn. of National Adver- 
tisers, therefore, strongly urges 
that all publishers in the 197 met- 
ropolitan areas take advantage of 
the option granted by the Audit 
Bureau of Circulations, and show 


|in all future audit reports. 


the metropolitan area circulations | 


ANA also suggests that publishers 
request Standard Rate & Data 
Service to include the metropoli- 
tan area circulations in its listings. 

“The publishing of metropolitan 
area circulations would simplify 
the analysis of advertising costs 
and results and, in the long run, 
result in more effective spending 
of more newspaper advertising 
dollars.” # 


BBB Elects Werner Chairman 
William G. Werner, public and 


legal services director of Procter | 


& Gamble Co., has been elected 
board chairman of the National 
Better Business Bureau, succeeding | 
Warren G. Agry, former execu- 
tive of American Home, who died 
Jan. 17 (see Page 103). 


Lichtenbaum Joins Magazine 
Sy Lichtenbaum, formerly of | 
Book Production and the Long Is- 
land Daily Press, has joined Popu- 
lar Photograpky, New York, as 
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Norge to Promote 
Line to Dealers 
With Trading Stamps 


Cuicaco, Jan. 23—The new line 
of refrigerators by Norge division 
of Borg-Warner Corp. will be pro- 
moted to dealers with the com- 
pany’s own trading stamp plan. 

The Cinderella Treasure Chest 
stamp plan calls for Norge distri- 
butors to issue trading stamps on 
1958 refrigerators purchased by 
dealers. The dealers accumulate 
the stamps in paste-in books. 

Trips to vacation spots abroad 
and in the U. S., plus about 600 
articles for home or hobby, are 
offered as prizes. 90 stamp books 
containing 40 stamps each may be 
exchanged for the grand prize, a 
14-day tour of Europe. It takes 
between three and seven refrigera- 
tor purchases (depending on the 
price) to fill one book. 


® Dealers and salesmen are being 
enrolled in the stamp program at 
distributor introductions of the 
1958 line. Gift catalogs, stamp 
books, order forms and contest 
literature is sent to the dealer’s 
home (where it is more likely to 
be noticed—and used—by the sav- 
ing-minded wife). 

“This is the first time trading 
stamps have been used on the man- 
ufacturer-distributor-dealer level 
in the field of consumer durables,” 
said Gordon G. Hurt, Norge nation- 
al merchandising manager. 

The program ends May 31. # 


Storms Bar Probe 
of Object Believed 


to Be Conover Yacht 


New York, Jan. 23—Bad weath- 
er and high seas off the Florida 
coast during the past week have 
prevented salvage work to deter- 
mine whether or not a submerged 
object off Marathon, Fla., is the 
missing yawl Revonoc, which dis- 
appeared Jan. 1 with Harvey Con- 
over, president of Conover-Mast 
Publications, and a party of four 
aboard (AA, Jan. 13, 20). 

B. P. Mast Sr., chairman of the 
publishing company, said today 
that Coast Guard officers in Flori- 
da had confirmed reports that the 
submerged object off Marathon 
was probably the missing Revonoc. 
Another yacht last weekend ran 
afoul the submerged object and 
had its propeller bent. Paint 
smears on the damaged propeller, 
Mr. Mast said, have been tested, 
and salvage experts said they be- 
lieved the wreckage was that of 
the Revonoc. 

Missing with Mr. Conover are 
his wife, his son Lawrence, the 
| latter’s wife and William Fluegel- 
man, a friend. # 


Wick Opens Consultant Shop 
Joe G. Wick, former president 
lof Old Judge Foods Corp., St. 
‘ Louis, has opened up his own sales, 
merchandising and business con- 
sultant office in the Railway Ex- 
change Building, St. Louis. He ex- 
pects to open other offices in 


The ‘eastern advertising representative. Chicago and New York later. 


Storke Walrath 


Worthington 


Gates 
PRESENT—Ad directors (and some publishers) of newspapers represented by Cresmer 
& Woodward attended the meeting held annually by C&W just before the Newspaper 
Advertising Executives Assn. in Chicago. Shown here are C. A. Storke, Santa Barbara 
News-Press; William B. Walrath Jr., Oscar Mayer & Co. (recognized by C&W for 


Fountain Auger 


Marshall Marshall Hartford 


Sterling Swanson 


use of color); Del Worthington, C&W; Leonard Gates, Ottawa Citizen; C. L. Fountain, 
New Era & Intelligencer-Journal, Lancaster, Pa.; Frederick Auger, Winnipeg Tribune; 
Leonard L. Marshall (shown twice), C&W; E. A. Hartford, Los Angeles Times; John 
L. Sterling, C&W, and G. P. Swanson, Spokane Spokesman-Review & Chronicle. 


ee ar eae ae 


) 
} 
i 
} 


| 
| 


fs SP ete a ea Re ih. orn! tae et a ; tate 2, ane eee eT RR 8 er OS | ie eae, SO eee ee a ee ee tena ea a) KT 8 ta 
ee ay ee: oh eae ——l : : of Coa <= ra eS G ee ee! i Sera SE ee sell et Waktrier Boe: " rier a ms SAL ane a sie jeri arcane = NAEP ’ 
en Be ts 2s tae a eoaleeee P sk , ea ene ie Bese | cco : a Me sai ga ig 2h _ 
alice : : sigh beady : = i Wop a : : ; 3 : - 5 oe rit oa ae, a 5 pee 3 
a ae - ; eee + S r s Pe re 2 arn ae 1 CR eee aria ‘ ee he a yee ie ae Oia: & Ee ae eee > ae 
ee . i A i * aes cat 2 ge ti s eo a ain Ss let ae ee kere ees eee Re ae ne Cas 
< al F “ ~- = — - 
Po | 
; ‘ 
. ' 
= 
be 
i . 
! 
. | | 
} 
. | 
a; 
or 
| 
Bo zon nd | 
4 
e 
es 
ca po 
g Po a 
: Po 
"2 
Po 
: | 
‘e % | 
: ae 
Pte 
e | 
a 
: | _ 
“ — . _ ——ew 
a rT 
: a ; , : es = 
¥ r . * Reg a os ¥ + 
: : 2 . s / 4 , : 3 } \, oar ee se 
~? at ma | as ‘ ai OSte be 
fs i" * a ' i ant : ; = : P — ae 
4 . ve aie = v 4 dat . ‘er Tne nse nse) ? 
= es om : : m y Pg ee fa. —— 
Y 4 : ste - Sax $ 7 ; = SPORE. = x ; ef # ee x d 
: — OC a hp a Ot i Be | | a 
=f F apes = Fi a5. il a xe Ri Mut & ia 
: a i aan , : Ee, ae? ae We wv . pS oie Bie. ae 4 = 
lite. . ee : ee = . aa a. a a Pa oe am ah em, fn 2 i 
Ay Pete 2 , eee “ee — i . a ek ae, eo ee tea ae a it “<a a 
\ = A - ed eee Wace 8 7 : ¥ ‘wae re nee 
a -_ § . = > ‘ ee ful te ‘ » a ne eT ga 
; a. : : — *<s £7 ¢ _— -  %, i ; : 
i * < -- a : . ie 
i! ‘oi . = a eo > eee Sy ’ . : : i SS aaee. get xs Lad ci 
7 , 2 of " . ie . Eg a i ¥ *) ¥ = os 
Bee wares So ae ies 6 lee aes ot eee tui aeon ae ein “38 Be ey See ae Se ie ace ee tc ae eee see areal ees 
ea oe ie = =e Shiisetces ; ae tu pe, Page ue tele pg : a Fe 


Advertising Age, January 27, 1958 


Y&R Looms in 
Buick Picture, 
AA Is Told 


(Continued from Page 1) 
of Y&R. 

Further to confuse the issue, AA 
learned that on Jan. 16, the day be- 
fore the account was resigned, a 
Y&R team put on a presentation 
of new ads and campaigns for Lin- 
coln executives. Reports indicated 
that Mr. Nance went out of his way 
to tell company officials that he 
was very happy with Y&R and the 
new campaigns. 

The next day Mr. Larmon was 
in Detroit. This was the day when 
news about the parting of ways 
was first learned. 


® Meanwhile, Lincoln said it had 
been approached by about 20 agen- 
cies, but that it planned to talk to 
no more than five. The company 
declined to name any of the agen- 
cies involved, saying merely that 
interviews already have started. 
No exact date at which a new 
agency would be named was given. 

Lincoln declined to say if any of 
the Ford Motor Co.’s three other 
agencies will be invited to pitch. 
The agencies are J. Walter Thomp- 
son Co. (Ford), Foote, Cone & 
Belding (Edsal) and Kenyon & 
Eckhardt (Mercury). 

Y&R had been a Ford Motor Co. 
agency for nearly four years, hav- 
ing been named to handle adver- 
tising for a new division when 
Ford decided to bring out a pres- 
tige car similar to its old Lincoln 
Continental (AA, July 26, 54). 

The agency got the Lincoln ac- 
count (then handled by K&E) in 
1955. 

Prior to its Ford Motor assign- 
ments Y&R had handled Packard 
Motor Car Co. advertising for 19 
years, losing the account to Maxon 
in 1951 (AA, July 9, ’51). # 


Stromberger, LaVene Named to 
Aid Shaw on Goetz Products 
John W. Shaw Advertising, Chi- 
cago, which earlier this month was 
named to handle Country Club 
products for M. K. Goetz Brewing 
Co., St. Joseph, Mo. (AA, Jan. 13), 
has delegated western area re- 


sponsibility for the account to 
Stromberger, LaVene, McKenzie, 
Los Angeles. Potts-Woodbury, 


Kansas City, was named to handle 
Goetz beer at the time of the Shaw 
appointment. Goetz had _ been 
without an agency since last May, 
when Compton Advertising re- 
signed the account to take on G. 
Heileman Brewing Co. 

Shaw and Stromberger, LaVene 
joined in a presentation to Goetz in 
mid-December, and Shaw was 
awarded the Country Club seg- 
ment, based on its getting strong 
local support in key western mar- 
keting areas. Shaw said the two 
agencies would work closely in de- 
veloping basic plans for Country 
Club malt liquor, malt lager, stout 
malt liquor and Goetz pale near 
beer, which have distribution in 
about 40 states. Goetz beer is dis- 
tributed in five states. 


AA Errs on Magazine Totals 

In the Jan. 20 issue ADVERTISING 
AGE erroneously reported total ad- 
vertising revenue for 94 publica- 
tions for 1957 (measured by Pub- 
lishers Information Bureau) as 
$788,237,755. The correct total is 
$852,120,945, which represents a 
9% increase over the 1956 figure of 
$785,109,872. In addition, small er- 
rors appear in the figures for five 
magazines, due to incorrect tran- 
scriptions. The correct figures are: 
U. S. News & World Report (in 
56), $15,321,540; Sports Illustrated 
(in °56) $4,566,629; Cue (in °57) 
$1,320,881; Saturday Review (in 
57) $1,035,298, and Science & Me- 
chanics (in '56) $531,324. 


_ Last Minute News Flashes 


Anderson & Cairns Gets Lambretta Scooters 


New York, Jan. 24—Innocenti Corp. has appointed Anderson & 
Cairns to handle advertising for the Lambretta motor scooter. The 
Italian company has not had an agency during the past year. Previous- 
ly, it used Abbott Kimball Co., Green-Brodie and Doyle Dane Bernbach 
Inc. 


Dailies’ ‘57 Linage Off 2.8%; Other Late News 


e Newspapers had a linage loss of 2.8% in 1957, according to Media 
Records’ check of 52 cities. In 1956, newspapers carried 2,910,780,505 
lines, compared with a 1957 figure of 2,829,131,686 lines—a decrease of 
81,648,819 lines. Biggest losses came in total display (42,508,095 lines), 
classified (39,140,724 lines) and general (30,930,641 lines). The major 
gain was in automotive, where an increase of 11,379,233 made the 12- 
month total 181,399,792 lines. 


|e A 3.75% tax on advertising proposed by Bernard W. Toirier, presi- 


dent of the Woonsocket, R. I., city council, has been withdrawn tem- 
porarily by Mr. Toirier for revision. He said he would revise the pro- 
posal so the burden of the tax would fall on media rather than on 
merchants or the public. Mr. Toirier, a local real estate operator, is 
under charges of impeachment by some of his fellow councilmen, one 
of whom, Francis E. Martineau, operator of an advertising agency 
under his own name, alleges that the ad tax proposal, for which he 
sees little future, is merely a smoke screen to cover up the impeach- 
ment charges. 


e Franklin Bruck, chairman of the board of Parkson Advertising, has 
joined the agency’s client, Pharmaceuticals Inc. and J. B. Williams 
Co., as vp in charge of new business acquisitions. He will handle pur- 
chase of drug and related-industry companies and will supervise de- 
velopment of new consumer products for Pharmaceuticals Inc. 


e Jud Jaffee, formerly product advertising manager of Block Drug 
Co., has joined Product Services Inc. as an account executive and 
member of the plans board. 


e Roman Meal Co., Tacoma, will start a spot radio campaign Feb. 
2 for its bakery products, using minutes and chain breaks in 12 mar- 
kets, on an on-three-weeks-off-one-week basis for 26 weeks. Roy S. 
Durstine Inc. is the agency. 


e Economics Laboratory, New York, will break a daytime radio 
campaign, using 20-second spots for Soilax and Soil-Off, in February 
and March in 34 markets. The agency is J. M. Mathes Inc. 


e Arthur Porter, vp and director of media for J. Walter Thompson Co., 
New York, is taking over additional responsibilities on the account 
level. Coincident with Mr. Porter’s broadened activity, Ruth Jones, now 
broadcasting supervisor, has been assigned the additional duties of 
associate media director. Richard P. Jones has been appointed man- 
ager of the media department. 


e J.&J. Cash Inc., South Norwalk, Conn., and Coventry, England, 
manufacturer of woven names and printed name tapes, has switched 
its domestic advertising from V. L. Woodward Associates to Edward 
W. Robotham Co., both Westport, Conn. Woodward Associates was 
originally Woodward & Byron, but last June Mark Byron resigned as 
chairman of the agency to become a vp of Robotham. 


e Eldridge Peterson, publisher of Printers’ Ink, reportedly is leaving 
the weekly about March 1. Mr. Peterson declined to comment and re- 
ferred inquiries to William E. Barlow, president of Vision Inc., which 
owns PI. Mr. Barlow could not be reached. Gove Compton, PI’s ad- 
vertising director, announced a week ago he would retire March 1 
(AA, Jan. 20). 


e Texas Co., New York, has kicked off a spot radio and tv campaign 
using minutes and station breaks in approximately 75 to 100 markets. 
Cunningham & Walsh is the agency. 


e Ray Eichmann has resigned as director of sales development, adver- 
tising and research at ABC Radio to become director of sales presenta- 
tions and promotion at NBC Television, New York. He replaces Dean 
Shaffner, who has moved up to head the sales planning department at 
NBC-TV. Mr. Eichmann was the second ABC Radio exec to resign 
this week (see earlier story on Page 8), and five people were dismissed 


Prog ety (rocker the greatest news ip hot cereas is 2) youre: 


PROTEIN PLUS KTLA Will Test 


Subliminal Ads 
Within 90 Days 


Station First Will Air 


Public Service Plugs 
to Test Public Reaction 


HOLLYwoop, Jan. 23—Lew Ar- 
nold, general manager of KTLA, 
Said this week his station will be- 
|gin testing subliminal advertising 
| within the next 90 days. 
| Asa starter to see how the pub- 
PROTEIN PLUS—General Mills is in- | lic reacts, the station will flash 
troducing its new hot oat (plus messages about fire prevention, 
wheat germ) covest with two-seler the community chest drive and the 

2 vies March of Dimes. 
newspaper ads like this in mid- 


The slogans will be flashed so 
western and West Coast markets,| rapidly that they can’t be seen, but 
starting Jan. 26. A tv push began 


they will, if the technique works as 
Jan. 20. Knox Reeves Advertising, | intended, register on the sub-con- 
Minneapolis, is the agency. scious. The necessary electronic 
equipment has been ordered from 
Precon Process & Equipment 
Corp., New Orleans. 
Mr. Arnold plans a long educa- 
|tional period to acquaint viewers 
|with the idea of “secret pitches.” 


Line’ Tire Ads Are 
Misleading: FTC |At the outset, the station will ex- 
plain to the viewers what sublimi- 


WASHINGTON, Jan. 24—The Fed-|nal advertising is, how it works, 
eral Trade Commission today 4 ag 


the new hot cereal with more protein 
than meat itself! 


i 
Fl 


Firestone’s ‘First 


derlined its determination to “clean 

up” automobile tire advertising by | s If the public service messages 

charging that one of the nation’s!) get a favorable response, KTLA 

biggest manufacturers promotes | will then run subliminal tune-in 

palma tires as first-line prod- | messages for its shows. The third 

ucts. |step calls for the airing of adver- 
In Hang gna against the Fire- | tising slogans for products. 

stone Tire & Rubber Co. today FTC Throughout all three stages, the 

said Firestone had advertised its station will be watching to see how 

Super Champion and Deluxe Su-| viewers, the FCC and the National 

per Champion asa first-line 100- | Assn. of Broadcasters react to this 

level tire used for original equip- | experiment. If either group voices 

ment on automobiles. Actually,| strong enough objections, the third 

FTC said, the Deluxe Champion is stage may never be reached. + 

the tire used as original equipment, | 

and the use of the names Super s s 

Champion and Deluxe Super Strikers Publish 

Champion misleads the public into | ¢ s sas ‘ 

assuming it is getting a tire superi- | Peoria Citizen 

or to the Deluxe Champion. | Pgorra, Jan. 22—Striking em- 

| ployes of the Peoria Journal Star 

® The complaint was issued as|published their own newspaper 

FTC’s division of industry coopera- yesterday, and the Peoria Journal 

tion thumbed through the flood of |Star company announced that it 

favorable comments from tire deal- | was closing its doors while giving 

ers and manufacturers on proposed |non-striking employes their 1958 

advertising guides which the com-| vacations. 

mission distributed in November to| The strikers’ first edition sold 

eliminate confusing tire ad copy. 15,000 copies and was the first dai- 
FTC sources said the replies|ly newspaper published in this city 

strongly support the commission’s | since Jan. 2, when the strike began 

efforts to deal with tire advertising| (AA, Jan. 6). The newspaper, 


problems. However, it was reported 
that not all of the large manufac- 
turers have yet registered their 
support. + 


called the Peoria Citizen, was an 
eight-page tabloid with two to 
three columns of display ads and a 


from ABC Radio’s sales service department. 


Ohio High Court 
Ruling May Open 
Up Discount Houses 


CoLumsus, O., Jan. 22—Price 
fixing received a setback today 
when the Ohio supreme court 
ruled that a section of the Ohio 
fair trade act was unconstitutional. 
Some observers felt that the ruling 
| would open the way for establish- 
|ment of discount houses. 
| The ruling was made in an ap- 
peal case from a Lake County 
|court in which Bargain Fair Inc. 
and Mentor Brands Inc., operators 
of a retail store in Mentor, O., 
were accused of selling anti-freeze 
under the minimum price set by 
manufacturers. 


s The original suit was filed 
against Bargain Fair and Mentor 
Brands by Union Carbide & 
Carbon Corp., manufacturer 
of Prestone. The suit charged 
that the store was advertising and 
selling Prestone at $2.49 a gallon 
as compared to the $2.95 set by 


|The store did not get the Prestone 
from the manufacturer. 

The high court ruled the section 
of the fair trade act unconstitu- 
tional “for the reason that the 
provision therein which prohibits 
those who are not parties of a 
price-fixing contract between the 
j}producer of a trademark com- 
|modity and another from selling 
such commodity for less than the 
price stipulated in such a contract 
represents an unauthorized exer- 
cise of police power in a matter 
unrelated to the public safety, 
morals or general welfare.” 

The ruling apparently would 
open the way for discount houses 
so long as they obtain their mer- 
chandise without a contract from 
manufacturers. # 


Ullman Adds James Waters 
James Waters & Sons Associates, 
Prospect Park, Pa., has appointed 
Ullman Organization, Philadelphia, 
to handle its advertising and pub- 
licity. Waters makes custom crea- 
tions for displays, theatrical set- 
tings and meeting promotions, and 
is adding facilities for expansion of 


page of classified ads and ,con- 
tained only local news. Selling for 
10¢, it will be published daily, 
Tuesday through Saturday, the 
strikers said. 


Olympic Radio Sets Largest 
Campaign in Spring 

Olympic Radio & Television, 
New York, a division of Siegler 
Corp., will launch a campaign this 
spring in consumer and business 
publications described as “the larg- 


® Meanwhile, there were no new 
developments in 10 other cities 
where employes of 13 newspapers 
: se & k. | are on strike. All of the struck dai- 
est in the company’s history.” Al-/ lies are publishing with the excep- 
though no figures were available, | tion of the St. Paul Dispatch and 
an announcement said this year’s | Pioneer Press. 
ad budget would run 15% over that) <A total of 17 newspapers in 12 
of 1957. The spring campaign will| cities have been hampered by 
include ads in Ebony, Look, New| strikes in the last two months (AA, 
York Times Magazine, and The | Dec, 30). The only strike that has 
Saturday Evening Post, which will been resolved was in Dayton two 
highlight hi-fi tv “with 3d.” weeks ago (AA, Jan. 13) when the 
The business magazine ads, fea-| Daily News and the Journal Her- 
turing hi-fi sets, tape recorders and | ald resumed publication after a 
three-way combinations, will ap-| three-week strike. # 
pear in Electrical Merchandising, | 
Home Furnishings Daily and Radio 
& Television Weekly. Albert Frank- | oo b renee tll of 
Guenther Law, New York, is the| sullivan, Stauffer, Colwell & 


avy: | Bayles, has been appointed vp and 
creative director of Fletcher D. 
Tevis Joins Consolidated Richards Inc., New York. After a 

Paul F. Tevis, formerly general | holiday in Europe, he will assume 
manager of the soap division of|his new duties March 1. Before 
Armour & Co., has been named to| joining SSC&B, Mr. Jones served 
the new post of director of market- as a creative executive with Len- 
ing of Consolidated Foods Corp.,|nen & Newell and J. Walter 


contracts with authorized retailers. | its trade show and exhibit business. |Chicago, food canner and processor. | Thompson Co. 
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Christie Carter Collier Pollock 


of Tolle Co. and general conference chairman. In the photo at the 


He WANTED a 
TOP NOTCH AD MAN 


... and got replies 
from 43 applicants! 


| 
pn 


Total cost? Only $13.75 for the single 
classified ad in Ad Age. 


It’s almost too good to be true — the ease with which 


Place in Ad Age. 


And, of course, it works both ways. No matter which 
side of the fence you’re on—buying or selling—use the 
Advertising Market Place for quick, low cost results! 


For each week's issue of Ad Age is read by almost 150,000 
key advertising, selling and marketing executives. And 
The Advertising Market Place is one of the best-read 
pages in best-read Advertising Age! 


Use this handy coupon to mail your classified ad today. 
Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


| am enclosing $ 


1___State 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


Cc lip and mail 


this form to: 


ies? 


Mrs. Tolle Freeman 


AAW MEETS—At the Advertising Assn. of the West meeting in San Diego, officers of the 
host Advertising & Sales Club are pictured at their table in the photo in the center. 
They are Mr. and Mrs. Howard Carroll, Carroll Photoengraving Service, president; 
Mr. and Mrs. Kenneth Clark, Register Publishing Co., vp; Mr. and Mrs. Al Freeman, 
Western Airlines, secretary-treasurer; Norman Tolle, Tolle Co., and Mrs. Tolle, also 


| 


| 


Carroll 
Mrs. Carroll 


Mrs. Freeman 
Tolle 


left are George 


Congress Likely 
to Pigeonhole 
Pay TV: Wilson 


(Continued from Page 2) 


would be subverted. Frankly, 
don’t share their concern.” 
Outdoor advertising—‘The pro- 
ponents of these bills (to prohib- 
it outdoor advertising) have made 
some headway in the past two or 
three years, but I frankly do not 
think the federal government will 
get into the control or censorship 
of outdoor advertising...In the 
face of this mountain of opposition, 


I 


you can hire good men through the Advertising Market |1 would hope that the industry it- 


self could adopt an industrywide 
code of conduct that would mini- 
mize the objections of those who 
are concerned about marring our 
natural beauty spots along the 
federal highways.” 

Postal rates—‘I think it is en- 
tirely possible that postal rates 
will be raised before the end of the 
year, especially on first class 
mail.” 

Alcoholic beverages—‘There is 
some interest in restriction of ad- 
vertising of alcoholic beverages. 
This will probably never see the 
light of day, however.” 

Tax on advertising—‘It is sur- 
prising to me, with the interest of 
many cities in a tax on advertis- 
ing, that no one has proposed it at 
the national level. When and if 
such legislation is proposed, you 
may very well have to marshal 
the talents of the advertising pro- 
fession to prevent revenue-hungry 
legislators and bureaucrats from 
visualizing another ‘pot of gold’ to 
solve the country’s fiscal prob- 
lems.” 


es Mr. Hoefer urged delegates 
against being “advertising isola- 
tionists. 

“Advertising people, agencies, 
media and advertising resources 
need organized representation to 
fight for the things in which they 
believe and against the continuing 
attacks on advertising,” he said. 

He cited Baltimore for imposing 
“discriminatory taxes” on adver- 
tising and said other cities are 
studying advertising as a source of 
revenue. 

“Concerted action must be tak- 
en to point out that taxing adver- 
tising is literally killing the goose 
that laid the golden egg,” he said, 
“for when you tax advertising, 
you limit advertising, and when 
you limit advertising you limit the 
amount of goods that is sold, and 
this is followed by cutting of pro- 
duction and employment.” 

Mr. Hoefer said the profession 
should give full support to organ- 
ized groups such as the AAW, the 
Advertising Federation of Amer- 
ica, Advertising Council and Ad- 


Elliott 


Clark Mrs. Clark 


vertising Research Bureau in their 
opposition to legislation of the 
kind “that is born every day to re- 
strict, to regiment and to tax ad- 
vertising.” 

The conference approved a res- 
| olution commending Mayor George 
| Christopher of San Francisco for 
j}his announced opposition to any 
| tax on advertising. 


|'Journal, New York, chairman of 
the Advertising Federation of 
America, told the convention 
briefly of the work AFA is doing 


that association to work with 
AAW. 
The two associations now ex- 


change three directors—that is, 
each association has three direc- 
tors on the other’s board—and 
have one common club member, 
the Advertising Club of Denver, 
which belongs to both groups. 
While physical integration of 
the two associations is a long way 
off, both groups have expressed 


problems like Advertising Week, 
which was originated by AAW, 
and the legislative and legal prob- 
lems which are now afflicting ad- 
vertising, he said. 

Mr. Feemster toid the group that 
the liaison work which AFA has 
initiated with the Federal Trade 
Commission is now being carried 
on on a regular basis, the latest 
meeting having been held in New 
York last week. 


es Mr. Bernstein was given a 
standing ovation for his speech in 
which he asked the delegates “to 
join with me in a project to make 
the real America more like the 
pictures in the ads.” 

He noted an encouraging re- 
sponse received when the same 
idea was voiced earlier before the 
Advertisers Club of Cincinnati. He 
said advertising people may be 
able to lend powerful assistance in 
the fight against moral and social 
decay. 

Warning against an increasing 
tendency toward crime and im- 
morality, Mr. Bernstein said, “I 
| would hope that each of you in- 
duce your local advertising club to 
set up a committee to study this 
problem and to work at it, and to 
stay with it ... maybe forever. 

“I'd certainly expect to see you 
utilize the best brains in advertis- 
ing and public relations and mass 
communications, in a concerted 
and continuing effort to arouse the 
right kind of psychological reac- 
tion among the masses of the peo- 
ple... 

“Let us do what we can to start 
the ball rolling—to use advertis- 
ing and all the arts of mass per- 
suasion to make what’s right pop- 
ular—to make decency, honesty, 
integrity and good citizenship 
fashionable. This could spread.” 


® The AAW general convention 
will be June 22-26 in Vancouver. 


and of the continuing desire of | 


eagerness to cooperate on common | 


DINNER 
DANCE 


Hoefer Guild 


Christie, First National Bank, Phoenix, AAW trustee; Nelson Carter, Foote, Cone & 
Belding, Los Angeles, AAW vp; Charles W. Collier of San Francisco, exec vp of AAW, 
and Arthur G. Pollock, chairman of the Los Angeles Newspaper Publishers Assn. At 
the right are Neva Elliott, Portland, an attorney and general counsel for AAW; John 
Hoefer, Hoefer, Dieterich & Brown, San Francisco, AAW president, and Walter Guild, 
Guild, Bascom & Bonfigli, San Francisco. 


|The next mid-winter conference 
will be in San Jose, Cal., next Jan- 
uary. = 


Cone Gets Awards 
tor Public Service 


(Continued from Page 2) 
city or state; materially influenced 
| public opinion in behalf of a de- 


jin the fear that the public interest) # Robert W. Feemster, of Wall St.| sirable cause, or been an outstand- 


ing example of personal leadership 
in achieving community goals.” 

The Treasury Department cita- 
tion was conferred on Mr. Cone 
and his agency for “notable serv- 
lice to the nation” in conjunction 
with the U. S. savings bonds pro- 
gram. 

Since 1950, Foote, Cone & Beld- 
ing has been the principal task- 
force agency for savings bonds. In 
June the responsibility will pass 
on to Leo Burnett Co. 


® In presenting the Treasury cita- 
tion to Mr. Cone, Julian B. Baird, 
Under Secretary of the Treasury, 
said “no aspect of the savings 
bonds program is more important 
than the gigantic campaign of 
donated advertising made possible 
by the generosity of American 
business through the Advertising 
Council and its volunteer task- 
force agencies.” 

Since the end of World War II, 
the value of time, space and crea- 
tive activity contributed to sav- 
ings bonds promotion is estimated 
to have averaged about $50,000,- 
000 a year, Mr. Baird said. 

Mr. Baird explained that as the 
volunteer agency for the consumer 
magazine and newspaper cam- 
paigns for bonds, FC&B has pre- 
pared 350 separate mewspaper 
ads and nearly 100 separate maga- 
zine ads. He estimated man-hours 
involved in excess of 26,000. 

Gardner H. Stern, president of 
Hillman’s Inc. and principal lunch- 
eon speaker, in discussing the 
PRSA award, read a “partial list” 
of some 25 civic, welfare and 
cultural organizations in which 
Mr. Cone has played a prominent 
role. 

Stewart S. Howe, president of 
the PRSA chapter here, presented 
the Community Service Citation.# 


MCA-TV Signs Sponsors 
for Vidfilm Programs 

Best Foods, New York, has 
bought “If You Had a Million” for 
| presentation over nine western tv 
| stations. This tv film series, a re- 
jrun of the network show, “The 
|Millionaire,” is syndicated by 
|MCA-TV. Featured product for 
Best Foods will be Nucoa, through 
Guild, Bascom & Bonfigli. 

Meanwhile, another MCA-TV 
title, “Mickey Spillane’s Mike 
Hammer,” continues to pick up 
regional and local advertisers pre- 
paratory to a February starting 
date. The show has already been 
sold in nearly 90 markets, with 
sponsors ranging from Gallo wine 
to Marlboro cigarets. 
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IN ALL DIRECTIONS! 


Measured by any of the four most important media yardsticks, 
MECHANIX ILLUSTRATED is up and up and up and up. 
Here’s what the latest reports show: 


REVENUE: 


MECHANIX ILLUSTRATED had the best advertising revenue year 
in its history in 1957—only gain in the monthly mechanical field. 


LINAGE: 


MECHANIX ILLUSTRATED also shows the only advertising linage 
gain in 1957 in the mechanical field. 


CIRCULATION: 


Every issue of MECHANIX ILLUSTRATED sold over 1,000,000 cop- 
ies in 1957—a bonus circulation of over 50,000 with every issue. For 
the last six months of 1957 vs. 1956, MI had a 5% circulation gain. } 


EDITORIAL: 


In percentage, MECHANIX ILLUSTRATED leads the mechanical 
magazines in editorial space devoted to building, painting, sports, rec- 
reations and hobbies, arms and ammunition, boating, crafts, fishing, 
hunting, photography and general interests. 


This is the growing magazine in the mechanical field. Advertise your 
\ products in it to make your sales go up and up! 


Sources: P.1.B. Records 
Printers’ Ink 
Publisher's Statements 


‘ 
"mt ee 


Lloyd Hall Editorial Reports am. 


MECHANIX 
| ILLUSTRATED 


THE HOW-TO-DO MAGAZINE 


A FAWCETT PUBLICATION 
67 West 44th Street, New York 36, N. Y. 


€HICAGO * DETROIT * LOS ANGELES * MIAMI * SAN FRANCISCO 
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The Chronicle’s circulation increase 


balanced the gains of ALL OTHER 
San Francisco newspapers COMBINED 
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CHRONICLE 


TOTAL GAIN—10,645 Co TOTAL GAIN—10,682 


10,645 new readers for The Chronicle in 1957! 
CHRONICLE DAILY CIRCULATION NOW 


£134,400 


AN ALL-TIME HIGH 


Source: Audit Bureau of Circulations 
Publisher's Statement for 6 Months 
ending September 30, 1957. 
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